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Sammanfattning 
En av dagens största utmaningar för organisationer rör framtida planering där yttre faktorer 
kontinuerligt tvingar organisationer att dagligen hantera förändringar. Därför måste 
organisationerna och dess chefer besitta en förmåga att hantera den aktuella situationen och 
samtidigt kunna manövrera oförutsedda händelser genom att förstå de interna och externa 
grupperna. Processerna planering, implementering och förändringshantering har varit och 
kommer troligen även i framtiden att vara en av de största svårigheterna som organisationer 
måste arbeta med, i synnerhet inom dagligvaruhandeln där marknadskommunikation är sedd 
som en viktig del av organisationernas önskan om att etablera och bevara lönsamma relationer 
med stakeholders. Vidare möjliggör marknadskommunikation marknadsförare att informera, 
övertala, sporra och påminna konsumenterna via detaljerad information om produkter 
och/eller om dess användning. Det representerar varumärkets röst, det vill säga att en relation 
skapas mellan organisationen och dess kunder. Varje dag kommer konsumenter i kontakt med 
hundratals meddelanden vars mål är att vara så effektiva som möjligt via de olika 
kommunikationsverktygen. Dock är få meddelanden bra och effektiva, detta på grund av den 
enorma konkurrens som råder, där kommunikation är sagt att endast fungera femtio procent 
av gångerna, problemet är bara att man inte vet vilka femtio procent. Syftet med den här 
studien var att tillhandahålla en bättre förståelse för hur organisationer inom den svenska 
dagligvaruhandeln ska kommunicera med kunder i tider av förändring. För att klarlägga detta 
forskningssyfte använde vi oss av två fallstudier i form av intervjuer med två fokusgrupper, 
där vi tittade närmare på hur Apoteket AB:s meddelanden ska karakteriseras och hur icke 
personliga kommunikationsverktyg ska användas när de kommunicerar en förändring. Denna 
studie fann att ett meddelande endast ska nyttja ett fåtal format, dragningskrafter och färger 
för att vara effektiva. Utöver detta fann vi även att vissa kommunikationsverktyg är att 
föredra. På det hela taget har vi skapat en guide för Apoteket AB och andra organisationer, 
som kan användas vid en kommunikation om förändring.      
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Abstract 
Today, one of the biggest challenges for organizations concerns future planning, often 
because the environment is rapidly changing which forces organizations to deal with changes 
on a day-to-day basis. The organizations and their managers therefore need to have the ability 
to manage their current business as well as be able to handle unexpected changes by 
understanding the internal and external people. The processes of planning, implementing and 
coping with change where in the past and are likely to remain one of the biggest challenges 
facing organizations in the future, especially within the retail industry where marketing 
communication is seen as a vital part if organizations desire to establish and maintain 
profitable stakeholder relationships. Additionally, marketing communication allows marketers 
to inform, persuade, incite, and remind the consumers and also offer detailed information 
about the products and/or how the products are used; it represent the voice of a brand, 
meaning that organizations will start a dialogue with customers. On daily basis consumers 
come in contact with hundreds of messages that have the aim of being as effective as possible 
through various promotional tools. However, only a small amount of these messages are good 
and effective due to the great competition where it is said that advertising only works fifty 
percent of the time, the problem is that one does not know which fifty percent. The purpose of 
this study was to provide a better understanding of how organizations within the Swedish 
retail industry should communicate with customers during times of corporate change. In order 
to be able to answer our research purpose we made use of two case studies were we conducted 
two focus groups and looked into how Apoteket AB’s messages should be characterized and 
how non personal promotional tools should be utilized when communicating to their 
customers that they are changing. In this study we found that the message should employ 
certain formats, appeals and colors in order to be effective, additionally, we also discovered 
that some promotional tools were favored. All things considered, we believe that we have 
provided Apoteket AB and other organizations a roadmap which they can utilize when 
communicating the change to their customers.    
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1 Introduction 
his initial chapter will introduce the study and provide a background to the thesis. The 
background will discuss the concepts of change, retail industry and communication. This 

will evolve into a problem discussion, which will be the basis for the development of an 
overall research purpose and research questions. The chapter will end with the demarcations 
and an outline of the entire thesis.      

1.1  Background 
In this era of globalization, an increasing number of companies are competing in an 
environment which includes rapid technological changes. Consequently, interconnections 
among businesses and their various stakeholders such as the employees, suppliers and 
customers have become more complex and rapid due to different systems and information 
technology. (Solomon, 2001). Numerous organizations are also changing as a result of the 
new business environment and it is no longer enough to formulate a plan, instead an 
organization: “needs to communicate often, and effectively, about how it is executing that 
plan” (Epstein, 2003, p.23). Today’s highly competitive marketplace has also lead 
organizations needing to reach consumers in a different way, often through effective branding 
(Mangini, 2002). According to Ackerman (1988) all organizations struggle to differentiate in 
some form because effective differentiation brings recognition and different rewards to an 
organization in the form of customer awareness, brand switching, improved sales, better 
market shares and/or better cash flows. 
 
One of the biggest challenges for organizations concerns future planning, often because the 
environment is rapidly changing which forces organizations to deal with changes on a day-to-
day basis (Gillespie, 1994). Organizations therefore need to have the ability to manage their 
current business as well as be able to handle unexpected changes (Rogers, 2004). Gillespie 
(1994) pinpoints that many managers ought to understand that it is the internal and external 
people that are essential to understand and respond to if the manager wants to become 
successful. Numerous organizations put a lot of effort into their products instead of focusing 
on the interpersonal relationship with their customers.  However, many of these organizations 
that have focused on their products have started to also create a better understanding of their 
customers and their needs by utilizing marketing communication more extensively. (Johnson 
and Schultz, 2004). They further claim that the organizational winners of the 21st century will 
be organizations that are customer smart.  Especially in the retail industry, organizations need 
to be customer smart and attentive to exploring new ways in order to operate more efficiently 
and profitably (Arnold and Bures, 2003).  

Change  
In today’s ever-changing world there is only one constant – change (Carnall, 1995). During 
the past two decades, change has grown vastly, much due to the fact that organizations are 
pushed to reduce costs, locate new opportunities for growth, improve product and service 
quality and increase the overall productivity (Kotter, 1996). Additionally, the clients and 
customers are ever more vocal and critical which results in the need for management. Such 
management is changing from being mainly about internal concerns to a more balanced focus 
on both internal and external concerns. (Carnall, 1995). Liedtka and Rosenblum (1996) agree 
by stating that an organization’s future quality is determined by the members’ ability to think 
together at all levels, including important stakeholders such as the customers. According to 
Davison, Boswood and Martinsons (2004): “successful strategic change entails achieving 
significant shifts in an organization’s direction, visions and values, a transformation that 

T 
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requires stakeholders to understand and accept a new conceptualization of the organization.” 
(p.2). Additionally, the processes of planning, implementing and coping with change where in 
the past and are likely to remain one of the biggest challenges facing managers in the future. 
In many industries there has been a growing competition, more privatization and 
deregulations, all of which has lead organizations to educating their employees to be more 
commercially aware and concerned for high quality (Davsion et al., 2004). Change is almost 
seen as a rule within some business areas such as manufacturing, banking, education and 
healthcare (Carnall, 1995). He further states that today’s managers are worried about the value 
of money, the development, launching and marketing of products and services, greater 
flexibility of design, manufacture or service, however, also in less tangible issues such as 
corporate image and corporate identity. A good example is given by Lippman (2003), who 
states that within the retail industry the environment never stands still and it is therefore 
especially important to cope with change from all perspectives.    

Retail Industry 
Today many retail stores operate in a very competitive environment and as Fox, Montgomery 
and Lodish (2004) state, differences in marketing policies across retailers are clearly evident. 
Jobber (2001) claims that retailing is an important service industry: “it is the activity involved 
in the sale of products to the ultimate consumer” (p.705). Additionally, there are several 
factors that can make retailers more sophisticated and cost-effective in order to reach their 
consumers. In an environment that is as competitive as the retail industry, organizations need 
to explore different methods to operate more efficiently and profitably. (Arnold and Bures, 
2003). However, they also pinpoint the fact that the organizations within the retail industry 
need to remember that the key is not to just focus on improving the efficiency but also to: 
“make those practices a vital part of the company’s culture.” (p.38). Lippman (2003) states 
that retailers need to consider more parts than ever in order to react to the intelligent 
consumers at the marketplace. Consequently, factors such as price, product availability, 
location and image need to be considered and combined in an effective manner because it is 
all about “using the right price and/or promotion on a product, at the right time and in the 
appropriate store” (p.230),  and to succeed retailers definitely need to utilize communication. 
(Lippman, 2003)  

Communication  
Communication is seen as a vital part if organizations desire to establish and maintain 
profitable stakeholder relationships (Duncan and Moriarty, 1998). Recently, there has been an 
increased interest in the corporate identity landscape, which is not due to one single reason 
according to Balmer and Greyser (2002). Markwick and Fill (1997) agree and state that this is 
due to reasons such as the increased incidence of crisis situations impacting organizations, a 
need to differentiate due to increased competitive activity and rivalry, and high rates of media 
cost inflation. Consequently, an increased number of organizations are trying to manage their 
identity, especially in and for the financial marketplace and for the media (Mangini, 2002). 
Corporate identity is described by Ackerman (1988) as a company’s unique capabilities, or 
more specifically “the cross-functional mix of experience, skills, knowledge, and talents which 
distinguish the corporation and determine its abilities to create value in proprietary ways.” 
(p.29). All organizations have a corporate identity, however, there are several elements that 
are connected and associated with it. Corporate identity is linked together with corporate 
image by organization and marketing communication. The authors explain corporate image as 
being the sum of stakeholders’ perceptions of the organization and its appearance, both its 
deliberate (for example: advertising, PR) and accidental presentation (for example: media 
comments). They continue explaining corporate image as being important, and also the need 
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for consistency between the internal stakeholders perception in order to project positive cues 
to external stakeholders “By presenting orchestrated cues, images may be repositioned or 
altered in the minds of recipients.” (p.398).   
 
Keller (2001) states that during past years, marketing communication have both experienced 
less implementation in traditional advertising media as well as newly developed 
communication alternatives. Additionally, Keller (2001) states that: “marketing 
communication allows marketers to inform, persuade, incite, and remind consumers.” 
(p.823). Marketing communication offers detailed information about the product and/or how 
the product is used; it represent the voice of a brand, meaning that organizations will start a 
dialogue with customers. Marketing communication can not only associate a brand with a 
place, a person, experience, or an object, but it can also generate competitive differentiation, 
which allows a brand to stand out in today’s cluttered and complex marketplace. (Keller, 
2001). Duncan and Moriarty (1998) also believes that companies that are interested in being 
more customer focused and in building relationships should focus on marketing 
communication because “communication, not persuasion, is the platform on which 
relationships are built.” (p.2). In order for communication to occur, a transmission of 
information is needed, however, such process is very complex. This process is called the 
marketing communication process and can according to Fill (1995) be described as a linear 
model which put emphasis on the transmission of information, thoughts, attitudes or feelings 
mostly through symbols, from one person or group to another (see figure 1.1). 
 

 
  
The model by Fill (1995) begins with a source that can be an individual as well as an 
organization sending the message. Foster (1998) also pinpoints the fact that the model is not 
only applicable to different mass communication efforts but also to one-to-one 
communication. The next step in the model is encoding which deals with selecting the 
appropriate words, pictures, symbols and music with the aim of being clear to the receiver 
(Fill, 1995). When the message has been encoded, Fill (1995) states that it needs to be put into 
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a symbolic style, either orally, written, verbally or non-verbally, consequently a signal is 
created. Decoding is influenced by the receiver’s realm of understanding, more specifically 
decoding means that the receiver needs to understand the symbolic style used by the sender. 
Moreover, he discusses the receiver as the individual or organization receiving the actual 
message where they can provide feedback back to the source via input. Noise is another aspect 
affecting the model that Fill (1995) defines as “distortion” in the communication process, 
meaning that it will be more difficult for the receiver to understand the message as it was 
intended by the source. If the source and receiver understand each other, the communications 
will more likely succeed. Consequently, the realm of understanding will occur if the sender 
and receiver understand each other in a greater degree that leads to a better result and that 
most definitely is necessary in industries where competition is intense. (Fill, 1995).  
 
One way to better compete is through Integrated Marketing Communication (IMC) which 
Duncan (2002) defines as: “a cross-functional process for creating and nourishing profitable 
relationships with customers and other stakeholders by strategically controlling or 
influencing all messages sent to these groups and encouraging data-driven, purposeful 
dialogue with them” (p.8). According to Kim (2001) retailers are also encouraged to integrate 
their marketing communication to take advantage of the combined effects, especially standing 
out from the competition.  IMC is today an emerging concept in many industries and is due to 
three major areas. First, from the corporate or client side where there have been an increased 
competitiveness at the market which have forced organizations to become more successfully 
in meeting the customers needs through a variety of new marketing strategies. As a result of 
the rapid development in information technology the second area behind the emergence of 
IMC are the media and the market side, where the background that traditional marketing and 
advertising have been weakened. This is because traditional marketing is not as effective as it 
used to be, which has lead to organizations searching for more cost-efficient methods in 
marketing communications. The final area behind the emergence of IMC is due to the on-
going changes and increasingly diversified lifestyles among the consumers, which have lead 
to that marketers have created communication techniques that are more complex and faster. 
(Kim, Han and  Schultz, 2004).   

1.2  Problem Discussion 
Numerous specialists at the market have expressed a growing concern with too much trust on 
a single approach to the accomplishment of communication objectives at the marketplace. 
Moreover, since more clutter at the marketplace exists together with the continued trend 
towards shorter messages, technology that improves the consumer’s ability to screen ads, 
increased costs and noise-diving profits induced by promotion wars have all played a role in 
motivating marketers to broaden their horizons concerning their approaches to the 
accomplishment of promotional objectives (Lord and Putrevu, 1998). Putrevu, Tan and Lord 
(2004) agree by stating that consumers in the marketplace today are better to screen out and 
ignore advertisements, especially those who lack uniqueness and stylistic beautification. 
Consequently, people working in the field of marketing need to find ways to motivate 
consumers’ commitment, leading to a future embracement of the brand. (Putrevu et al., 2004)  
 
A communication strategy ought to have a message which is consistent with its 
communication objectives. Moreover, the message need to reflect the unique selling 
proposition of the products, which means that the producer in question presents the benefits 
with their product which will be of interest to their customers. The bases of a marketing 
message are also often influenced by the brand, corporate identity and corporate image. 
(Rowley, 1998). On daily basis consumers come in contact with hundreds of messages 
through various tools. These messages in turn are developed by advertisers with different 
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backgrounds that all strive for the same cause, more specifically with the goal of creating 
messages that are as effective as possible. However, only a small amount of all messages are 
good and effective due to great competition, which leads to that advertisers are increasingly 
concerned about finding out in how to create more effective messages to the consumers. 
(Buda and Zhang, 2000). Wannamaker (www.radiovillage.com) claims that advertising only 
works fifty percent of the time, the problem is that one does not know which fifty percent. 
Additionally, “the way information is labeled or framed may influence consumer judgment 
and decision about products” (Buda and Zhang, 2000, p.229). A message can be phrased both 
in positive and negative terms and depending on what is expected, the unexpected sort of 
message is more scrutinized by the consumer. Nevertheless, negatively framed messages are 
commonly more examined, this since consumers are more used to see messages framed in a 
positive term (Buda and Zhang, 2000). Much of the advertising consumers come across every 
day is mindless and at best only intrusive (Rogers, 1995). 
 
Consistency is also a factor that needs to be taken into consideration when dealing with 
message campaigns, because if a message lacks consistency the audience will become 
confused and as a result an unclear message will occur (Rowley, 1998). Buda and Zhang 
(2000) continue by stating that the recipient of a message will most likely try to decide who 
the source of the message is and how credible they are. Consequently, a company that wants 
to create a successful message in a cluttered marketplace needs to consider the content-what 
to say, structure-how to say it logically, format-how to say it symbolically and source-who 
should say it, or act as the spokesperson (Rowley, 1998). Within marketing communication, a 
combination of verbal and nonverbal elements needs to be utilized to transmit the intended 
message. The combination and integration of verbal and nonverbal elements is an issue that 
needs to be studied more, especially since effective marketing communication contains both 
elements (Houston, Childers, Heckler, 1987). Gardner and Houston (1986) agree by stating 
that especially within the retail industry, the majority of the organizations tend to not 
communicate the same content with verbal and non-verbal elements of advertisements and 
under such circumstances both the information and memory will be affected.     
 
More than ever it is important for advertisers to reach their target audiences with greater 
efficiency and coordination via a variety of the communication approaches available (Rust 
and Oliver, 1994). In Harvard Business Review (2002) they link the importance of the type of 
media as being as informative as the message content. Keller (2001) further discusses that 
marketers need to understand what different marketing communication options can do, and 
how they should be integrated to maximize the output, this since they are faced with large 
diverse means of communication and tools. As a result of the change in the marketing 
communication environment in recent years where traditional advertising tools have been 
fragmented and where new non-traditional media, promotion and other communication 
alternatives have emerged, organizations need to rethink and adapt to the new circumstances. 
(Keller, 2001).  
 
Lord and Putrevu (1998) suggest that organizations should use a blend of the communication 
mix, instead of relying on one single approach. They continue by stating that organizations 
which also integrate their communication through IMC will be more successful, much since 
the organizations then have “the opportunity to obtain synergy from the simultaneous use of 
multiple promotional formats” (p.2). If organizations also send their messages via 
promotional tools that are more trustworthy, the recipients will most definitely respond in a 
different way. However, it is today far too common that organizations tend to blend their tools 
in too great extent which in due turn lead to that the effect of the message will be diminished. 
The media selection depends on a number of variables, such as: the budget, the message, the 
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complexity of the product or service, market size and location, distribution of the product, 
stage of product life-cycle and finally competition. (Rowley, 1998). The media can also be 
divided into two different communication approaches, personal communication and non-
personal communication. The first involves personal interaction between two or more 
individuals where word-of-mouth is the primary media. The second one, non-personal 
communication is where communication is done via other medium than person-to-person. In 
an industry such as the retail where the competition is both tough and competitive, it is really 
important for an organization to educate its stakeholders and build relationships, especially 
since customer loyalty will ensure future selling success. (Boys, 2003).     

1.3  Purpose and Research Questions 
Based on the problem discussion, the purpose of this study is to provide a better 
understanding of how organizations within the Swedish retail industry should communicate 
with customers during times of corporate change.  
 
In order to reach the purpose of the study the following research questions were developed. 
 
RQ1 How should the message be characterized in times of change?  
RQ2 How should the promotional tools be utilized in times of change? 

Demarcations 
The thesis is written from a retailer point of view and will more closely look into the strategic 
external promotional issues when dealing with corporate change. We will study the marketing 
communication process (figure 1.1) from three aspects, the source (a retail company), the 
signal and the receiver. Consequently the encoding and decoding will be excluded in this 
study, as will noise and feedback since our study has limited resources and time available. 
Another limitation of the thesis regards the scope of the aspect signal, which will be studied 
from two perspectives, the message and non personal promotional tools. 

1.4  Thesis Outline 
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2  Literature Review 
his second chapter consists of two main sections, where the first section will deal with 
earlier studies connected to each research question and the second section will present 

the thesis’s conceptual framework. First, section one will provide studies related to research 
question one, which will deal with how the message should be characterized. Following that 
will be literature regarding research question two dealing with how the promotional tools can 
be utilized, leading to the thesis conceptual framework which also is this chapter’s second 
part. 

2.1  Message 
When organizations strive for effective communication and are developing communicational 
messages, several aspects of the message need to be considered (Gore, Madhavan, Curry, 
McClurg, Castiglia, Rosenbluth and Sego, 1998). Additionally, Geboy (1996) states that, 
organizations ought to use all ammunition available in order to make their message stand out 
in the cluttered marketplace. According to Gore et al. (1998) messages are the most effective 
when consistency is evident between spokespersons, issues and message appeals. In order for 
advertisers to be as effective as possible a creative brief is often created with the purpose of 
identifying the basic creative strategies ideas together with deciding which direction to tag 
along for the creative approach. Consequently, a creative message is created which in more 
detail contributes to the impact, originality and relevance of the advertisement. These details 
also tell how the message will look, read and sound in its finished form, meaning that the 
message format is created. (Wells, Burnett and Moriarty, 2000).  

2.1.1  Message Formats 
Several common formats for advertising messages exist which mainly are used for planning 
the message delivery (Wells Burnett and Moriarty, 2003 and Wells et al. 2000). Further, they 
state that the message formats becomes the spring-board to the creative concept and these are: 
 

 Straightforward: This is a message of a factual or informational kind which provides 
information without gimmicks, emotions or special effects. 

 
 Demonstration: Such message focuses on how the product or service should be used 

and what it can do, it is also straightforward in tone.  
 

 Comparison: This sort of messages creates contrasts between two or more products 
and concludes that the advertised product is better. The comparison can both be direct 
where competitors’ products are mentioned or indirect where the product refers to 
other leading brands. Moreover, the objective is conviction, because seeing is 
believing. 

 
 Problem Solution/Problem Avoidance: The problem solution format presents a 

problem which the advertised product or service have the solution for, the product 
becomes the hero. In the problem avoidance format the product helps to avoid a 
problem or a threat. 

 
 Slice of Life: This format is a form of problem solution, however, more elaborate 

staged in a setting where normal people talk about the problem and its resolution. 
 

T 
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 Spokespeople/Endorsers: This kind of format employs celebrities which are admired, 
respected experts, created characters or a person just like anyone who speaks on the 
behalf of the advertised product in order to create or sustain credibility.  

 
 Teasers:  This format are advertisements that do not present or identify the product 

nor provide enough information to make sense, they are a mystery. Additionally, 
teasers are often used during the launch period of a new product in order to create 
curiosity. 

 
Kotler and Armstrong (1994) also present various formats within advertisements and states 
that it is important to find the best tone, style and words and overall format for executing the 
message and these are: 
 
 Slice of Life: Here the product illustrates a product in a normal everyday environment, 

where one or several people use the product.  
 
 Lifestyle: This illustrates how the product fits in a certain lifestyle. 

 
 Fantasy: Here a specific fantasy is formed around the product and/or how it is used. 

 
 Mood or Image: Around the product a specific mood or image are built for example 

beauty, love or serenity. A claim about the product is only made via suggestion.  
 
 Musical: This format pictures one or more people or characters singing a song about 

the product.  
 
 Personality Symbol: Here a character who is intended to represent the product is being 

created, either as an animated or a real person.  
 
 Technical Expertise: In this form, the company or the products expertise are 

illustrated. 
 
 Scientific Evidence: This format presents proof or research that the product is better or 

more liked than one or several brands.  
 
 Testimonial Evidence: Here a very believable or well liked source is featured, 

promoting the product. It can be either a celebrity or an ordinary person telling how 
much they like the advertised product.  

2.1.2 Appeals 
According to Turley and Kelley (1997), advertising appeals are often categorized into two 
separate types, rational and emotional. The most effective messages do either touch the heart 
or the head or both (Wells et al., 2003). Moreover, rational appeals can often be seen as 
informative and emotional appeals as psychological (Sandin and Äkäslompolo, 2004).  Every 
day people are confronted with hundreds of advertisements but there are only a few of them 
that actually draw our attention (Fowles, 1985). A definition of an appeal is made by Moriarty 
(1991): “something that moves people, speaks to their needs, and excites their interest” 
(p.76).  
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Advertising’s Basic Appeals 
Moriarty (1991) states that several common appeals exist which commonly are referred to 
advertising’s basic appeals. Consequently, when advertisers discuss appeals, they often refer 
to the basic appeals which are presented in table 2.1 below:   
 

 
 
Advertising’s Fifteen Basic Appeals 
Fowles (1985) presents fifteen basic emotional appeals which try to get around consumers 
logically and skeptically powers by pleading to the deep rooted desires in the consumer’s 
mind. By doing so advertisers increase the chance of grabbing the consumers’ attention long 
enough to be noticed and to have an affect on them. He further states that a few ads have their 
emotional appeals in words, however, a much greater part of the advertisements have the 
emotional appeal in the art work which is rather natural since visual communication speaks 
better to the more primal levels of the brain. The emotional appeals can be divided into a 
proven list of fifteen particular valuable appeals, (see table 2.2):  
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The Need for Sex 
In numerous cases when advertising is discussed, sex as an appeal is raised. On the contrary 
to what is believed, unambiguous sex is rare in messages. The reason why sex is used so little 
is that it is far too blunt and direct, tending to eliminate the product information. When it is 
used it normally works better on men than on women. An interesting aspect is also that nudity 
as an appeal in advertisements has the affect of reducing brand recall. However, those who do 
remember advertisements that include nudity may do so since they have been offended, which 
probably is not the desired response the sender is looking for. (Fowles, 1985).  
 
The Need for Affiliation 
A widely used appeal in advertising is the need to associate with others, which also is the 
most common appeal. The need for affiliation can further be divided into several different 
types which are romance, a deep rooted desire within everyone is pair-bonding, which 
advertisers play on in order to affect the consumers to create a desire of the same sort shown 
in the ad. The connection between generations and families also indicate the same feeling of 
affection and family love. Another form of affiliation is friendship where advertisers play on 
people’s desire of feeling trust and confidence where one fit in. The obvious warmth in 
affiliative appeals can be toned down and even presented it in a negative way, by invoking the 
fear of rejection. (Fowles, 1985).  
 
The Need to Nurture 
This appeal plays on humans need to take care of small, innocent, defenseless creatures, 
children and animals, the one thing that counts is helping. Helping can take many forms such 
as: feeding, helping, supporting, consoling, protecting, comforting, healing and nursing, and 
without the strong need which is rooted deep within people’s generic codes new replacements 
and generations would not exist. (Fowles, 1985). 
 
The Need for Guidance 
Fowles (1995) states that the guidance appeal is the opposite need to nurture, where the 
appeal is to be protected, shielded and guided. This can be questioned, however, all people 
have a child lingering inside that needs to be safe. Guidance can be provided via various 
illustrations such as spokespersons, authoritarians, parents, celebrities, fantasy figures, 
history, tradition and nostalgia. (Fowles, 1985).      
 
The Need to Aggress 
Feelings can take various forms and especially when pressure from the surrounding 
environment is overwhelming, feelings can take the form of bursts of anger and violence 
which normally is tabooed. As with the appeal of sex, the need to aggress should not be used 
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thoughtlessly since there is a danger that the public opinion will turn against what is 
advertised. Consequently, well disguised aggressive appeals work better and are less likely to 
fail. (Fowles, 1985).  
 
The Need to Achieve 
This is the urge that energizes people, making them to strive and move forward in their lives 
and careers, overcome obstacles, improve standards of life, to stand out from others, to 
compete and win over others. Using such a hook links the advertised product or service with 
winning and success. Sports-heroes and role models are common means to encourage 
imitation of them. Advertisers often use superlatives in order to connect with peoples need to 
succeed. (Fowles, 1985).  
 
The Need to Dominate 
Most people settle for being regular or normal, however, craving to be powerful or even 
supreme is a rooted desire. The need for domination and controlling the environment is often 
linked to being masculine, nevertheless, it is not so limited. (Fowles, 1985).  
 
The Need for Prominence 
The need for prominence regards the desire to be admired, respected and enjoying high social 
status. Being looked up to and respected does not have to involve the usual accessories of 
wealth. (Fowles, 1985).  
 
The Need for Attention 
This appeal regards the desire to be looked at, which is a rather primitive and insuppressible 
instinct. Additionally, the need for attention is mainly used to appeal women, often in 
industries such as clothing, cosmetics and food. (Fowles, 1985).     
 
The Need for Autonomy 
The focus in this appeal is another primarily motive, the need to endorse the self, this via 
independence and integrity of the individual. The need for autonomy appeal is the opposite of 
the need for guidance. Moreover, this appeal wants to highlight the own person, often as a 
solo figure. Instead of putting it positively it can also be framed in negative ways by 
insinuating the loss of independence or self regard where guilt and regrets can be stimulated. 
(Fowles, 1985).   
 
The Need to Escape 
Co-occurring with the need for autonomy is the need to escape. Freedom is often pitched here 
where one hide from social obligations or seek to rest or adventure. Accompanying escape is 
often the sensation of pleasure, commonly associated with solitude, however, escape does not 
have to be loneliness, one can also escape together. In every instance of escape, the consumer 
are encouraged to leave the everyday life for a more carefree experience, preferably with the 
advertised product close by. (Fowles, 1985).   
   
The Need to Feel Safe 
Naturally, all human beings want to eliminate all possible threats to their wellbeing and to 
their families. It is a basic instinct of self-preservation and people are precautious to diminish 
future threats. Since it is people’s interest to exclude failure and threats from the daily lives, 
people tend to prefer observing products durability via demonstrations. Advertisers like to 
insinuate that people will be safer with their products, than without them. (Fowles, 1985).      
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The Need for Aesthetic Sensations 
Good communication can not occur without the advertisement being visible pleasing, they 
need to be near perfection. Though consumers are not aware of their own sensitivity to 
artwork, it is extremely high. Sometimes aesthetic elements are even made into the 
advertisements primary appeal that is not only aimed at females. (Fowles, 1985).       
 
The Need to Satisfy Curiosity 
People are by nature curios and interested of the world around them, for this reason the need 
for information becomes a basic motive. Elements such as trivia, percentages and 
observations counter to conventional wisdom, all help to sell products. Advertisements in the 
format of question-and-answer are clearly this kind of appeal. (Fowles, 1985).  
 
Physiological Needs 
Included in physiological needs are appeals such as sleeping, eating and drinking. 
Additionally, the ways of photographing food and beverages has become so advanced that the 
picture itself can make people salivate and the food be smelled. (Fowles, 1985).          
 
Rational and Emotional Appeals 
Within the field of advertising a basic assumption exists that individuals either buy products 
or services for rational or emotional reasons. First, the rational appeals within advertising are 
founded on traditional information processing models concerning decision making models. 
These models suggest that consumers at the market either make logical or rational decisions 
and “such approaches are designed to change the message receiver’s believes about 
advertised brands and rely on their persuasive powers of arguments or reasons about brand 
attributes.”. (Albers-Miller and Stafford, 1999, p.44). Consequently, the product benefits are 
shown in such appeals that in more detail relate to the audience’s self-interest, examples could 
be different messages which illustrate a product’s economy, quality, value or performance.  
Secondly, emotional appeals within advertising are founded on the emotional, experiential 
side of consumption. Moreover, the emotional appeals try to stimulate the consumer by 
tapping into their human emotions and building a friendly brand in order to make the 
consumer feel good about the product. In more detail advertisers rely on feelings for 
effectiveness and in turn these feelings can both be negative or positive, however they can 
both stimulate a purchase. (Albers-Miller and Stafford, 1999). The authors Albers-Miller and 
Gelb (1996) states that several authors over the years have tried to evaluate the effectiveness 
of rational and emotional appeals. Additionally, they believe that many authors have tried to 
analyze what effect the country and product/service have on the selection of either rational or 
emotional appeal. Albers-Miller and Stafford (1999) agree and state that research are 
ambiguous, some state that rational appeals are more effective whilst others stat the opposite, 
where the emotional appeals are more effective. The fact however according to Albers-Miller 
and Stafford (1999) is that the appeal should be selected based on what sort of product or 
service that are being advertised. A product that are of emotional (value-expressive) kind 
should be presented with an emotional appeal, whilst a rational appeal should be utilized for a 
utilitarian product or service. A list of forty-two appeals are stated by the authors Albers-
Miller and Stafford (1999) and Albers-Miller and Gelb (1996) as being very applicable in 
analysis since it can be categorized on an overall level as either rational or emotional (see 
table 2.3). 
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2.1.3 Visual Communication 
If organizations want to have effective advertising, the visuals need to work together in order 
to present the creative concept. The power within most advertisements also lies with the 
visual, where the primary goal for advertisers is to create attention (Wells et al., 2003). 
Consequently, advertisers today are responsible for presenting a visual look within a message 
and how it communicates mood, product qualities and psychological appeals (Wells et al., 
2000). An interesting view on advertising from a visual communication perspective is given 
by Jefkins and Yadin (2000) which states that: “messages are said to be more readily seen 
than heard, and visual messages have greater impact than those which require the effort of 
reading.” (p.17). Moreover, they pinpoint that numerous elements such as color needs to be 
considered for acceptance and recall of advertisements, especially in non-personal 
promotional tools such as newspapers where an element such as color often can be excluded.  
 
Color 
Color is an element that has been important from the time when the first artists started to 
decorate their caves with colors from berries, blood and mud. Without color as an element all 
peoples lives would definitely be more boring since many of our emotions can origin from 
different colors (Bergström, 1999). Clarke III and Honeycutt Jr. (2000) further state that 
colors are very versatile and can stimulate emotional responses, affect persuasiveness, 
prestige and also the overall perception of the customer. Colors can also reinforce what the 
copy claims, as well as improve learning and improve the number of sales and readership. 
Research have come to the conclusion that geographic environment have an effect on color 
preferences. In environments where sunlight is very bright, colors and contrasts decline in 
intensity which makes it more difficult to make a difference between colors. Therefore, 
people in such areas have a more developed sense for black and white. The opposite, people 
who live in areas with less light reflection, such as in the northern hemisphere, have a better 
developed sense for color. (Clarke III and Honeycutt Jr., 2000). Having an understanding of 
which colors that are preferred by customers may help organizations to waste less money and 
time. However, color preference is not independent, it varies depending on the situation, the 
product and on the product attributes. (Grossman and Wisenblit, 1999).  
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Within many industries that constantly are working with color, two different terms are 
discussed, functional and non-functional. Functional colors are those that enhance and support 
the physical and communicative functions of a product. On the other hand, non-functional 
colors are only designed to seduce, however, they can be confusing to the recipient since they 
are unnecessary and signaling conflicting color messages. Therefore, there is only room for 
functional colors within effective visual communication, with the goal of attracting, create a 
specific mood, structure and finally make the information more pedagogical. (Bergström, 
1999). Today many advertisers have started to use a specific color as an extra color to draw 
attention, particularly in newspaper advertisements. To be more specific, a spot color is a 
second or third accent color, with the purpose of highlighting elements that are important, 
such as the brand or the name of the product. (Wells et al., 2003). Additionally, the spot color 
is often the catch point of the advertisement in an attention-grabbing color (Moriarty, 1991).  
 
Color Symbolism 
Moriarty (1991) states that within the field of advertising, color is utilized due to many 
reasons, much because it can draw attention, emphasizes, intensifies memorability, defines 
the background and the foreground, however, its primary function is to create mood and 
emotional responses. She continues by stating that colors can be connected with temperature. 
Warm colors are linked to red and yellow resulting in colors such as orange, gold and shades 
of pink, which are also referred to as high-energy colors. Cold colors are linked to blue and 
green such colors are turquoise and violet. Moriarty (1991) provides a list with different 
colors where their varied symbolism is described (See table 2.4 below).  
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Jacobs, Keown, Worthley and Ghymn (1991) also describe some of the most common colors 
and their associations. These are listed in table 2.5 below 
 

 
 
Liebman (1996) states that colors gives human beings energy and provides a metaphor for 
color. She states that color is like the sun: “it’s full of life and reflection. It’s optimistic and 
fertile.”. Additionally, she states some characteristics of the colors she believes to be of 
importance (see table 2.6 below)   
 

 
 
Graphics 
As color, graphics is attention-grabbing, due to the fact that the picture speaks directly to 
people. Since pictures speak directly to our emotions, they therefore rarely need to be 
explained. Pictures are also so powerful that it can intrude, change and exploit. Pictures are 
intended to have a strong relevance to the message in order to create the right associations by 
the recipients. Moreover, a luring clarity and a feeling of life in the pictures are sought after. 
(Bergström, 1999). Graphics sometimes referred to art within the field of advertising is 
described as a generic term, meaning that it involves both photographs and illustrations. A 
basic differentiation between photographs and illustrations is that illustrations have a sense of 
being more unreal and more imaginary, whilst photographs are more realistic and exact. 
Illustrations are never real event though it can look like it, it is always a metaphor, an 
abstraction, it is a manipulated and constructed image. Since it eliminates details, abstracts 
and focus attention, it can communicate faster and more pointedly, it can also intensify 
meanings and moods. On the other hand, photographs have a reality and validity feeling. It 
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makes it powerful since people believe what they see, photographs are believed not to lie, 
however, it can also bee abstract, create evocative and fanciful images. When organizations 
want to create an effective message, they need to make a decision whether to have 
photographs or illustrations in their communications. A decision like this should be based on 
a number of factors which are illustrated in table 2.7 below. (Moriarty, 1991). 
 

 
 
Words 
When the picture has been created, the next step is to form the written messages that need to 
work hand in hand in order for the message to have a successful impact (Moriarty, 1991). 
Copywriting is the salesmanship in print, more specifically, it is the art of writing selling 
messages. Consequently, it is important to understand copywriting even though it is assisted 
by other elements in the advertisement. (Jefkins and Yadin, 2000). In order to create a deeper 
understanding of copywriting the authors list six basic rules and they are: 
 

1 It must sell, even though it only reminds. 
2 The secret of advertising is repetition, both within the advertisement and 

between advertisements. 
3 Do not waste words. The message must convey the message quickly and 

with impact. 
4 Words must be easily understood without ambiguity. 
5 Make the message quick and easy to read and absorb by having short words, 

sentences and paragraphs. 
6 Learn to abuse and change the language to make it fit the desired brief  

 
When creating communications, several ways of writing styles exist and a good copywriter 
knows when and why each style is appropriate. The styles are announcement, definition, 
description, narration and explanation. (Moriarty, 1991).  
 
Announcement is a copy that provides facts about a product or service. In more detail the 
announcement can be separated into two styles, straight-line style and news. The first uses 
assertions or fact statements that announce that something has been found or that something 
exists, it is also straight to the point and sticks to the fact. On the other hand, news is a report 
of a recent event. Definition has its focus on important concepts, ideas or terms. A definition 
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is: “a statement of the meaning of a word or phrase, a distillation of the essence of the 
concept.”. (Moriarty, 1991, p.178). Definition is most often combined with other writing 
techniques. Moreover, two ways of defining definition is synonyms and functional 
definitions. In synonyms, the unfamiliar word is substituted with a word with a similar 
meaning, a word which the recipients know. Functional definitions often provide information 
of what a product or service does and how it is used. The third writing technique, description, 
creates messages that stick in the mind. Description is also divided into sections, namely 
experience, sensory details, explicit details, evocative, figurative language and technical. To 
start with experiences build bridges by either evoking something from a memory or 
associating to a past experience in order to describe an object. When it comes to the sensory 
details, it uses the five senses to describe something. The explicit details are analytical in tone 
and taking order and point of view into consideration. Evocative records are feelings that are 
associated with sensory details. Description becomes emotional where moods are created and 
aim at the heart. Figurative language uses figures of speech like metaphors similes and 
analogies to make comparisons. Finally, technical descriptions are literal details, provided in 
exact dimensions. Narrative is telling a story for example through small plays, anecdotes or 
dramas that describe an experience, happening or event. Explanation is the last writing 
technique which assumes that the message is not familiar to the recipient. Additionally, this 
technique often implements other writing techniques because some explanations need to be 
defined, described and narrated in order to make sense of what is being communicated. 
(Moriarty, 1991).  
 
Within communication copywriters need to employ numerous language styles depending on 
the product and the message strategy. The most common styles of language are: Vernacular, 
present and active, succinct, personal, simple and neutral. Additionally, the vernacular 
language is the normal everyday language in which people use when talking. The idiomatic 
language is a variation of the vernacular language, however, it is the specific language that is 
expected in specific situations or environments. The second style refers to the present tense 
and active voice within the communication, where the past tense explains what has been 
accomplished and why something was done in a specific way and the present tense instead 
occurs when you are taking part, developing a feeling of closeness. Moreover, the active voice 
is often more effective than the passive voice and are often a part of the natural speech. 
Succint is described as short, chopped-of, everyday spoken language that often is 
grammatically incorrect. Consequently, one can see many advertisements that start with ‘and’, 
the reason behind this is that shorter sentences looks better and are easier to read. Another 
copy that issued is personal language, which incorporates the personal ‘you’ to make the 
recipient think in term of their best, interests and benefits. ‘I’ is used in testimonials, whilst 
‘we’ should be avoided since it sounds pretentious and arrogant. Another often considered 
important factor is the aspect of simplicity, which eases the understanding of the message as 
well as it provides clarity. The final style concerns the natural style. The communication need 
to be natural in order to work, it need to be a conversation about a product, service, or just an 
idea. (Moriarty, 1991). 
  
Display Copy is all elements that are observed in the initial scanning. Display copy include, 
headline, subheads, call-outs, taglines and slogans (Wells et al., 2003). Jefkins and Yadin 
(2000), argue that headlines nowadays consist of one or a few sentences, stated in bold in 
order to make them stand out rather than to be read, this is in contrast with the old slogan kind 
of headline that was common before the television had its enormous breakthrough. 
Additionally, Moriarty (1991) claims that a headline can have five various purposes, 1) 
attention, 2) self-interest, 3) segmenting and targeting, 4) product identification and 5) sell. 
According to Jefkins and Yadin (2000) it is important to pick the most attention-getting and 
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original headline suitable to its purpose. Consequently, the authors present twenty-five types 
of headlines which include examples (see table: 2.8). 
  

 
 
When the headline has caught the interest of the reader, the next purpose is to make the reader 
stop the scanning process. Thereafter, the headline needs to sort out the audience and select 
the target, meaning that the headline needs to be created by people knowing exact whom to 
target. The next purpose is that the readers need to know relatively fast what product that is 
being communicated via the headline, otherwise the reader will not care about the message. 
Additionally, the most successful headlines will communicate both the brand as well as the 
product category to the recipients like greased lightning. The final purpose claims that if the 
headline has caught the recipient’s attention and their self-interest, the process of selling has 
started and consequently, the headline’s purpose has then succeeded. (Sandin and 
Äkäslompolo, 2004).  
 
Subheads are often used in longer copy blocks and begin with a new section of the copy. 
Moreover, the subheads are often useful to help people identify what the copy says and 
contributes much to the overall design of the advertisement. (Wells et al., 2003). The purpose 
of subheadings is according to Jefkins and Yadin (2000) to: 
 

 Maintain a sense of movement so that the eye is carried progressively through the 
copy. 
 Provide typographical contrasts as stated above 
 Emphasize selling points 
 Divide the advertisement into sections if there are different ideas or items 
 Absorb the interest of glancers who take in only the display lines 
 Make the advertisement more interesting, more readable, more legible and not a mass 

of dull, grey type. 
 
Wells et al. (2003) state that call-outs float around the visuals in advertisements in the form of 
sentences, often with the aim of explaining and/or naming elements. Moreover, the elements 
that should be named or explained often have an arrow or line pointing to them to make it 
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even clearer. The authors continue by describing taglines as a short phrase, often in the end of 
the body copy, wrapping up key ideas or creative concept by often referring back to the 
headline.  
 
The final element to consider in the display copy is slogans, which Jefkins and Yadin (2000) 
describe as the pay-off-line which can be used to create corporate image. Wells et al. (2003) 
agree by stating that slogans are: “a distinctive catch phrase that serves as a motto for a 
campaign, brand, or company.” (p.335). Additionally, slogans can be used to give the brand a 
memorable expression over an extended period of time in a variety of marketing 
communication messages and medias (Wells et al., 2003).   

2.2  Promotional Tools 
Organizations can today package their message in endless ways (Rogers, 1995). Today’s era 
has also lead to that organizations are faced with challenges to the conventional wisdom about 
the effectiveness of different promotional tools (Lord and Putrevu, 1993). Additionally, Fill 
(1995) states that all tools of the promotion mix possess different characteristics and 
capacities to communicate and to achieve different objectives. Fitzgerald and Arnott (2000) 
develops that statement by claiming that the promotional tools have traditionally been used 
independently but today it is more important than ever to gain a competitive edge by also 
integrating the promotional tools. Due to today’s changing environment, modern marketing 
communication programs must employ a variety of communication options that are related 
directly or indirectly to the brand. Consequently, a careful selection and development among 
the communication options is necessary, also the various tools must be integrated in order to 
affect the recipients response to any specific option. The options available are most often 
being grouped into wide media types. (Keller, 2001). Jobber (2001) states the six most 
important tools within the promotional mix (see figure 2.1 below):   
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2.2.1  Advertising 
Keller (2001) lists television, magazines, newspapers and radio as media types within 
advertising.  Jobber (2001) further adds to the list by stating that cinema and posters also are 
media types within the advertising segment. Mass advertising or mass media advertising as it 
also is referred to, is the communication tool that is most common and most visible tool 
(Duncan, 2002). A definition of advertising is: “any paid form of no personal presentation 
and promotion of ideas, goods, or services by an identified sponsor” (Lord and Putrevu, 1993, 
p.58).  Jobber (2001) identifies key characteristics of advertising, they are:  
 

• Good for awareness building this since a wide audience can be reached quickly. 
• Good for repetition since a brand’s positioning concept can effectively be 

communicated.   
• Can be used to aid the sales efforts: legitimize a company and its products. 
• A drawback is that advertising is impersonal, lacks flexibility and questions can not be 

answered.  
• Limited capability to close sales. 

 
Fill (1995) disagree and states that mass advertising posses a rather high level of control and 
is quite flexible. However, he states that mass advertising is not the best tool to persuade the 
recipient to think or behave in a specific way. In addition to low persuasion levels mass 
advertising often suffers from low credibility, this since people tends to be critical of 
messages that come directly from the seller side. (Fill, 1995).  
 
Television as a media type has the advantage to demonstrate products and services in action. 
Moreover, television can combine colors, sounds and movements, which in turn have a deeper 
impact on the recipients compared to the press, posters and radio. Overall, television can 
create an atmosphere and is good to build brand images. (Jobber, 2001). According to Keller 
(2001), television has during the last decade increased where new networks, cable, satellite 
and independent stations have been formed. As a result of the new television environment, 
television advertisements have grown in popularity even though it involves high production 
costs and running costs. Other disadvantages are the immense commercial clutter, non 
selective audiences where the scheduling is inflexible. However, the cost per thousand is 
among the lowest of all promotional tools, due to its wide reach and that most people watch 
television regularly. Consequently, television advertisements reach even those who can not be 
reached effectively by print media. (Wells et al., 2000). 
 
Print media can be divided into two types, newspapers and magazines, which present factual 
information that the recipient has control over due to the fact that they choose when, where 
and if to read it. (Jobber, 2001). Wells et al. (2000), state that newspapers hold the advantages 
that they cover broad markets, ability to make comparison shopping, valid and updated 
information, have a geographic flexibility and connects the national advertiser with the local 
store. However, the drawbacks with newspapers is that they have a short life span at an often 
cluttered market, limited coverage of specific segments, sensitivity of products that require 
demonstrations and/or product categories, and poor reproduction in the newspapers. 
Magazines have several advantages, they often have very specific readers which makes it easy 
to target those that the companies want to reach. Moreover, magazines posses a high level of 
audience receptivity, the longest life span of all tools, good format, good quality of the visual 
and possibility to include various sales promotion activities. On the other hand, magazines 
also have several set backs. They have a limited flexibility, expensive and limited distribution. 
Magazines can also suffer from a lack of immediacy, this means that readers can choose to 
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read the magazine and the advertisement later on, meaning that the advertisement can become 
old and obsolete. (Wells et al., 2000). 
 
Jobber (2001) states that radio has been a popular media choice where factual information is 
communicated rater than brand image, however, it is very limited since it only relies on 
sounds. Wells et al. (2000) claims that radio posses five advantages, great possibilities to 
reach the target audience, high speed and flexibility, cheap, creation of personal mental 
images and high levels of acceptance by the audience. Radio also has some disadvantages, 
especially to keep the listeners attention and to be remembered, this since radio only involves 
the recipients via one sense without visuals. Radio also suffer from major clutter where there 
is hard to schedule and buy the needed time in order to reach the target market. In addition 
advertisers can not influence what topics that are discussed which can negatively affect the 
message they are sending. (Wells et al., 2000). 
 
As television, cinema possesses the same qualities where sound, movement and color work 
hand in hand. Compared to television, cinema also has some extra advantages since cinema 
more easily capture the audience attention, this together with the fact that it is quite easy to 
predict and select the target audience preferences. (Jobber, 2001). 
 
The final tool within mass advertising is posters which includes everything from billboards to 
hot-air balloons which Wells et al. (2000) refer to as out-of-home advertising. Posters can in 
turn be compared with the press due to the fact that it is only visual and often used as a 
support medium since it is limited from a creative perspective (Jobber, 2001). Wells et al. 
(2000) summarizes the advantages by stating that it has a big impact, excellent as a reminder 
medium, good to show the creative concept, low price and long life time. On the other hand 
the disadvantages is that the messages are limited since they need to be simple and brief, short 
exposure, strong criticism that it is visual pollution, and restrictions and/or bans limiting the 
use.  

2.2.2  Public Relations  
Organizations that want to be successful is dependent on many groups such as the employees, 
shareholders, the local community, the media, the government, pressure groups and of course 
its customers and distributors (Jobber, 2001). He continues by stating that public relations 
(PR) is the phenomenon which takes all these groups into consideration and is defined as: 
“the management of communications and relationships to establish goodwill and mutual 
understanding between an organization and its public” (p.500). Consequently, Jobber (2001) 
believes that PR focuses not only on marketing but also on creating a better environment for 
the organization. Kotler (1997) agrees by stating that smart organizations definitely need to 
oversee their relations to the key public. Ten important objectives accomplished through PR 
are identified by Jobber (2001), those are: 
 

1. Prestige and reputation: This can help companies to keep a good workforce, promote 
favorable relationships both with the community and with the government, and also 
sell products. 

2. Promotion of products: Awareness and interest can be generated, also a desire to buy 
the product can be generated 

3. Dealing with issues and opportunities: An ability to handle both social and 
environmental issues to serve the benefit of all parties. 

4. Goodwill of customers: Taking customers wellbeing into consideration by making sure 
that they are presented with useful information, treated well and that their complaints 
are dealt with speedily and fairly. 
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5. Goodwill of employees: Communicating the identity of the company and stating the 
satisfaction of the employees by having for example, internal newsletter, recreation 
activities and awards for service and achievement.  

6. Overcoming misconceptions: Managing unfounded opinions to make sure that they do 
not damage the organization.  

7. Goodwill of suppliers and distributors: building a good reputation for both the buyers 
and the sellers as a good business partner. 

8. Goodwill of government: Influencing the opinions of decision makers to make them 
feel that the organization works in the public interests.   

9. Dealing with unfavorable publicity: Responding quickly, with precision and 
effectively to negative publicity, such as pollutions. 

10. Attracting and keeping good employees: Creating and maintaining a good reputation 
among the publics to ensure that the best personnel are attracted to work for the 
organization. 

 
Jobber (2001) states that some activities included in PR are publicity, corporate advertising, 
lobbying and charitable donations, Wells et al. (2003) also adds crisis management, 
marketing public relations and social marketing as important activities to consider. Publicity 
is defined by Lord and Putrevu (1993) as: “the task of securing editorial space as opposed to 
paid space in print and broadcast media to promote or hype a product, place or person” 
(p.58). According to Jobber (2001), publicity is a major element within public relations that 
can be utilized via news releases, news conferences, interviews, feature articles, photocalls 
and public speaking. However, publicity has five important characteristics, no matter if the 
information is transferred via interviews or news releases: 
 

• High credibility of the message: This since the reader feel it is more true because it is 
written from a third independent party which often makes the message more 
persuasive than a message in an advertisement. 

• No direct cost: Nor the time or the space is paid for which makes the cost very low if 
any. However, there are some personnel costs behind publicity since someone must 
write the press release or do the interview. 

• Lose control of publication: There is no guarantee that the news will be published, it 
depends on the editor whether that person feels it is newsworthy and of interest to the 
public.  

• Lose control of content: There is no way control that the viewpoint expressed the 
organization is elected in the published article. 

• Lose control of timing: An organization sending material to be published has no 
control of when the publication is. 

 
Lord and Putrevu (1993) claims that the only thing limiting the number an advertisement with 
a specific message can run is the advertisers’ budget. However, they believe that it is not the 
case for publicity since it as soon as it has been released has lost its newsworthiness. Wells et 
al. (2000) further state that advertising interacts with public relations in many ways, where a 
public relation event or message can work as a part of an advertising campaign. Additionally, 
the authors state that publicity can also be utilized in order to support an advertising 
campaign. Advertising has its advantages, as do publicity, however, they also share some 
characteristics such as: “their public nature as moods of communication, which ‘confers a 
kind of legitimacy on the product’, and their ability to dramatize a company or a product.” 
(Lord and Putrevu, 1993, p.59).    
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Kotler (1997) states that publicity is the old name for marketing public relations (MPR), 
where MPR goes a bit further than regular publicity. MPR is according to Wells et al. (2003) 
where advertising and public relations overlap and they also state that it is the fastest growing 
area of public relations. They define MPR as: “the process of planning and delivering 
programs that encourage sales and contribute to customer satisfaction by providing 
communication that addresses the need and wants of consumers.” (p.461). MPR thereby has a 
more customer and sales focus, moreover, it is a great tool when working with integrated 
marketing communication programs (Wells et al., 2003). MPR is especially effective in 
building public awareness and brand knowledge for both new and old products at a fraction of 
the cost of advertising. The main tools used in MPR are publications, events, news, speeches, 
public-service activities and identity media. (Kotler, 1997). 
 
Corporate advertising has by many people been seen as a mean in order to be able to 
communicate more effectively with various stakeholders. Corporate advertising is a mixture 
of the best advertising and the best of public relations generating a higher level of control 
together with higher levels of credibility. There are six major goals that corporate advertising 
is responsible for satisfying. (Fill, 1995). 
 

1. Enhancement of company reputation. 
2. Support for products and services. 
3. Development of business interests. 
4. Representation as a corporate information service. 
5. Advocation of position. 
6. Public communication of company social and environmental actions. 

 
Other elements of PR are lobbying and charitable donations (Jobber, 2001). Lobbying is: 
“Dealing with legislators and government officials to promote or defeat legislation and 
regulation.” (Kotler, 1997, p.671). Lobbyist provides their representative organization with a 
constant flow of information, however, they also try to make the organizations point-of-view 
to be heard. Charitable donations, however, are a way to give to society whilst at the same 
time enhancing the organizations image as a good corporate citizen and thereby gaining 
goodwill (Prysock, 2002).  
 
Crisis management has been a growing activity within PR, this since crises is emerging more 
frequently, information is more easily transmitted, both economic and environmental changes 
and also that the technology is advancing very rapidly. Therefore it has become more 
important to work with crisis management, but also because those organizations that plan in 
advance and anticipate such threatening events will experience more favorable and successful 
outcomes. As a result of the increasing importance of crisis management, the first person 
facing the press and other stakeholders during crisis is nowadays the PR consultant not the 
CEO. (Fill, 1995).  
 
Social marketing or public communication as it also is referred to is an element of PR that 
affects attitudes or behaviors towards a specific idea or cause. Social marketing is most often 
utilized by non-profit organizations in order to promote some specific socially important 
issue. Common areas are anti-drug campaigns or health campaigns such as AIDS prevention. 
(Wells et al., 2003).   

2.2.3  Internet and Online Marketing 
The initiation of Internet has influenced the traditional communication mix and as a result 
new dimensions have been added. Additionally, Internet can be considered as a medium 
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which combines the characteristics of publishing and broadcasting to smooth the progress of 
two-way communication. (Chaston, 2001). Jobber (2001) agrees by stating that Internet has 
definitely changed the way organizations and consumers are communicating and due to the 
fact that the majority of the organizations in the world have started to include Internet in their 
promotion, where even some are offering online purchasing, confirm that the affect of Internet 
is positive and that it is here to stay. Chaston (2001) states that Internet is similar to direct 
mail since many websites in their early stages only presents information, often in the form of 
on-line catalogues, however, the costs are much lower to reach the target markets than 
traditional direct mail. Moreover, he pinpoints that Internet’s role is not to directly replace 
other media, instead Internet should work as a complement to other promotional tools such as 
television and press advertising. On the other hand, some other authors believe that Internet is 
a mix of personal selling and broadcast advertising, since it generates awareness, passively to 
provide information, to demonstrate the product and even if required support an interactive 
dialogue. (Chaston, 2001). Another interesting aspect with Internet as a new tool is that the 
retailers are the true winners, this due to the fact that more than 60 percent of: “all revenues 
are earned by traditional retailers who have added a website to their existing shop-based 
operations.” (Jobber, 2001, p.460).  
 
Organizations which consider or utilize Internet as a marketing tool will witness and/or 
acquire numerous advantages, however, the consumers will also be offered some specific 
advantages such as the 24-hour availability, seven days a week, instant gratification since the 
user does not have to wait before information becomes available and the interactivity since 
the consumer controls the flow of information (Van den Poel and Leunis, 1999). Jobber 
(2001) also adds that Internet includes less hassle to the consumers since they no longer need 
to negotiate prices with sales staff, the consumers can also gain a better understanding of their 
needs through the latest multimedia techniques, new products and services have also been 
added but foremost the prices are better since the consumers through Internet has the option 
of searching for the best price of a specific product. Even though Internet has lead to many 
pros for the consumers, the true winners are the organizations according to Jobber (2001) due 
to the fact that they lower their costs, improve their distribution, reduce their personal selling 
costs, builds relationships, customize promotions, receive more rapid responses from the 
market, new opportunities at the market and has the option to conduct marketing research in a 
greater extent for a lower price. Internet does not only have benefits, it has also many 
drawbacks such as the security issue, meaning that an organization as well as a consumer 
using the Internet risk disclosure of proprietary information. Moreover, the costs are high for 
the users since one need servers and/or computers, the accessibility issue is also a drawback 
since all people can not access Internet for reasons such as no Internet connection and 
sometimes even their computers are too old for having the option of presenting full graphics 
with sound. A really big drawback especially for the organizations utilizing Internet is also 
that it is very difficult to target users, consequently the control issue is a drawback. Even 
though there are some drawbacks with Internet, organizations need to utilize Internet as a 
marketing tool, no matter their size or industry. However, the organizations should not limit 
themselves to just conduct marketing at the Internet, they must also consider the traditional 
media to fulfill their marketing objectives and goals. (Pallab, 1996). Consequently, as both 
Chaston (2001) and Jobber (2001) state, the organizations definitely need to consider what 
role to play at the Internet which can be illustrated in figure 2.2.  
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The model above illustrates that organizations can choose to have a low or high strategy 
concerning their involvement in e-commerce and also a high or low involvement in 
communicating information. Consequently, depending on what strategy they utilize, they will 
be situated in different places in the figure. (Chaston, 2001).  

2.2.4  Sales Promotion 
Sales promotion’s (SP) main task is to encourage the target audience to behave in a specific 
way, most often to buy a particular product, however, the achievement is most often only a 
short-term accomplishment. Many SP techniques exists that all offers a direct incentive or 
inducement that encourages the receiver to buy a product, preferably sooner than later. (Fill, 
1995). A definition of SP is presented by Wells et al. (2003), which state that it is: “media 
and nonmedia marketing pressure applied for a predetermined, limited period of time in 
order to stimulate trial and impulse purchases, increase consumer demand, or improve 
product quality.” (p.429). It is a key tool for increasing sales (Raghubir, Inman and Grande, 
2004). SP as tool does not hide its selling intentions, however, it is still a prominent and 
persuasive tool. Raghubir et al. (2004) state that marketers nowadays and in the future do not 
have the choice to not use SP, only the choice to use this valuable tool poorly or skillfully. 
Typical inducements are according to Wells et al. (2003), price reductions, gifts, and 
premiums. However, Fill (1995) and Kotler (1997) also states that coupons are very typical 
inducements. Many reasons for SP exists (See list below) (Fill, 1995): 
 

 Useful for securing trial and defending shelf space. 
 Lowers the risk of stocking new brands. 
 They add excitement at the point-of-sale. 
 Can spell survival for smaller/regional brands that can not afford big advertising 

campaigns.  
 Allow manufacturers to use idle capacity and adjust to supply and demand 

imbalances. 
 Adjustability to fit customer price-willingness. 

 
To start with, price reductions give the customers a better deal, by either giving a cheaper 
price than usual or bonus packs. Bonus packs meaning that the customer might get two 
products but only paying for one. 
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Gifts are products/services that are given to the customer for free without any obligation to 
purchase a product/service. A free sample is a gift. (Olander and Sehlin, 2000). 
 
A Premium can be described as: “an additional benefit which is conditioned upon (depending 
upon) the purchase of a product or a service.” (Olander and Sehlin, 2000, p.10). Additionally, 
premiums are items of products that are offered for free or at low cost, with the purpose of 
motivating people to buy a specific product or service. Premiums are used in order to boost 
sales by attracting repeat buyers, stimulating impulse purchases and brand switching behavior 
together with balancing competitor moves. On the other hand, a drawback with premiums is 
that they for some target markets such as the adult market, can be difficult to create suitable 
low cost premiums since poor premiums may discourage people from actually buying the 
product. (Fill, 1995).       
 
Olander and Sehlin (2000) state that coupons are certificates given to customers, which allow 
them to purchase the coupon-product at a reduced price. Fill (1995) agrees and states that 
coupons are great for organizations to communicate with customers. Coupons can be 
distributed through various ways, such as mail, in public places, door-to-door, in/on packages 
or in connection to store demonstrations (Olander and Sehlin, 2000). The main drawback is 
that it is expensive, however it is effective for product introductions and for established 
products in stable markets (Fill,1995). 
    
The most distinctive benefits with SP are that it gain attention, distributes information and 
guides the customer to a product, further, it also provides the customer with incentives and 
invites the customer to an interaction (Kotler, 1997). Additionally, the advantages of SP are 
that it is relatively easy and fast to measure whether the strategy has succeeded in reaching its 
objectives, this since there usually is a direct response to the offer. Consumers are less brand 
loyal nowadays, which means they are open to new offerings, also for products that are less 
differentiated, a SP offering can therefore be the tie-breaker in the decision making process. 
SP also offers short-term profits whilst it reduces customers risk by offering them added 
value. (Wells et al. 2003). Drawbacks are that the long-term outcome of the SP is uncertain 
since it could be positive but also neutral or negative. SP can also devaluate the products 
value in the eyes of the customers. (Jobber, 2001). Duncan (2002) also states that SP mostly 
attracts people who are looking for the best deal and therefore it is difficult to reach the target 
audience, consequently, SP is not necessarily cost effective. 

2.2.5  Direct Marketing 
Today, direct marketing is an important element within the communicational mix, much 
because it uses specific media to target specific consumers. Compared to other forms of 
communication this approach requires an immediate response and it also does not utilize an 
intermediary, a more exact definition of direct marketing is: “the distribution of products, 
information, and promotional benefits to target consumers through interactive 
communication in a way that allows response to be measured.”. (Jobber, 2001, p.425). 
According to Kotler (1997) direct marketing can take many forms such as direct mail, 
telemarketing and electronic marketing but Jobber (2001) also adds direct response activities 
such as coupon response and ‘phone now’, catalogue marketing, inserts such as leaflets in 
magazines and door-to-door leafleting, however, they all according to Kotler (1997) share 
some common characteristics: 
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• Nonpublic: The message is normally addressed to a specific person. 
• Customized: The message can be customized to appeal to the addressed 

individual. 
• Up-to-date: A message can be prepared very quickly for delivery to an 

individual. 
• Interactive: The message can be altered depending on the person’s response. 

 
If organizations utilize integrated marketing communications, the major advantages of direct 
marketing arise. Consequently, direct marketing should be integrated with all other 
communications such as advertising and publicity. Overall the main advantages with direct 
marketing is that organizations reach their target audience even on a named individual basis 
with the intended message for a good cost together with the fact that it is easy to measure the 
actual result of each campaign. On the contrary, direct marketing has several disadvantages 
where many of them are connected to ethics. To start with, direct marketing is never personal 
from a visual perspective since the consumers never can see the actual person behind the 
direct marketing campaign. Moreover, poorly targeted direct mails, and direct mails including 
contents that are irritating for example pills that fix your weight in 10 days are good examples 
of drawbacks with direct marketing. However, the overall invasion of privacy is the most 
common characteristics for direct marketing drawbacks which also bother many consumers 
because they are always targeted with campaigns when it suits the organization. (Jobber, 
2001). 

2.2.6  Sponsorship 
When organizations utilize sponsorship, they in more detail try to increase their perceived 
values in the consumers’ minds. Additionally, sponsorship includes many different activities 
such as sport sponsorship, entertainment tours and attractions; festivals, fairs and annual 
events; cause marketing which occurs when an organization wants to be associated with a 
good social cause, finally arts can be considered as an activity. An interesting view when 
utilizing sponsorship is that the effectiveness of other tools within the communicational mix 
will be boosted. (Wells et al., 2000). A definition of sponsorship is given by Jobber (2001): 
“A business relationship between a provider of funds, resources or services and an individual, 
event or organization which offers in return some rights and associations that may be used 
for commercial advantage.” (p.504).  Today, sponsorship is one of the smaller tools within 
the communications mix even though it is a great tool to effectively reach specific target 
groups with different messages that are well-defined and its impact of creating effective 
communication links with both distributors as well as with potential customers. (Gardner and 
Shuman, 1987). Jobber (2001) continues by stating that there are five principal objectives of 
sponsorship for an organization as follows: gaining publicity, creating entertainment 
opportunities, fostering favorable brand and company associations, improving community 
relations and creating promotional opportunities. On the contrary, identified risks with 
sponsorship is that it can attract negative attention and publicity and also the fact that there is 
a lack of control since there is no certain way to know that the recipient of the sponsoring will 
not attract adverse publicity. (Jobber, 2001). Consequently, sponsorship is a great tool for 
organizations, especially different kinds of sport sponsorship due to the fact that they often 
have high media coverage. Sponsorship also allow organizations to reach specific target 
audiences and enhance their corporate image and due to that sponsorship will be a future tool 
within the communications mix, especially since it is so effective with few drawbacks in 
comparison to the other tools. (Fill, 1995).    
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2.3  Conceptualization and Frame of Reference 
This part will help us answer the two research question based on the previously reviewed 
literature by explaining how we have conceptualized the key factors, variables and the 
relationship among them. A frame of reference will emerge as a result of the 
conceptualization, which will guide the study’s data collection, additionally, an illustrated 
frame of reference will also be presented in order to show how the research questions fit 
together. The tool that is utilized in order to explain, either graphically or in storyline 
structure the main thing that is being studied is conceptualization. Furthermore, if the research 
questions are presented, it is easier to generate a conceptual framework, which therefore will 
be this study’s structure. (Miles and Huberman, 1994). The formed conceptualization will be 
employed in order to produce well structured and effective interview guides. 

2.3.1 Conceptualization of: How should the message be characterized in 
times of change?  

The first research question deals with how the message in times of change sent by a retail 
organization within Sweden should be characterized. The purpose of this question is to find 
out if specific message elements in times of change need to be considered in order to have the 
desired impact on the recipient, which in this case also is the buyer. In order to be able to 
answer the first research question we have in previous section divided the message into three 
important elements, formats, appeals and visual communication, which in turn includes 
specific components.  
 
Message format is discussed by two sources, which both describes advertising formats that 
are utilized in promotion messages in various ways. However, due to the fact that the message 
formats presented by Wells et al. (2003) and Wells et al. (2000) are the most recently 
introduced and because they are presented by authors which frequently are recited by 
academics such as Ericsson, Eriksson and Håkansson (2004), we have chosen to rely mostly 
on their view, but also to complement with some message formats from Kotler and Armstrong 
(1994). This since Kotler and Armstrong (1994) provide some additional aspects to what 
message formats can include. The message formats that will be investigates are:  
 

 Straightforward 
 Demonstration 
 Comparison 
 Problem solution/Problem avoidance 
 Slice of life 
 Spokespeople/Endorsers 
 Teasers 
 Musical 
 Fantasy 
 Mood or Image 

 
 Wells et al., 2003 
 Kotler and Armstrong, 1994 

 
The second elements of a message are appeals, which are discussed by several authors. 
However, since Albers-Miller and Stafford (1999) make a clear distinction between rational 
and emotional appeals, we will take their viewpoint on appeals because recent research has 
come to the conclusion that humans react differently on those two kinds of appeals. We will 
also utilize Albers-Miller and Stafford (1999) rational appeals that in many cases also are 
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commented on and supported by Moriarty (1991). However, despite the fact that they also 
provides an extensive list of emotional appeals we will rely on Fowles (1985) emotional 
appeals due to the fact that he provides a detailed explanation of fifteen common emotional 
appeals that are commented in some academia (Sandin and Äkäslompolo, 2004 and Petracca 
and Sorapure, 1998). The appeals that will be further looked at are: 
 

  
 
The third and final element of messages that will be studied is the aspect of visual 
communication including color, graphics and words. However, we have chosen to exclude 
graphics and words from this study due to the fact that both graphics and words have a limited 
amount of existing theories within marketing, instead they are strongly connected to language 
studies and to art studies. On the contrary, colors and their meanings are discussed by many 
authors, though in our case we will rely on Moriarty’s (1991) work on colors and their 
symbolism. This because her explanations are the most extensive ones among the reviewed 
theories and also because she has been referred to by numerous authors and academics during 
the years when aspects of promotion have been discussed. Additionally, some colors and their 
symbolism will be added to Moriarty’s list because the authors Jacobs et al. (1991) and 
Liebman (1996) adds colors which Moriarty do not consider. However, light blue and violet 
suggested by Liebman (1996) will be excluded due to the fact that they are nuances of blue 
and purple. Consequently, the colors that will be studied are:  
 

 
 

Rational = Albers-Miller and Stafford (1999) 
Emotional = Fowles (1985) 
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2.3.2 Conceptualization of: How should the promotional tools be utilized 
in times of change? 

The second research question deals with how the non-personal promotional tools should be 
characterized when dealing with change by a retail organization in Sweden. The purpose of 
this question is to find out if specific tools are better suited in order to have the desired impact 
on the recipient which in this case also is the buyer, when a message of change is 
communicated. In order to be able to answer the second research question we have in the 
literature section divided the tools into six important components which are discussed in a 
great extent by several authors such as Fill (1995), Lord and Putrevu (1993), Keller (2001), 
Chaston (2001) and Wells et al. (2003). However, Jobber’s (2001) separation of the tools will 
be the base for this research question where the sixth component of the promotional mix 
sponsorship will be excluded due to the fact that it does not involve a buyer directly as a 
recipient. The non-personal promotional tools with components that will be studied are:  
 

• Advertising: Television, radio, newspapers, magazines, cinema and posters  
• Public Relations: Publicity and Marketing public relations 
• Internet and Online Marketing: The information perspective and E-commerce 
• Sales Promotion: Price reductions, premiums, gifts and coupons 
• Direct Marketing: Direct mail and Telephone-marketing 

2.3.3 Frame of Reference 
The many concepts presented in the previous section as well as the research questions are 
schematically presented in figure 2.3 below, which provides an overview of how the research 
questions fit together. The figure will also serve as a base which will let us answer our stated 
research purpose. The frame of reference figure illustrates that both the message as well as the 
non-personal promotional tools influence one another. Consequently, it is important for 
organizations to understand the receivers view of the message and tools, if not the sender 
must restructure and reconsider.    
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3  Methodology  
his methodology chapter will present the procedure of the study along with a description 
of the methods used, this in order to answer our stated research questions. First, the 

purpose of the research will be presented, followed by the research approach. Secondly, the 
research strategy will be examined, followed by the data collection and the sample selection. 
Moreover, the methodology problems which occurred during the study will be reviewed and 
discussed, and last of all, a graphical illustration of the research process will be presented.  

3.1  Research Purpose 
Out of the three most common purposes suggested by Yin (2003) our study will mainly be 
descriptive. This due to the fact that we as researches clearly knows what to investigate, along 
with that our research purpose is clearly stated as follows: provide a better understanding of 
how organizations within the Swedish retail industry should communicate with customers 
during times of corporate change, where the intention is not to find any connections between 
causes and symptoms. Nor was the problem hard to demarcate where the characteristics and 
the relations were not hard to determine. Our stated research questions which were based on 
the research problem also indicates a descriptive approach, since they were constructed to 
investigate specific issues which we in beforehand did not have the answer to. (Eriksson and 
Wiedersheim-Paul, 1997). However, since it is our intention to answer the research questions 
together with the fact that there were a limited amount of existing theories, one can suggest 
that the research begins to be exploratory and explanatory since we tend to study situations 
and the relationships among them. (Saunders, Lewis and Thornhill, 2003) Summarizing, this 
thesis’s has a descriptive purpose, however with some influences of both exploratory and 
explanatory approaches, which guided us to the research approach.  

3.2  Research Approach 
This study’s research approach is qualitative as a result of the data being elastic and rich with 
the opportunity to explore the subject in a real manner. Moreover, the aim of this study is to 
gain a holistic view of the characteristics of the message together with the non-personal 
promotional tools. The study is also based on words rather than on numbers, with analysis 
conducted through conceptualization rather than on analysis done through the use of diagrams 
and statistics, which are typical distinctions between qualitative and quantitative research 
approaches. Further, this study will result in non-standardized data that will require 
classification into categories. Since we as researchers also are involved in this study carrying 
values, identities and conviction, a qualitative research approach will bring value to this 
research and has hence been selected as this thesis research approach. (Saunders et al. 2003). 

3.3  Research Strategy 
The most suitable research strategy for this study is case studies. This based on the fact that 
our research questions are formed as ‘how’ questions, we as researchers have no control over 
the behavioral events, we are merely interviewers and observers, additionally, our study will 
focus on contemporary events (Yin, 2003). Moreover, this study focuses on detailed, in-depth 
descriptions and analyzes of a few units which are existing in their natural environment. Since 
case studies also offer the advantage of gaining a holistic view, such a strategy is suitable for 
this study. (Denscombe, 1998). Additionally, in order to gain more convincing evidence that 
is more robust, a multiple case study will be performed (Yin, 2003).   
 
 

T 
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3.4  Data Collection 
In order to address a broader range of historical, attitudinal and behavioral issues, 
triangulation, discussed by Yin (2003) will be utilized where we will combine our sources of 
information so that we will be able to reach our goal and confirm the research results in a 
broader range. 
  
In October 2004 Apoteket AB initiated contact with us via telephone which became the base 
for this thesis. Additionally, Ms. Anitha Nilimaa contacted us and introduced their request of 
having us investigate, on a project base, how they should communicate with customers the 
change they are facing. Ms. Nilimaa contacted us due to the fact that her daughter is one of 
our fellow students together with the fact that she works for Apoteket AB and is involved in 
the change process of the business area Health and believed that this specific project would 
suite us well. Following the telephone call we met at Apoteket Lejonet in Luleå, where we in 
more detail discussed the project and different aspect of it. During this meeting we also 
received a presentation about the organization and received some additional facts about the 
upcoming change they are planning. During the research process we have had ongoing 
contact with the organization and Ms. Nilimaa, this to let them know how the research 
process was advancing and also enabling us to ask questions that emerged during the writing 
process.  
 
In order to be able to conduct the research concerning a message and promotional tools we 
both looked into primary and secondary data. First we looked into secondary material where 
we looked at academic peer-reviewed articles, organizational documents and presentation 
materials. However, our main source of information in this study was primarily through two 
conducted focus groups by Phillips Huuva and Sannerborg (2003). The purpose of using 
focus groups was to present a more natural environment in which data was collected, 
however, also because such an interview would bring forth information that otherwise would 
be difficult to obtain. Moreover, a focus group let the feelings, perceptions and manners of 
thinking of the participants regarding specific issues appear. (Krueger, 1994)  
 
We approached the involved participants of the focus groups via telephone arranging the time 
and place to meet, and also informing of the approximate length of the meeting which were 2 
hours. The locations were chosen on the grounds that each group should have easy access and 
be convenient for them. During the interviews the participants were also offered refreshments 
and some general background information about us and our research, at this time the structure 
of the meeting were presented with some guidelines and information about how their 
participation will help us learn more. Throughout the meeting Mr. Tomas Blomster, one of 
the researchers had the function of the moderator leading the discussion. Mr. Blomster had the 
role of the moderator due to his previous experience with focus group interviews, however, 
also because he is comfortable with group processes and can exercise a mild, unobvious 
control over groups. The moderator followed a pre-constructed interview-guide that had the 
structure of questioning route, this to enable that the discussions were kept around a limited 
number of issues connected to the frame of reference. (Krueger, 1994). Focused interviews 
were chosen due to the fact that we interviewed the participants during two hours with open-
ended, pre-determined questions formed in a conversational manner (Yin, 2003). The pre-
determined questions had the form of questioning route since they allow collecting a more 
exact content of data and it produces more efficient analysis because it eliminates fine 
differences in the moderator’s language which might influence the outcome. Ms. Hanna 
Nyberg functioned as the assisting moderator taking comprehensive notes of what was said 
and of external environmental factors that might occurred while also operating the film 
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camera and tape-recorder. This due to her previous experience with taking field notes and also 
because her good ability to have a holistic view. (Krueger, 1994). During the discussions, 
observations, both direct and participative observations were used as complementary data 
collection method to note reactions, language and attitudes of the respondents which also is 
important in order to get an overall feeling of the focus groups. Moreover, the assistant 
moderator noted reactions and behaviors of the focus group participants via direct 
observations, whilst, the moderator noted the participants actions via participative 
observations. However, since both the moderator and the assistant moderator watched the film 
tapes that were recorded during the interview, a second form of direct observations is 
indicated. (Yin, 2003). 
 
When the focus group interviews took place, a tape recorder and a film camera were used, 
along with that field notes were taken to ensure that nothing was missed or misinterpreted. 
The film camera’s main function was to record attitudes and behaviors, but also to more 
easily record who is talking if garbling occurred, which might be difficult when only using a 
tape recorder. Moreover, by utilizing both a tape recorder and a film camera we were able to 
not miss anything since one of them at all times were recording what was said, which reduced 
the risk of Murphy’s law. (Krueger, 1994). All the field notes were also rewritten soon after 
the interviews to avoid any misinterpretations.  

3.5  Sample Selection 
The focus group interviews were formed based on the fact that the group should consist of a 
mixture of men, women, younger, older and various income levels resulting in a group of 5-
12 participants. Two focus group interviews were conducted, this due to the fact that 
environmental circumstances only allowed two interviews but also because enough 
information could be obtained by utilizing such an selection. The first focus group consisted 
of six individuals, two women four men, ranging between the ages of 20 to 39 years old in 
various income levels, however, foremost students. The second focus group also consisted of 
a mixture of men and women, however, four women and two men, ranging between 40 to 65 
years old also in various income levels, a total of six participants. The focus groups were 
constructed with six participants each, based on the fact that the group had to be small enough 
in order for every participant to share their insight in the subject, but also large enough to hold 
a diversity of perceptions. (Krueger, 1994). Due to the fact that it is important to have a 
homogenous group we segmented the focus groups into a younger and an older segment, 
since those kinds of groups allow for conversations to flow more easily and also being able to 
make out differences and similarities between the groups (Morgan, 1997).  
 
In the groups some of the participants were acquainted with each other whilst some were not, 
which according to Morgan (1997) is not negative, due to the fact that the important issue is 
whether the participants are comfortable talking and discussing various topics which are 
useful to the research. The final issue which were taken into consideration regarding the 
sample selection was whether the participants were familiar with Apoteket AB and in 
particular their commodity department assortment. This familiarity was necessary in order for 
the participants to be able to discuss their preferences regarding the change communication 
which Apoteket AB is currently facing. The first focus group interview took place at Luleå 
Univeristy of Technology’s library on December 15th at 5 pm whilst the second focus group 
interview, took place in Boden, at the residence of two participants, on December 17th at 6 
pm.   
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3.6  Data Analysis Method 
Overall, a general analytical strategy will be implemented in this thesis in order to be able to 
set priorities for what needs to be analyzed and also to make sure that the evidence is dealt 
with fairly, produce compelling analytic conclusions and finally, rule out any alternative 
interpretations. (Yin, 2003). The strategy that will be implemented is also the one most 
commonly used and to follows theoretical propositions which lead to the case study. This 
since it will let us as researchers compare the collection of data based on previous studies to 
our research and findings. 
 
In order to make the data sharp and focused, and also arranged the data so that it is available 
for conclusion drawing, the data have been reduced. Further, to prepare the data even more 
for conclusion drawing, the data have been reduced and arranged in an organized and 
structured way. Finally, in the last chapter of this thesis we sort out what everything means by 
noting regularities, patterns, explanations and casual flows by drawing conclusions and 
stating our findings. (Miles and Huberman, 1994).  
 
Yin (2003) states that there are two main techniques in this analyzing process: within-case 
analyses and cross-case analyses and we will utilize them both. This since we first compare 
each specific case to the theories which means that we implement within-case studies and 
secondly the two case studies data will be compared to each other in a cross-case analysis. 
Thereafter we are able to state our findings and draw our conclusions. 

3.7  Validity and Reliability 
In order to define the quality of the research we have critically viewed the information to 
determine its validity and reliability.  To establish the quality of our empirical social research 
we have conducted four tests suggested by Yin (2003) that also are commonly used.  
 
The construct validity  
To test the construct validity we first used multiple sources of evidence, namely three sources 
of information; observations, interviews and documentations. The second step  was to ensure 
the chain of evidence by having citations to all sources from which evidence was collected 
from, we also strengthen the chain of evidence since we present the circumstances under 
which the data was collected. Finally, we had key informants review draft of the study and 
our supervisor approved it and gave approval before the interview. To further strengthen the 
last tactic we had Ms. Anitha Nilimaa, our client representative, to review the client 
presentation to make sure that nothing was misunderstood or misinterpreted regarding the 
organization and its change. Additionally, we also had fellow students review it to even 
further strengthen the last tactic.   
 
Internal validity 
This study is mainly descriptive; as a result we will not give any further consideration to 
internal validity, even though we are partly explanatory in our conclusion chapter.  
 
External Validity 
The tactic that have been employed in this research to ensure the external validity is that by 
having the two case studies performed in similar surroundings, the relevant theories have been 
tested, which makes it more valid to make generalizations. However, since our study is quite 
small, generalizations should be made carefully, as well as should the findings be scrutinized. 
Further, we believe that our external validity is somewhat less weakened since we located 
appropriate respondents taken our research purpose into consideration.  
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Reliability 
To make sure that other researchers could come to the same results as in our study repeating 
the exact same method and investigating the same cases, we took certain steps to ensure 
possibility. In order to increase our reliability we located a company within the retail industry 
that were facing change communication and also located persons which were up to date with 
that company’s current ways. We contacted the respondent in advance by telephone and we 
also used semi-structured focus group interviews where a tape recorder and a film camera was 
used along side that field notes were taken. We based the interview on a pre-constructed, 
questioning rout interview-guide which also was pre-tested. Another thing we did to ensure 
our reliability was that we directly after the interviews compiled the information One thing 
that could have reduced the reliability is our own final interpretation of the information; 
however we were aware of this phenomenon. Another issue which might have reduced this 
study’s reliability is that the observations found that focus group participants had very strong 
feelings and opinions regarding Apoteket AB and their current change.   

3.8  Summary 
To visually illustrate the path of this study figure 3.1 summarizes the methodology chapter. 
This in order to help the reader to better comprehend the way in which we have gone about 
structuring our work, creating a believable foundation for the data presentation, its analysis 
and the final conclusions. 
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4  Data Presentation 
his chapter will start with introducing the organization on which the case studies will be 
based on. The data regarding Apoteket AB and their undergoing change was in turn 

collected from their website and fact sheets, but foremost from information provided by our 
contact Anitha Nilimaa at Apoteket AB in Luleå. Thereafter, the empirical findings which 
have been collected from two conducted focus groups will be presented in the order they were 
obtained, following the structure of the frame of reference. 
 
Apoteket AB is a state-owned, limited liability company with monopoly to sell and distribute 
pharmaceuticals to the public in Sweden. According to the agreement between the Swedish 
government and Apoteket AB, they are responsible for a well functioning distribution of 
pharmaceutical drugs and to supply independent information to consumers as well as to the 
health- and medical service. Additionally, they are also responsible for distributing 
pharmaceutical drugs at the lowest possible cost and supply all approved medicines all over 
Sweden at equal prices. The business concept behind Apoteket AB is: “We offer our 
customers, as a component of care, no-how and products which contribute to better health.”, 
connected to their business concept is also their vision and slogan: “We are making Sweden 
healthier!”. As the business concept and slogan indicates, Apoteket AB is more than a 
pharmaceutical distributor. In more detail the organization can be divided into three business 
areas focusing on different aspects of fulfilling the business concept. The areas are Health, 
Care and Apoteket Production and laboratories. These areas all together have today 12,600 
employees, where 90 percent are women and where the majority are pharmacists. 
Additionally, 800 community pharmacies are located all over Sweden together with 80 
pharmacies located at the Swedish hospitals. During 2003 approximately 90 million customer 
visits took place where 69 million of them were prescription related. The total turnover for 
2003 where 33.083 million Swedish crowns, value-added tax none included. Moreover, 
Apoteket AB had each month 155,000 people visiting their website. 
 
Apoteket AB as a state-owned, limited liability company has several stakeholders which they 
consider as important, the stakeholder groups are, customers, owners, the Ministry of Health 
and Social Affairs, Healthcare Principals, the Swedish Medical Products Agency & the 
National Board of Health and Welfare, the Pharmaceutical distributors, prescribers, the 
pharmaceutical industry and the Pharmaceutical Benefits Board. Additionally, all 
stakeholders have one objective in common, they have expectations and hopes on Apoteket 
AB’s activities, which in turn set the conditions for the organization. Besides the stakeholders 
effect, other trends also effect Apoteket AB’s situation and activities. Some current trends 
affecting Apoteket AB is the deteriorating economy at the county councils, leading to an 
increased homecare, but also to an increased focus on more improved use of pharmaceuticals. 
Moreover, the customers today demand higher quality, better availability, speed and 
individual solutions, together with an increased interest in health, which all together lead to an 
amplified demand of Apoteket AB and their activities. As a result of several external factors, 
Apoteket AB is currently undergoing a number of changes in order to meet and exceed 
expectations. Generally, the changes will result in pharmacies that will vary in specialty fields 
with a customer perspective. The main changes are illustrated in table 4.1:  

T 
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4.1  Case One 
Case one is based on the data collected from focus group one, which was conducted in the 
library at Luleå University of Technology on December 15th at 5 pm. Moreover, the 
participants of focus group one was between the ages of twenty to thirty-nine, consisting of 6 
individuals, four men and two women.  

4.1.1  Data from Research Question One, Case One  
Regarding the issue of message format, all participants in the focus group agreed that 
Apoteket AB must maintain their image of trust and seriousness by using formats that are not 
too risky. One of the participants further developed the trust and seriousness issue by stating 
that Apoteket AB always need to remember that they are in a serious industry compared to 
other companies that also sells commodity products and due to this Apoteket AB must always 
remember to communicate their formats in a serious and trustworthy way. The participants 
also stated that it is important to have the same format, no matter if the organization in 
question communicates via television or any other promotional tool. A specific theme was 
also recommended to be created by Apoteket AB by all the participants. One participant also 
claimed that Apoteket AB always need to consider their target audience, meaning that the 
format needs to be accepted by everyone, no matter age or gender. The majority of the 
participants agreed but one believed that it is impossible to create the perfect format for an 
organization, accepted by everyone, so therefore they need to choose whom to target each 
time, but still keep the same format and always with a touch of seriousness. Moreover, a 
familiarity and recognition is created by having the same format, which they felt to be of 
especially great importance in order for them to pay attention to Apoteket AB’s 
communication efforts. They especially mentioned ICA’s storytelling and slice of life format 
as a great way of communicating the change. However, the participants pinpointed that 
Apoteket AB should not copy the format straight of, instead they should focus on the 
customers coming to Apoteket AB, this to show that everyone are welcome at Apoteket. The 
format should utilize the storytelling by having a beginning, a middle and an end, this to 
attract and make the customers interested and also avoiding the customers becoming annoyed. 
All participants pinpointed towards humor as one specific element concerning the message 
format, more explicitly all participants agreed that humor is an element which Apoteket AB 
need to consider when communicating, much since the organization is perceived as ‘grey’. On 
the other hand, all participants also agreed that Apoteket AB should not communicate humor 
in to great extent, it needs to be subtle. All participants also agreed that the formats utilized 
today by Apoteket AB are very boring, much since they mostly present information.  
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The specific format straightforward was considered to be important by all participants but 
two participants further developed this format by saying that it needs to be in a limited extent 
or at least sugar-coded. Furthermore, everyone felt that the information were often relevant 
and most definitely needed, however, some participants pinpointed that this is not the format 
most suitable in the case of Apoteket. One participant argued that no one would notice 
Apoteket AB if they would be strictly straightforward in their message, much because it is far 
too strict and boring already. However, when Apoteket AB is communicating their change, 
the format still needs to be straight to the point where one immediately would know that 
Apoteket AB is the sender of the message.  
 
The second format demonstration is not considered as important or a suitable format for 
Apoteket AB’s undergoing changes according to the participants. They felt that since 
Apoteket AB is boring and strict, demonstrating would turn off the recipients. However, if 
demonstrating, Apoteket AB, needs to focus on their credibility and functionality by utilizing 
that their products are not a low budget alternative.   
 
The format comparison was perceived as being a format not suitable for Apoteket AB. The 
participants believed that it can be difficult for an organization like Apoteket AB to 
communicate their products/services for example their soap compared to others due to the fact 
that Apoteket AB’s products are neither that interesting nor attractive. One participant made a 
connection to the retail chain Konsum, which had an own brand named Blåvitt, products that 
were perceived by the participants as cheap and of lower quality, and they felt that Apoteket 
AB would be perceived like this, if they would be compared with other brands. Another 
example was given by a participant who stated that Apoteket AB’s products can be associated 
with the low price retail outlet Rusta if they utilize the format comparison, since they in this 
case can not measure up to well developed commodity brands already existing at the market. 
One participant believed that this format is what Apoteket AB utilizes today, and states that it 
is not functional and also that many other organizations also utilize this format. Another 
participant also felt very strongly against this format due to the fact that it gives the 
impression of being ‘cheesy’ and discrediting. The group as a whole did not like the format, 
however, their feelings were not as strong. One interesting view which were discussed were 
that, in order for this format to work, the communicator must be able to live up to what is 
stated and also measure up to the competitors which they did not feel Apoteket AB could do 
since they have according to the participants another focus. They said that Apoteket AB in 
that sense have a head start and should therefore utilize their position at the market.   
 
The format problem solving/problem solution was seen as an appropriate and suitable format 
in the case of Apoteket AB. The respondents stated that it was a format which Apoteket AB 
can see as a good option in the long-run, which they also can profit from. Moreover, they 
stated that problem solution and problem avoidance is the answer to and provides incentives 
for why people should shop at Apoteket AB. Due to the fact that Apoteket AB is an 
organization known for its knowledge and seriousness, Apoteket AB has everything to gain 
since this format would ease the communication and pinpoint towards the fact that Apoteket 
AB has what the customers need. However, one respondent also claimed that the overall focus 
should not be on this format instead it should just act as a backup format. Another respondent 
also believed that Apoteket AB ought to focus at one problem and its solution at the time, 
otherwise uncertainty may occur among the customers. Overall, all agreed that this format is a 
good option for many organizations but it needs to be seen in the long-run in order to work.  
 
Slice of life as a format was considered as a format of extreme high importance according to 
all participants. One especially stated that this format is a must in Apoteket AB’s case due to 
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the fact that it would create familiarity, attraction and a bit of subtle humor. The participants 
discussed the value of having all people visiting Apoteket AB represented in the 
communication. Additionally, a mean of the Swedish population with everyday people 
coming to Apoteket AB need to be presented in the communication, this in order to show that 
everyone are welcome to visit Apoteket AB, no matter their age, gender or hobbies. However, 
all participants agreed that models can not be utilized in the communication due to the fact 
that they are a minority of the people visiting Apoteket AB and that a lot of people would 
react negatively since Apoteket AB is one of few organizations in Sweden that possess a great 
trustworthiness. On the other hand, one participant claimed that even though models are not 
utilized in the communication, it can still be very interesting. The majority of the participants 
agreed and further developed that statement by claiming that people that are extreme could be 
one group to illustrate, this since they also need products like everyone else from Apoteket 
AB. Moreover, some participants believed that the extreme people are also good since they 
are a part of the regular mass, however, they are much more interesting to look at. 
 
The format spokespeople/endorsers were not appreciated by the participants since they 
believed such a format is too commercial and not believable. However, the participants stated 
that this format can be utilized by Apoteket AB and should be done out of the ordinary, 
meaning that a new character needs to be created, either real-life or cartoon. One participant 
gave an example that Apoteket AB could create a new so called ‘Iprenmannen’, which the 
painkiller brand Ipren developed as a spokesperson some years ago. The rest of the 
participants liked the idea of a new ‘Iprenmannen’, however, they believed that if a 
spokespeople or endorsers were to be used, such character should fit in to Apoteket AB’s 
perceived image of credibility. An interesting example concerning this format were given by a 
participant who wanted to create “Sweden’s most whimpering man”, the other participants 
loved the idea and said it would be a fun twist of Apoteket AB.  
 
Teasers as a format were not perceived as a good format by anyone in the group. All 
participants had negative feelings and experience of this format and stated that even tough one 
starts to think and wonder, they become annoyed and sometimes even very angry of such 
communication. Consequently, they stated that such feelings are not good to associate with 
Apoteket AB.  
 
Musical as a format was considered as very important by all participants, much since music 
easily create a mood. Moreover, music and singing can work symbolically because it is easy 
to associate and also stir up memories. In the case of Apoteket AB, the musical format were 
felt to be appealing, however, they are according to the participants forced to find their own 
niche in order to create familiarity. The participants discussed different suitable music styles 
and concluded that Apoteket AB should have a softer and calmer type of music, though it 
should be out of the ordinary and unique in its own way. They also stated that the music 
should not have a funky or harsh tone, however, if Apoteket AB utilizes slice of life format 
where an extreme, funky person visits a pharmacy, the music could change and reflect this 
person’s attitude.  
 
The participants believed that fantasy as a format is interesting and could be utilized by 
Apoteket AB to a certain degree. Some people in the group stated that the format in question 
could be used as an aspect of another format because this format has the potential to attract 
people if it is properly handled, made serious and clean-cut. They specifically stated that the 
fantasy format could be used to represent various sections, both within the actual pharmacies 
but also to segment the new various pharmacies after the change. Within the pharmacies a 
fantasy figure could also act as a guide to sections and information, which the participants 



Chapter 4  Data Presentation  

 40   

believed would be an advantage over the competitors. Moreover, the participants believed that 
this format needs to be properly handled in order to be serious and not irritate and upset the 
people visiting the pharmacies. 
 
The format mood or image were discussed by the participants as not that interesting but as 
relatively important in the case of Apoteket AB since the format can bring forward the two 
important aspects, security and trust which are in the participants view the key words for the 
organization. They further stated that Apoteket AB must maintain their stability image due to 
the fact that they foremost deal with pharmaceuticals and people who are ill.   
 
Overall, the participants again pinpoint towards the importance of having the customer in 
focus when it comes to message formats. This they feel are especially well done when the 
format slice of life is utilized with a touch of problem solving. The participants again 
emphasized that Apoteket AB always need to convey trust and seriousness, when 
communicating. By utilizing these aspects, customers would feel more comfortable and 
welcome, where they know that Apoteket AB can solve any sort of problem they have.    
 
When discussing about message appeals, the participants first did not state any specific 
appeals as favorable. Though, regarding the appeal effective, they found it to be an interesting 
and important appeal which they felt Apoteket AB also can utilize due to the fact that they 
have great products and services. Consequently, they all believed that Apoteket AB need to be 
more forward and proud that they are effective when communicating. Another appeal that was 
connected to effectiveness was convenient. All participants agreed that convenient is an 
important appeal but not for Apoteket AB to utilize because they were not perceived as 
convenient today. However, if the change results in better and more convenient pharmacies, 
they felt that this appeal is of great and maybe even of crucial importance to communicate. 
This appeal would also bring legitimacy to the change and also make the customers more 
positive.  
 
The appeal concerning cheap was discussed from the view that it should not act as an appeal 
due to the fact that the incentives for purchasing products at Apoteket AB is not concerned 
with the price, but rather with safety and trust feelings. Nevertheless, the participants believed 
cheap to be an interesting appeal but stated various concerns if the appeal of being cheap 
would be communicated. This due to the fact that Apoteket AB as an organization would be 
discredited since they are foremost associated with healthcare and therefore must take care of 
that image. Concerning the appeal natural, the participants reacted in a negative way and 
stated that Apoteket AB’s overall business is concerned with pharmaceuticals which in detail 
are chemicals that are not natural to them. Overall, they felt that this appeal is not that 
important and delivers confusing messages.  
 
Wisdom as an appeal is described by the participants as very useful and interesting and 
especially in combination with Apoteket AB since they have monopoly and a long history. 
Additionally, they believed that the long history indicates long experience at the market, 
leading to wisdom. They also felt that Apoteket AB have a lot to gain by using wisdom as an 
appeal since their old image would be maintained whilst still communicating their new face. 
Productivity was also discussed by the group as an appeal which they did not like at all. The 
participants felt that it is more important to do fewer things but doing them right, rather than 
doing many things, but some of them wrong. Moreover, they felt that productivity would 
diminish Apoteket AB’s important image as being of high quality.  
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When the appeal tamed came under discussion, different opinions were voiced, but the 
majority did not like the appeal or believed it to be an appropriate appeal for Apoteket AB to 
communicate. Some believed that since Apoteket AB is controlled by the government they 
should therefore illustrate that they are disciplined and constantly under scrutiny. On the 
contrary some other participants felt that despite the governmental interference, Apoteket AB 
are not tamed and should therefore not communicate it. The appeal independence was 
discussed in a limited extent since the participants felt that independence as an appeal was 
strongly connected to the appeal tamed and claimed that since Apoteket AB are state-owned, 
they can not be independent to its fullest extent and should therefore not communicate it at 
all. Overall, the participants did not the think the appeal independence is suitable to 
communicate for any organization.  
 
The appeal healthy was described by the participants as being the same as the appeal effective 
due to the fact that they believed that both these appeals are concerned with doing the right 
thing in the best possible way. Consequently, the participants stated that the appeal healthy is 
interesting as well as appropriate to communicate in the case of Apoteket AB. The 
participants came to the same conclusion regarding the appeal durable, which they also felt 
was strongly connected to the appeal effective. As a result, they believed durable to be an 
interesting appeal and an appropriate appeal for Apoteket AB to utilize during the change 
communication. 
 
All participants claimed that the appeal modern is an interesting appeal and important to 
include for Apoteket AB when communicating the change. This to show in the 
communication that they as an organization are evolving and continuously improving while 
keeping up-to-date with current influences and trends. However, the group still felt that it is 
important for Apoteket AB to maintain their core-spirit as being a trustworthy and solid 
organization. The appeal technological was considered to be interesting but not appropriate 
for communicating the change according to the participants due to the fact that they do not 
perceive Apoteket AB as a technical organization or involved in technical issues. Further, 
they do not visit Apoteket AB due to technical reasons, hence, the technological appeal 
should be excluded. One of the participants also stated that if technological appeals are 
utilized, people would not understand and not be comfortable turning to Apoteket AB.  
 
The appeal safety was considered as extremely important and interesting by the participants. 
Additionally, they felt that Apoteket AB’s competitive advantage and attraction is that they 
are a safe organization which handles serious and important goods and therefore they should 
utilize the appeal and communicate it during the change. Additionally, the group believed that 
the seriousness and safety should reflect on to the retail products as well. Connected to the 
appeal safety was the appeal neat which was considered to be an interesting appeal but not 
connected to Apoteket AB, since the majority of the group believed that Apoteket AB’s 
products are safe, however, not neat. Apoteket AB is perceived by the participants as dull and 
grey, which they felt is difficult to change and not good to pinpoint at during the change 
communication. Moreover, they believed that the organization should not be neat since that 
can diminish their credibility and security aspects.                          
 
Sex as an appeal was not considered as an interesting appeal nor appropriate to utilize during 
Apoteket AB’s change communication. The participants stated that sex is taboo in the case of 
Apoteket AB and that they also are believed to be very clinic and should be non sexual. 
However, some of the participants added that Apoteket AB can utilize it to a very limited 
degree depending on the context but under no circumstances as an appeal. Regarding the 
appeal nurture, the participants considered it to be interesting and of great importance, also 
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strongly connected with Apoteket AB. Additionally, they believed that even though Apoteket 
AB is changing, it is vital for them to be clear that they still care and offer professional help 
and understanding, just with a different touch. Connected to the appeal nurture is affiliation 
which the group felt to be interesting and apparent to communicate since Apoteket AB is 
open to everyone, meaning that all sorts of people in all generations at one time or another 
already visit them. Moreover, the participants claimed that guidance as an appeal is 
interesting and very important in the case of Apoteket AB due to the fact that they still are 
perceived as strongly related to the healthcare and that they merely are an extension of the 
hospitals. Further they believed that guidance is Apoteket AB’s main service which should be 
pinpointed. On the contrary the appeal aggress, was considered wrong from all perspectives. 
The participants stated that Apoteket AB should only use positive appeals and not use 
associations that are negative. Consequently, an appeal like aggress should under no 
circumstances be utilized, especially not when the organization is changing. The appeal 
achieve was considered by the participants as not interesting or valid for Apoteket AB due to 
the fact that they should not be striving for achievements. However, if something specific and 
important has been achieved it should be communicated which proves that Apoteket AB is 
up-to-date and current, though secure and serious. Concerning dominance as an appeal, the 
participants believed it to be interesting but even though Apoteket AB is dominant in the field 
of health knowledge and that they are well educated, they should not communicate this appeal 
since it is to big of a risk and balance act. They especially pinpointed that an organization 
helping people that often are sick should not take too much room, people are already aware 
that the knowledge at Apoteket AB is great. Connected to dominate is the appeal prominence 
to some extent, according to the participants. However, they believed prominence to be more 
interesting and important, much due to the strong connection to overall healthcare and 
hospitals where all people are accepted no matter who they are. As a result, the participants 
felt that prominence is crucial to communicate in order to maintain their competitive 
advantage of being secure and safe.  
 
The appeal attention was considered to be interesting and central since all people visiting 
Apoteket AB want to be seen for their personal needs, especially, during the transition period 
of the change when insecurities of what the new Apoteket AB is. However, the respondents 
believed that this appeal would be better communicated via appeals such as nurture, guidance 
and prominence and therefore they did not prefer this appeal to be communicated by Apoteket 
AB. The appeal autonomy was on the other hand regarded as not interesting or appropriate 
since Apoteket AB is a monopoly company. The participants stated that it can be devastating 
for an organization like Apoteket AB to use this appeal due to the fact that the credibility 
level would be diminished since it would be apparent that they do not have any competition 
which might be perceived as negative. Regarding the appeal escape, all participants agreed 
that it can be interesting to utilize escape in the right environment, but it would be a disaster 
to utilize the appeal by Apoteket AB due to the fact that it strongly is associated with drugs 
and addictions. They further stated that Apoteket AB would communicate that their help and 
guidance is only temporary and not the solution to problems. Consequently, the group 
strongly recommended Apoteket AB to not utilize the appeal escape under any circumstances.  
 
The appeal of feel safe is according to the respondents very interesting and important as an 
appeal which should be communicated despite the change, this because Apoteket AB is still 
the core-organizations of pharmaceuticals, just a bit newer and fresher. The change involves 
more customer orientation and therefore the respondents felt that the feeling of being safe is 
critical in order to avoid misunderstandings and unreceptive customers. Moreover, the appeal 
aesthetic sensation was considered to be interesting and of great importance when 
communicating a change, especially in the case of Apoteket AB. All participants agreed that 
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Apoteket AB today is a ‘grey’ and boring organization and therefore they all felt that this 
appeal needs to be considered if Apoteket AB wants to be perceived as more interesting, new 
and fresh. The appeal of satisfy curiosity was received with skeptical feelings by the 
participants. Additionally, they felt that this appeal is not exciting under any circumstances 
and especially not appropriate when it comes to Apoteket AB. The last appeal, physiological 
needs was considered as an interesting and also appropriate appeal in the case of Apoteket 
AB, due to the fact that Apoteket AB’s products and services are all strongly intertwined with 
those needs. Further, the participants believed that this appeal is good to make customers 
more aware of the commodity products sold at Apoteket AB.  
 
Overall, the participants stated that the appeals can be divided into rational and emotional 
appeals. However, they believed that in order for this change communication to work, 
Apoteket AB need to mix the appeals together and focus on a few appeals, and especially 
setup a long term plan and also decide which appeals to use. Moreover, they believed that 
rational appeals should be utilized in a greater extent in the beginning of the transition period, 
nevertheless, emotional appeals should be integrated with the rational appeals bit by bit until a 
balance is reached. To conclude the participants believed that a balance is the most 
appropriate way for Apoteket in the future, but if they only were supposed to pick one out of 
the two types of appeals it would be the rational during Apoteket AB’s change 
communication. 
 
Regarding color as a visual element within a message, the participants had an idea about blue 
and green as good colors to use when communicating the change. This because they believed 
that Apoteket AB still should use their well-known color green, but to renew it with blue to 
illustrate the change.  
 
On the subject of the color red they symbolized it with, warning, passion, excitement, danger, 
anger and love. Additionally, they believed that it is a balance act for Apoteket to use red and 
it should according to the participants not be used throughout the communication, only as an 
extra color, if used at all. The color blue was symbolized with masculinity, coldness, 
harmony, safety, disorganization, the sea, fresh, health, and clinic. Many of the symbols of 
blue, they also associated with Apoteket AB, and consequently they felt that blue was a good 
option to use. However, they stated that different shades play a significant role of the color 
blue, it should not be too bright or too much pastel. Regarding the color yellow’s symbolism, 
all participants associated it with the sun, but some of them also thought of it as a fun and 
diffuse color, whilst the rest said that it is visible and strong. Further they did not like it in 
connection with Apoteket AB, they felt it is difficult to make it work without the yellow being 
to bright and strong. If Apoteket AB were to use yellow they should according to the 
participants only use a very light shade of it, one that does not stand out too much.  The color 
green is very strongly related with Apoteket AB and with hospitals overall according to the 
participants. Some of them stated that green as a color can symbolize many things and they 
especially mentioned harmony, forests and the nature. Two of the participants further stated 
that it depends a lot on the green shade whether it will work or not for Apoteket AB. 
Moreover, they stated that Apoteket AB should not get rid of ‘their’ green color, but maybe 
complement it with another green shade. Contrary to what green symbolized to the 
participants, the color black was strongly symbolized with hatred, death, loneliness and was 
seen as a very harsh color, but one participant also felt it was an exciting color. Nevertheless, 
all participants agreed that if Apoteket AB should use black it needs to be done in a limited 
extent and maybe only as an enhancement color in combination with other more bright colors. 
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White as a color symbolized boredom, cleanliness, very clinic and also indicates a lack of 
imagination. Two participants discussed that it is very neutral and not really a color. Though, 
all participants agreed that white in combination with green is nice and still a color which 
Apoteket AB could consider as an option. Regarding grey, they thought it was a dirty color 
that symbolizes dust and boredom. Further, it was perceived as a black and white wannabe 
that rarely is interesting or nice. One participant claimed that it is a modern and nice color that 
could be combined with numerous colors and especially with green. However, the participants 
did not think grey would be appropriate to communicate by Apoteket AB, since they are 
described as a ‘grey’ organization. Concerning the color pink the participants symbolized it 
with babies, pigs and women. One participant felt very strongly against the color and stated 
that it was an amateur color that is used wrongly when an organization wants to be cool. 
However, all participants did not like it together with Apoteket AB, they stated it would be 
perceived as weak and not serious, which they thought could diminish the organization’s 
credibility.  
 
On the contrary, the color orange was perceived as a happy and an attention getting color that 
symbolizes joy, happiness, working clothes and security. The participants was unanimous 
when stating that orange can work as an illustration that the change has occurred and that the 
new improved Apoteket AB is created. However, they stated that the color should be toned 
down to a shade that is more of a peach-shade, which they felt would work well with the 
green color that Apoteket AB already employs. The color purple was not well liked by the 
participants. They symbolized it with old ladies, old fashion, busy, but one also stated it was 
playful. Moreover, the participants believed that purple and pink shared many characteristics 
and stated that it is not a suitable color for Apoteket AB to utilize at all. This because purple 
gives the impression according to the participants of being hip and cool, which they felt 
Apoteket AB should most definitely not try to be.  
 
Overall, the participants claimed that the colors should not be blended too much, only focus 
on a few main colors. They believed that too much color would confuse and upset customers 
since it would change Apoteket AB’s appearance too much. Further, the participants stated 
that it is of great importance to keep the colors clean, clear, classical and fresh to 
communicate the change whilst at the same time Apoteket AB is its old self in a new design. 

4.1.2  Data from Research Question Two, Case One  
Concerning the non personal promotional tools the participants of the focus group all 
prioritized television and posters as the most important promotional tools when 
communicating Apoteket AB’s change. They stated that it is because they themselves mainly 
notice television commercials and posters, however, also because those tools have a wide 
reach and good impact.  
 
Advertising as a non personal promotional tool during change are according to the participants 
crucial. Especially since it can affect customer’s attitude and make them aware of the change. 
The most popular and preferred tool among the group was television due to the fact that they 
all are regular television viewers and that they recognize that television combine colors, 
sounds and movements which they felt are more persuasive and fun. They especially liked 
television commercials that have a storyline similar to ICA’s commercials. More important is 
that the commercials are not aired too much so that people become fed up with them, the 
participants therefore liked commercials that had a beginning, middle and an end to keep the 
interest level and curiosity high. The participants felt that organizations that have important 
and valid information utilize television, and since Apoteket AB is perceived as a serious 
organization with an important message, they felt that television should be the main 
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promotional tool during the change. The participants were also positive towards radio as a 
promotional tool for Apoteket AB’s change. They believed that the radio is often on in many 
daily environments, like in cars, where people can not escape from the commercials, one 
always listens. Additionally, some of them believed that people do not change channels when 
the commercials are aired, this contrary to television where most of the participants change 
channels or do something else than watch the commercials. Therefore they believed that radio 
has a good impact on them and that radio commercials are not as annoying as television 
commercials. They pinpointed that they would like Apoteket AB’s radio commercials to be 
trustworthy and a bit fun filled with valid information regarding the change. The participants 
further stated that newspapers are good since they cover a wide spectrum of customers. 
However, they all believed that newspapers should only act as a complement and reminder 
advertising to television during Apoteket AB’s change communication. Due to the fact that 
the participants also believe newspapers are quickly read, they would like the advertisements 
to be early on in the newspapers. Regarding magazines the participants did not like the 
activity nor believe them to be a good option in order to reach either themselves or other 
customers since they perceive magazines to be highly segmented to small groups which 
makes it difficult for Apoteket AB to communicate with the big mass of customers. The 
participants also believed that same concerns cinemas as with magazines, it only reaches a 
small customer segments that can be reached via other mass promotional tools. One 
participant stated that the cinema could be a good tool later on for Apoteket AB, especially if 
they would like to communicate something to specific customer segments, however, another 
participant strongly disagreed and stated that commercials at the cinemas are merely annoying 
and not suitable for Apoteket AB. Posters as a promotional tool were positively discussed. 
The participants believed that posters are highly visibly, especially those on busses and on bus 
stops, but also those on pillars. Posters were by all participants seen as decorating and not 
disturbing, where the sender of a message is easily recognized. Consequently, they stated that 
posters should definitely be utilized by Apoteket AB during the change communication, it 
should be based on their television commercials in order to create recognition. They also 
believed that the posters should only serve as reminder advertising and as a support tool, but 
still be utilized heavily together with television.  
 
Public Relations as a non personal promotional tool during change are according to the 
participants crucial though some elements more than others. PR is important since it is 
perceived as serious by the participants. They stated that it is PR together with advertising that 
moves the company in a certain direction in the customers mind. However, they claimed that 
it is uncertain and risky with PR because Apoteket AB have little or no control over what is 
communicated and if something bad is communicated it hurts the organization, but also if 
something which the organization can not live up to is communicated it hurts them according 
to the participants. The same risk concerns publicity which Apoteket AB have no control over 
and should therefore according to the participants be used very carefully. Contrary to what the 
participants felt about publicity they felt about marketing public relations, which they 
believed to be unserious and a low arguing technique. At best they believed marketing public 
relations to be as politics which they equalized with insincerity and greed. Therefore, they 
stated that marketing public relations should not be utilized and also because it would almost 
be ridiculous for Apoteket AB. 
 
Internet and online marketing is considered as a necessity for all organizations by the 
participants, especially for Apoteket AB during their change communication. However, the 
participants claimed that Internet as a non personal promotional tool can not overrule the 
other more common tools, instead it should only function as a complement. This because 
Apoteket AB has a wide customer segment with many older customers which the participants 
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believed were not to familiar or good at utilizing the Internet. The participants stated that the 
Internet in Apoteket AB’s case could be organized to function as a very good information 
provider, where both product information and personal information could be obtained. 
Moreover, they believed that Internet then is good to show that Apoteket AB is modern and 
are keeping up-to-date with current trends. Internet was also perceived by the participants as a 
tool that is able to draw new customers, especially with e-commerce as a strategic approach 
which have good conditions to improve Apoteket AB’s distribution and is definitely the 
future approach for the organization according to the participants.    
 
Sales Promotion as a non personal promotional was not believed to be an appropriate tool for 
Apoteket AB to communicate their change, according to the participants. Additionally, the 
majority in the group stated a clear ‘NO’ regarding all sales promotional activities, based on 
the fact that Apoteket AB is perceived as a trustworthy organization, and should therefore not 
conduct any tricks at all to attract the customers. Overall, the participants believed that it is 
better in Apoteket AB’s case to lower their prices on the goods and services instead of giving 
specific price reductions which feels too cheap and not connected to their business mission. 
Consequently, if sales promotion activities would be utilized in too great extent it would 
affect Apoteket AB’s trustworthiness. On the contrary, some of the participants stated that 
sales promotional activities could be a possible way for Apoteket AB to communicate the 
change, but used in a very low degree. A Price reduction as a sale promotional activity 
according to the participants is an example of an activity that should not be utilized due to the 
fact that it do not fit Apoteket AB’s overall image. Consequently, they suggested that instead 
of giving price reductions it would be better to lower the prices. On the contrary, the 
participants connected different premiums as a somewhat better form of an activity, this 
because it is better for Apoteket AB to award their customers that visit the store often. Gifts as 
an activity were perceived by the participants to some extent appreciated, this because they 
like goods and services that is free, but on the other hand it needs to be to in a very limited 
degree in order to maintain credibility. The participants claimed that coupons as an activity is 
a waste of money and especially in Apoteket AB’s change communication. They further 
stated that they do not utilize the coupons because it is too much of a hassle for them, and 
again it was their belief that Apoteket AB’s trustworthiness would be affected and to be 
associated with organizations that are not perceived as serious at the market.  
 
Direct Marketing was strongly rejected as an alternative by all the participants and especially 
in the case of Apoteket AB. Furthermore, they stated that direct marketing is pushy, intrusive 
and annoying, which they believed would set the wrong tone during Apoteket AB’s change 
communication. Additionally, the participants believed that there are other tools that Apoteket 
AB can utilize during the change that are not annoying to the same extent, they further added 
that direct marketing should not even be utilized in the future by the organization due to the 
fact that it would affect Apoteket AB’s image of being a serious and trustworthy organization. 
Nevertheless, the participants claimed that direct mail is a better form of direct marketing than 
telephone marketing, but they all agreed that they already today receive too much 
advertisement in their mailboxes which they characterize as crap. Moreover, they also added 
that telephone marketing is the worst direct marketing activity they know of, this because the 
companies even sometimes are rude if people do not want to listen to specific offers.  
 
Overall, the participants stated that Apoteket AB needs to keep their seriousness and 
trustworthiness, whilst at the same time showing respect to the customers, when changing. 
Moreover, they stated that Apoteket AB should utilize their competitive advantage of their 
quality and knowledge reputation. However, the participants believed that Apoteket AB 
should definitely consider the message format which the grocery retail store ICA has been so 
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successful with. They also added that during the change communication, Apoteket AB needs 
to focus on the customers visiting the pharmacies in their advertisements and especially 
utilize television as the main promotional tool. The final advice made by the participants to 
Apoteket AB was that they should keep the communication simple but improve the look and 
style in combination with some discrete humor.    

4.2 Case Two 
The second case is based on the data collected from focus group two, which was conducted at 
the residence of two participants, on December 17th at 6 pm. Moreover, the participants of 
focus group two was between the ages of forty to sixty-five, consisting of 6 individuals, two 
men and four women.  

4.2.1 Data from Research Question One, Case Two 
Regarding the issue of message format, the participants felt very strongly about Apoteket AB 
keeping their current format of being, according to them safe and of high quality, they felt that 
it is sad that they are changing even though most participants could see that even Apoteket 
AB must keep up-to-date and meet new generations wishes. This because they felt that 
Apoteket AB is an extension of the health care service and should not move away too much 
from that. Therefore, the participants also stated that Apoteket AB should not extend their 
business into other related areas due to the fact that Apoteket AB would no longer be a 
pharmacy handling people’s core health. One participant made a connection to the American 
drugstores which were perceived as a model that Apoteket AB could look at in order to get 
new ideas and guidance. Nevertheless, all the participants believed that the change and its 
communication should be done with care, so that the mistakes as the Swedish postal office 
made are not repeated all over again.  
 
Concerning the format straightforward the participants believed it to be interesting for 
organizations and of great importance when communicating the change. This was according 
to them based on the fact that too commercial communication reduces credibility and also that 
straight to the point communication feels more honest and appropriate. A straightforward 
format can also according to the participants make the distinction that the change do not 
concerns pharmaceutical drugs simply just better service, better customer focus and more 
commodity products. Consequently, all participants believed that the more straightforward the 
message is, the more effective the communication during the change will be. However, some 
participants stated that Apoteket AB must guard the brand and its image because too much 
fact and information might also confuse and upset foremost older customers that only 
perceive Apoteket AB as a pharmacy.  
 
The format demonstration was considered by the participants as an interesting format in the 
right environment but not suitable format for Apoteket AB to communicate the change. One 
participant made a connection to the selling people demonstrating different products in-store 
which they did not like in connection to Apoteket AB since it gives the wrong impression of 
such a respected organization. Demonstration as a format is not the right way for Apoteket 
AB due to the fact that they foremost sell pharmaceuticals, the participants felt that this 
format together with pharmaceuticals clashes and makes a cheap image where the 
organization’s status and quality would be affected negatively. Additionally, one participant 
believed that this format could be utilized by Apoteket AB when communicating the change 
since it would easily show the changes, however, Apoteket AB must still be concerned to how 
the format is suited with the overall brand image. 
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Comparison as a format was overall received with skepticism by the participants and 
especially in the case of Apoteket AB due to the fact that no organization could be compared 
with Apoteket AB and their products even though they sell commodity products. However, 
two participants stated that Apoteket AB could in this change communication be compared 
with health food shops to illustrate how they are changing, but all participants agreed that 
comparison format is not the best format for Apoteket AB to utilize and especially not during 
the change.  
 
The majority of the group considered problem solution/problem avoidance as an interesting 
format but totally impossible for Apoteket AB to utilize during the change communication. 
This was due to the participants view that Apoteket AB’s service to be of very low standards, 
which in turn gave them the impression that they do not solve customer’s problems. Further, 
since the participants perceive Apoteket AB as dull and boring with little or no service they 
are unwilling to ask for advice or guidance regarding the commodity products which is 
another reason for why problem solving is not a good format to use. The participants also 
definitely did not like problem avoidance since the participants want a permanent solution to 
their problems and do not contact Apoteket AB until a problem have aroused which exclude 
problem avoidance as a suitable format. One participants stated that since Apoteket AB today 
have very long cues and bad service it is hard to think of problem solving and problem 
avoidance as a good and suitable format, however, if the upcoming change would alter these 
issues this format might be a good option.         
 
Regarding the format slice of life, the participants believed this format to be very interesting 
and an appropriate format to use for Apoteket AB’s change communication. One participant 
discussed ICA’s commercial as a good slice of life format to have as guideline. The other 
participants agreed and further developed the concept with other similar examples such as the 
coffee brands Gevalia and Nescafe’ that utilizes the same kind of formats, which they all were 
positive towards. Moreover, they stated that slice of life communication formats are 
innovative, fun, stimulating and exciting. One participant had an idea that Apoteket AB 
should show an employee in a regular pharmacy setting, naming all kinds of commodities and 
ending the statement with, “oh, by the way, we still also have all the pharmaceuticals you 
need”, this the participants thought was fun, simple, informative and of the right kind for 
Apoteket AB. Further, the participants would like the format to be in a serial, this in order to 
create a relationship with Apoteket AB and their offered products and services. Additionally, 
the participants pinpointed that even though Apoteket AB should utilize the slice of life 
format in an innovative way they should still keep it simple and pedagogical where the 
perception that Apoteket AB still is serious and trustworthy are delivered.  
 
Regarding the format spokespeople/endorsers the participants believed it to be an interesting 
format that also could be utilized to some extent during the change communication by 
Apoteket AB, as long it is connected to trustworthiness. They were divided due to the fact that 
all participants believed that Apoteket AB should definitely utilize the format if they 
introduce spokespeople/endorsers that the public are not familiar with. These 
spokespeople/endorsers would in turn be associated with Apoteket AB in a specific theme, 
which they believed to be good, especially in the long-run. On the other hand, all participants 
believed that Apoteket AB should not consider the format if persons like actors, pop-stars or 
athletes would be Apoteket AB’s spokespeople/endorsers. Consequently, the format was 
considered to be limited by the participants because it can only be used under the right 
circumstances. Some of the participants also connected this format as a format utilized by 
ICA, which created Stig and his staff as spokespeople/endorsers, a perfect choice according to 
all participants. The participants also made a connection to the famous spokesman 
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‘Iprenmannen’, which they believed to be an interesting choice, this since everyone know 
about that commercial compared to the advertisements where famous athletes have been a 
part. Based on that, the participants suggested Apoteket AB to create ‘the Apotek-man’, an 
ordinary man/women with some interesting characteristics. Additionally, the participants 
pinpointed that it is important for Apoteket AB to decide whether to use this format or not in 
the beginning of the change communication, this since it will be easier to remember the 
spokespeople/endorsers if they are introduced already in the beginning. 
 
The format teasers was not liked at all by the participants as a format and especially not in 
Apoteket AB’s case were their credibility would be decreased a lot, as a result of this format. 
Moreover, the participants believed this format to be very strange and not valid for any 
organizations and especially not for Apoteket AB, since the communication is too vague 
without any credibility. Many of the participants also pinpointed that this format is very 
annoying from all perspectives since the organizations utilizing this format believe they do 
something interesting and good, but the real effect is the complete opposite. 
 
Musical was considered to be very important as a format by all the participants. The group 
agreed that music is a great way of creating feelings that in turn can be associated with the 
organization utilizing this format. However, the group also claimed that it is of great 
importance to use music in the right way, meaning that music should not be used just because 
it is a great way of creating feelings. Consequently, they all agreed that Apoteket AB should 
utilize this format, but they pinpointed that the selection of music needs to be considered in a 
great extent due to the fact that wrong music will result in negative feelings. The participants 
suggested soft music, based on the fact that it results in more harmony than other types of 
music. Some of the participants specifically pinpointed towards classical music as an option, 
this since Apoteket AB is an organization with an interesting history where it is important to 
communicate the trustworthiness. Another suggestion was that Apoteket AB should create 
their own music which they can use throughout all communication. In that song the 
participants also suggested to add the slogan based on the fact that it will then be easier to 
remember Apoteket AB. 
 
Regarding the format fantasy, the participants liked the idea and believed it to be interesting. 
The group were divided when discussing whether fantasy is suitable or not in the case of 
Apoteket AB. Those who were negative towards Apoteket AB utilizing this format stated that 
it definitely would affect the organization’s trustworthiness. One participant also added that 
since Apoteket AB is a monopoly company, they therefore need to put special care into 
keeping their credibility so that the big mass are not in any way upset. Further, that participant 
stated that if special attention is not put into this matter, a great possibility is that Apoteket 
AB would end up like the Swedish Postal service during their change, meaning that customers 
would be confused, scared and very upset. On the contrary, some of the participants like the 
idea of utilizing the format fantasy, in the case of Apoteket AB. They pinpointed that this 
format can be interesting and even fun compared to other formats, and especially a great way 
of creating attention. The participants that liked this format also added to the discussion that 
fantasy does not need to be extreme, it should just be a little bit different. Overall, the 
participants together concluded that Apoteket AB can utilize the fantasy format but not by 
itself during the change communication, instead it needs to be combined with some other 
formats, however, if the fantasy format is used in the right way it can definitely create 
attention.            
 
Concerning the format mood or image, the participants felt it was an interesting format but 
obscure for Apoteket AB to focus on because the organization is perceived as cold and 
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inflexible. They especially added that Apoteket AB can not be associated with warm feelings 
like love or romance. The mood or image that the participants thought might suit is the image 
of safety or that the organization is environmental friendly, but they also pinpointed that the 
organization must stand for quality and therefore make sure that they live up to what they 
communicates. Overall, they believed that Apoteket AB should not utilize this format during 
the change communication since the organization has the reputation of being dull and boring, 
which they definitely should not communicate.  
 
When discussing message appeals, the participants argued that it is important for Apoteket 
AB to use the appeal of safety but also the appeal of high quality. They stated that this is 
because Apoteket AB should utilize customer’s preconception of the organization, which they 
stated makes the message more believable. However, one participant believed that Apoteket 
AB today does not have any appeal, but also stated that this could be changed. 
 
The appeal effective was not considered to be interesting and not associated with Apoteket AB 
at all. Instead they associated the appeal effective with Apoteket AB becoming a supermarket, 
which the participants definitely did not like. Instead they wanted Apoteket AB and their 
commodity products department to be a peaceful and delightful space where shopping is 
based on comfort, not speed. They therefore did not believe that effective as an appeal is 
appropriate. However, two participants added that since Apoteket AB today is known for their 
ineffectiveness it might be good to attack against that presumption, especially if the 
organizational change will alter the ineffectiveness. When it comes to the appeal convenient, 
the participants believed it to be an interesting appeal, on the other hand they also believed 
that Apoteket AB should definitely not use the appeal convenient, due to the fact that the 
participants perceive the organization as the complete opposite. They pinpointed that it never 
is convenient in any way to visit Apoteket AB, neither the pharmaceutical nor the commodity 
product department. There are always long cues, bad service and an overall bad atmosphere 
leading to that the organization is not convenient at all, which therefore should not be 
communicated. On the other hand, the participants stated that if Apoteket AB improves the 
overall atmosphere the appeal should be considered, since the customers need to be informed 
of the improvements. 
 
Cheap as an appeal is always interesting according to the participants and should definitely be 
communicated. This because Apoteket AB has low or comparable prices compared to other 
companies that offer the same commodity products. Additionally, the participants pinpointed 
that Apoteket AB’s products have good quality which should be communicated with the low 
or even cheap price. However, some of people in the group stated that Apoteket AB is 
expected to have cheap products, consequently, the price level should be communicated 
during the change. Regarding the appeal natural, they felt it to be interesting and also an 
expected part of both health and illnesses, which is connected to Apoteket AB’s overall 
business mission. Therefore, the participants would like this appeal to be apart of the change 
communication since this would communicate that the organization still is dealing with 
pharmaceuticals but also with better service and useful commodities.  
 
Wisdom as an appeal was considered to be very interesting and of great importance to 
communicate, according to the participants. All participants were in the belief that Apoteket 
AB possesses a great knowledge within the organization, to be more specific they pinpointed 
towards their education and overall knowledge about the products. This was also seen as a 
competitive advantage, because there is no existing organizations that possess the same 
knowledge about their products/services. Some of the participants also connected their great 
knowledge to why things are going so slow at Apoteket AB, this since the personnel always 
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need to be very careful of recommending as well as selling the right products to the 
customers. Moreover, all participants stated that they trust the personnel at Apoteket AB from 
all perspectives and always feel safe, consequently, this format should be utilized since it is 
connected to the safety and trustworthiness issues, which according to the participants is 
Apoteket AB’s main characteristic. Regarding productivity as an appeal, the participants did 
not believe it to be an interesting or appropriate appeal to communicate based on the fact that 
they connected it to how good the personnel at Apoteket AB is at selling products to their 
customers. Instead they were in the opposite belief, meaning that they perceived Apoteket AB 
as an organization where people are not productive, hence, if communicating that Apoteket 
AB is productive it would create skepticism and distrust.  
 
The appeal tamed was positively received by the participants since Apoteket AB is an 
organization that is watched by many authorities especially regarding pharmaceuticals, but it 
also affects the commodities sold. Consequently, all the participants believed that all the 
products sold at Apoteket AB stands for high quality and high degree of control. Even though, 
the participants liked the appeal, they believed that it is not good to focus on due to the fact 
that the organization is a monopoly company and do not compete on the same terms as their 
competitors selling commodities, also the appeal is not to the group exciting nor interesting. 
Similar to the appeal tamed, was the appeal independence where the participants claimed that 
Apoteket AB is not independent in any way since they are a monopoly company. 
Consequently, the participants believed that this appeal should not be used in any way and 
overall not an interesting appeal.  
 
Concerning the appeal healthy, the participants found it to be interesting but stated that it is an 
appeal that should not be utilized during Apoteket AB’s change communication. Some 
participants claimed that Apoteket AB and all their products are healthy but a necessity for 
having a good health, and this appeal should therefore not be in focus since Apoteket AB is 
very strongly intertwined with ill-health. The appeal durable was also considered as an 
interesting appeal under the right circumstances but not as an appeal that Apoteket AB should 
focus on. This since the appeal was associated with products that have a specific expire-date 
and not have a very high quality. Apoteket AB should consequently not utilize this appeal 
according to the participants since the organization is very strongly related to trust and high 
quality.  
 
Modern as an appeal was considered by the participants as a rather good and interesting 
appeal to communicate during a change. Additionally, they believed that Apoteket AB need 
to show their customers that they are becoming newer and fresher as an organization, one that 
follows trends and customers needs, and should therefore utilize modern as an appeal. 
Moreover, the participants wanted Apoteket AB to provide proofs that the organization has a 
new approach both by offering better services but also with fresher atmosphere with more 
colors. The appeal technological was according to the participants very strongly connected to 
the appeal modern, due to the fact that many modern enhancements involve technical issues. 
The participants claimed that a technological appeal is interesting from numerous 
perspectives, and should definitely be utilized by Apoteket AB. However, the participants 
stated that Apoteket AB needs to be careful and think long-term since they have many 
customers that are unfamiliar with new technical improvements. One participant gave an 
example of the Swedish banks that started to utilize the Internet approximately five years ago 
as a customer service tool, and stated that such an approach could be suitable for Apoteket 
AB where customers can if they like, use technical improvements, but still the old kind of 
pharmacies would be available, however, changing in the long-run.  
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The appeal safety, were according to the participants considered as a very interesting and 
highly appropriate appeal to utilize during a change communication. Moreover, due to the fact 
that Apoteket AB is perceived as a safe and trustworthy organization, they should therefore 
continue to communicate that competitive advantage. The participants also connected the 
appeal safe with the appeal wisdom since Apoteket AB’s overall competence and knowledge 
leads to issues concerning safe. The final rational appeal concerned neat, which the 
participants perceived as important to communicate, however not in the case of Apoteket AB. 
Consequently, they believed that an organization like Apoteket AB should instead be simple, 
neutral and moderate with an overall atmosphere that is clean cut, not focusing on extravagant 
issues such as design.  
         
The first emotional appeal sex, was strongly rejected by the participants both as an interesting 
and appropriate appeal during change communication in the case of Apoteket AB. 
Additionally, they believed that sex as an appeal is out-dated and clichéd at the market today. 
Sex as an appeal is also the complete opposite to what Apoteket AB stands for in the minds of 
the participants and would therefore damage the organization’s credibility and 
trustworthiness. On the other hand the whole group agreed that if Apoteket AB wants to 
attract more men as customers, the sex appeal could be utilized. Concerning nurture as an 
appeal, the majority of the participants agreed that nurture is an interesting appeal that also is 
intertwined with Apoteket AB and should therefore be utilized during the change 
communication. However, one participant strongly disagreed and stated that nurture is not 
what is desired at Apoteket AB, instead that participant sought after understanding and 
privacy. Connected to that participant’s statement is the appeal of affiliation, which all people 
in the group rejected as an interesting appeal but also based on the fact that they turn to 
Apoteket AB for help with delicate issues which requires privacy, not affiliation. 
Consequently, the participants were in the belief that affiliation is neither an interesting appeal 
to utilize during a change and especially not in the case of Apoteket AB. On the topic of 
guidance as an appeal, the majority of the participants felt that guidance is a good, interesting 
and appropriate appeal to communicate. They stated that Apoteket AB and their services are 
very strongly connected to guidance and wisdom, since the organization offers help, care and 
advice, and as a result they should definitely utilize guidance as an appeal during the change 
communication.   
 
The appeal aggress, was according to the participants a strange appeal to communicate. 
Additionally, the participants strongly rejected the appeal of aggress in the case of Apoteket 
AB, due to the fact that it is an appeal that is the complete opposite of what the organization 
stands for. All the participants also added to the discussion that if aggress would be utilized, it 
would strongly affect and decrease Apoteket AB’s credibility and diminish the respect from 
the customers. Regarding the appeal achieve the participants considered it to be interesting, 
but not in association with Apoteket AB because even though the staff at Apoteket AB helps 
the customers, it is not an achievement, it’s a duty. Most of them did not see any connection 
between achieve and Apoteket AB and stated that since it has nothing to do with the 
organization it should not be used to communicate the change. One participant, however, 
stated that it could be utilized to promote the change as an achievement, but stated that other 
appeals probably could do so better.  
 
The appeal dominate where to the participants negative and stated that negative associations 
should be avoided, especially in Apoteket AB’s change communication. Further, dominance 
was stated to have nothing to do with Apoteket AB’s as an organization or business areas. 
They believed that the change itself is negative and should be communicated to be something 
positive. The appeal prominence was considered to be interesting and associated with respect 
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and reverence which the participants believed to be a necessity to communicate during the 
change. This since Apoteket AB serves many customer segments often handling private 
issues that need to be considered as important, it becomes a point of honor for the 
organization.  
 
Concerning the appeal attention, the participants believed it to be an interesting appeal but felt 
that since the service level and attitude at Apoteket AB is rather low, it is not suitable to 
communicate the appeal attention which is perceived as a fabrication by customers. One 
participant stated that, when they are visiting a pharmacy it feels like they as customers are 
intruding and disturbing the staff, rather that being welcomed, which all the other participants 
stated they had experienced. Autonomy was not considered by the participants to be an 
interesting appeal together with the fact that it was strongly related to Apoteket AB’s 
monopoly situation at the market. Consequently, the participants claimed that autonomy may 
be a negative appeal that gives associations that Apoteket AB does not have the best products, 
prices or services. Moreover, they can do what they want since they are monopolized, and that 
attitude will most likely impinge on the commodity products as well. Regarding escape as an 
appeal, it was considered to be interesting under the right circumstances but rejected as a 
suitable appeal for Apoteket AB’s change communication, since they strongly associated 
escape in the case of Apoteket AB with drugs. Moreover, escape was also seen as temporary 
whilst they wanted Apoteket AB to provide permanent answers to various issues or needs. 
However, the participants believed that escape could be an appeal for certain product 
categories, and they gave the example of sun-lotion. The appeal feel safe was both considered 
as interesting as well as recommended by the participants, since they felt that Apoteket AB 
make them feel safe and calm. Moreover, they stated that feel safe as an appeal is good to 
communicate when the change is happening, especially since this is one of the most important 
attributes of the organization, an attribute that despite the changes must be present.  
 
The participants stated about the appeal aesthetic sensation that it is interesting and important, 
especially in the case of Apoteket AB since they are perceived as boring and not attracting. 
Consequently, the organization must be able to practically show the change, and the 
participants believed that this is best done by improving the visuals of the organization. 
Concerning the appeal satisfy curiosity, the overall statement was that it is an interesting 
appeal but not appropriate for Apoteket AB since they believed that the organization is boring 
and non service minded, they were also not curios about them as an organization nor about 
their products. Further, they believed that since the organization is a state-owned company 
they are perceived as dull, boring and unsuccessful, no matter if that is the truth, hence, 
Apoteket AB can not satisfy any sort of curiosity. The last emotional appeal, physiological 
needs was by the majority perceived as a good and interesting appeal that also Apoteket AB 
could utilize on when communicating the change. They believed that since most of the 
commodities sold at the pharmacies are in some way related to a physiological needs, and also 
since Apoteket AB carries many of commodity products, the appeal physiological needs 
would make the communication credible.                                
 
Overall, the appeals can according to the participants be divided in rational and emotional 
appeals. Nevertheless, they stated that a separation can be difficult due to the fact that they as 
customers can react on both kinds of appeals at the same time. Additionally, they also 
believed that the appeals most appropriate depend on what kind of products or services that is 
being sold and communicated. All together, they claimed that emotional appeals are most 
useful since those creates empathy and stir up emotions, however, in the case of Apoteket AB 
and their change communication, the participants claim that  rational appeals are best suited. 
This since Apoteket AB need to inform their customers about the change in a direct way so 



Chapter 4  Data Presentation  

 54   

that misinterpretations are avoided, but also to make the customers knowledgeable in what the 
‘new’ Apoteket AB stands for. However, the participants also added that Apoteket AB should 
later on mix the two kinds of appeals in order to create a good blend suitable for Apoteket AB 
in the long-run.  
 
Regarding color as a visual element within a message, the participants desired Apoteket AB 
to utilize warm, joyful, positive colors, some of the participants stated that colors such as red, 
green and other earth-tone colors are good colors. The color red was symbolized with blood, 
stop, emergency, and also that red is a color that attracts attention. Red in connection with 
Apoteket AB divided the group, due to the fact that some associated red with blood, which 
they felt gave the wrong impression. On the contrary, other participants claimed that red 
cheers up, which they felt Apoteket AB definitely need. Blue as a color was associated with 
coldness, chilly weather and also with the pharmaceutical drugs Viagra and Ipren. The 
participants agreed that Apoteket needs to communicate warmth, consequently, blue was 
rejected as a suitable color both because it is cold but also because they felt blue to be a 
boring color. The color yellow was considered to be associated with the sun, illumination and 
things that are natural. Moreover, the participants believed that yellow could be a very good 
color to utilize in the case of Apoteket AB, especially in combination with the organization’s 
head color green. The color green was in turn symbolized with the nature and also with 
Apoteket AB which consequently was perceived by the participants as a very suitable color 
during the change communication. Additionally, they claimed that more green shades could 
be a way to illustrate organizational change whilst still keeping their history and 
trustworthiness. The participants believed black to be a color that is really nice, clean cut but 
symbolized it with negative issues such as the death. Consequently, all participants agreed 
that black was not a good color for Apoteket AB to utilize during the change communication, 
nevertheless, they believed that black is suitable as a copy color.  
 
White as a color was to the participants symbolizing purity, innocence, safety, doctors and 
sterile environments. The participant felt that since Apoteket AB is strongly linked with the 
health care which are strongly related to the color white and with sterile environment, they 
believed that white is a good color to utilize during the change communication, but also 
because white is a neutral color that is easily combined with other colors. On the contrary to 
white, grey symbolized to the participants dirt, ash, concrete and boredom. Further, they 
therefore did not believe that grey is a suitable color for Apoteket AB to utilize in any 
circumstances, especially since this is how Apoteket AB is perceived today, boring and grey. 
The color pink was considered with skepticism, much because the participants symbolized 
pink with piglets, babies and with cuteness. The participants did not like pink in combination 
at all with Apoteket AB, they felt pink would signal that the organization is not serious or 
trustworthy and that Apoteket AB is not of high quality.  
 
According to the participants, the color orange was symbolized with fire, sunsets, safety, 
warmth, but also with the Swedish Telecom. The participants were unanimous and stated that 
orange is a powerful color that would look good with Apoteket AB’s green color, but orange 
would also look good with other colors such as yellow and red. Moreover, the participants 
would recommend Apoteket AB to utilize orange during the change communication since it is 
a nice color but also because it attracts attention to the ‘new’ organization. The last color 
purple was by the majority of the participants symbolizing old ladies, privacy, peace, 
happiness and the municipality Boden. Additionally, they would not like to see the purple at 
Apoteket AB nor as a color to communicate the change, since it to the participants sends the 
wrong signals and moods that the organization is not trustworthy or a place to feel safe at.  
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Overall, the participants wanted Apoteket AB to utilize more colors and especially warm 
colors. Further, they also stated that the change should be illustrated with colors and that the 
change should be coordinated between all pharmacies, this to inform the customers of a 
permanent change that is better than the old Apoteket AB.  

4.2.2 Data from Research Question Two, Case Two 
Concerning the non personal promotional tools all the participants in the focus group were 
unanimous and stated that television is the tool that Apoteket AB should use and focus on 
during the change communication. This due to the fact television reaches the big mass and 
also since television has the biggest impact on them as customers.  
 
Regarding advertising, they further stated that, even though they try to escape from various 
kinds of advertising, they claimed that television is the tool that they do notice and often find 
a bit amusing. The participants also added that television unlike other promotional tools 
provides the message directly because it combines pictures, movements and sounds. Unlike 
television, radio as a promotional tool did stir various feelings. Approximately half of the 
participants stated that they do not listen to the radio and therefore did not think radio is an 
appropriate tool to communicate the change to them. They also stated that the radio channels 
they listen to, do not air any commercials. The participants that frequently listen to the radio 
though claimed that radio is not a good way of communicating with them due to the fact that 
they do not reflect and remember the commercials at all. On the contrary, one of the 
participants believed radio to be an appropriate tool since it is a great tool of supporting 
television. When it comes to different newspapers as a promotional tool, the participants 
believed it to be good for the change communication for Apoteket AB since the organization 
need to reach the big mass which newspapers does. However, the participants claimed that the 
visibility in newspapers is not the best and should therefore only be used as a reinforcement 
tool or as an information tool stating which products that are offered at Apoteket AB. They 
also added that newspapers are something they read fast which leads to that it is not the best 
promotional tool during the change. The majority of the participants claimed that magazines 
is not a good way of communicating the change based on the fact that magazines are very 
topic specific that only reaches a limited number of people, which in turn makes it very 
difficult to reach the big mass that need the information of the change. The one magazine that 
was perceived to be appropriate by a number of participants was Apoteket AB’s own free 
magazine that is available at all pharmacies. They also believed magazines to be credible and 
read by the frequent customers who are concerned with what happens at Apoteket AB. 
Cinema as a promotional tool was by all the participants perceived as out dated and replaced 
with television, based on the fact that they no longer visits the cinemas and if doing so they do 
not notice or remember the commercials. They also believe that the cinemas are a too narrow 
tool in order to be able to reach the big mass and especially not good to reach the segments 
that are a bit older which are by the participants seen as Apoteket AB’s main customers. 
Regarding the promotional tool posters, all the participants overall, believed it to be a good 
tool to utilize, especially in the case of Apoteket AB, nevertheless, only as an extra tool 
supporting television. Moreover, they claimed that posters are highly visible that reaches the 
masses, without disturbing and intruding on the customer’s privacy.  
 
According to all the participants, public relations were considered to be of great importance 
during an organization’s change communication, especially in the case of Apoteket AB. 
Additionally, they believed that publicity will affect the older people in a more trustworthy 
way than advertising and also serve as a good complement to advertising. Nevertheless, they 
pinpointed towards the importance in the case of Apoteket AB, to know exactly what they 
want to communicate before using this tool and also communicate it in a way so that the 
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customers understand. On the contrary to publicity, marketing public relations were not liked 
at all by the participants based on the fact that they perceived it as politics and believed that 
Apoteket AB’s trustworthiness would be negatively affected. However, one participant liked 
the idea of marketing public relations in the form of an opening event of the ‘new’ Apoteket 
AB, which would create more attention and awareness among the public. 
 
Internet and online marketing as a promotional tool was perceived by the majority of the 
participants as an unfamiliar and difficult tool, which they believed could diminish the 
organization’s credibility. However, they believed Internet to be necessary to utilize by 
Apoteket AB in order to keep up-to-date and attract the big mass and the new generations. 
They also added that Internet is not a promotional tool they will use, hence, Internet usage 
should not according to them exclude the other promotional tools. Nevertheless, some of the 
participants specifically pinpointed that the possibility of searching information online about 
Apoteket AB and their change can be a good and fast way which the customers can have easy 
access to. On the other hand, the majority of the participants stated that e-commerce is not 
something they as customers will utilize, but they understand the overall development 
towards more shopping online.  
 
Regarding sales promotion as a promotional tool, the majority of the participants liked some 
activities but did not find it suitable in the case of Apoteket AB’s change communication, due 
to the fact that it gives the impression of the organization being to profit oriented instead of 
customer oriented. They also added that instead of working with sales promotion activities, 
Apoteket AB should have low prices at all times. Price reductions was perceived in various 
ways by the participants, one thought it to be attractive whilst the majority believed it to be 
wrong since Apoteket AB’s prices always should be low and not require discounts to be 
attractive and competitive. All participants however, stated that price reductions are 
acceptable if they are connected to membership cards where the customers are rewarded for 
their loyalty. Regarding premiums the majority of the participants felt it could be 
discouraging as an incentive, this because at Apoteket AB the customers should not be foist 
on any kind of products, customers should be comfortable knowing that they get what they 
need and nothing more. The participants stated that by having constant low prices would give 
more incentives for shopping at Apoteket AB than any sort of sales promotion activity. 
Concerning gifts, the participants were of the same opinion as with premiums, that it is not an 
activity that is perceived as serious and trustworthy. They claimed that they as customers 
become very suspicious if they receive something for free, especially if they get something 
from an organization strongly connected to the government as Apoteket AB. Concerning 
coupons, the group felt it to be a complete waste of money for Apoteket AB, because they do 
not utilize such offerings at all, they perceived them as trash that only damages the 
environment. Further, they also believed that if Apoteket AB would use coupons it could 
create ‘badwill’, since not all customers are offered the same things and at Apoteket AB all 
people should according to the participants be treated equally.  
 
Direct marketing was perceived as very negative to utilize as a promotional tool in the case of 
Apoteket AB. Additionally, direct marketing was considered to be very intrusive and not 
serious and trustworthy. Consequently, all participants agreed that Apoteket AB’s image 
would be affected very negatively if they would use the tool, based on the fact that the 
organizations is perceived as very trustworthy and serious by the Swedish people. Direct 
marketing as a promotional tool would also most likely create severe ‘badwill’ since people 
can not choose if they want to communicate with Apoteket AB or not. The participants also 
claimed that direct mail as an activity has no impact due to the fact that there are so many 
organizations using this technique that are not trustworthy and serious. They continued by 
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stating that the absolute worst form direct marketing is telephone marketing. This because 
organizations call people whenever it suits them and not the customers, they also eliminate 
customers privacy and right to choose. The participants also added that many people have 
problems to say ‘NO’ when exposed to telephone marketing which unfortunately many 
organizations make use of, that also creates distrust and disbelief of direct marketing as a 
whole. 
 
Overall regarding the non personal promotional tools, the participants stated that television is 
the tool that mainly should be utilized by Apoteket AB during their change. They further 
added that, in order for the change communication to have impact on the customers they need 
to create a communication that customer can not miss. The communication should be 
extensive through the change and move towards a more focused, long-term communication.
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5  Data Analysis  
his chapter will analyze the data collected in order to be able to present findings and 
conclusions in the last chapter. Based on the order of the research questions, a within-

case analysis will be conducted for the two cases investigated, where the empirical data will 
be compared to the theories presented in the conceptual framework to see whether the data 
collected coincide or not. Thereafter, the two cases will be compared to each other in a cross-
case analysis. The cross-case analysis will start with simplification and coding of the data 
collected in a data display and then a comparison will be made to find similarities and 
differences.    

5.1  Within-Case Analysis of Focus Group One, 20-39 Years Old  
In this section the data collected from focus group one will be analyzed in comparison with 
previous research presented in the conceptualization. The analyzes will be made in the order 
of the research questions, starting with the message characterization, followed by the 
promotional tools’ utilization.  

5.1.1  How Should the Message be Characterized in Times of Change? 
When describing the message characterization, we looked into three different aspects. First, 
we looked into the message format, which are foremost used for planning the message 
delivery. Next are message appeals, which spark people’s interest, speaks to their needs or 
moves them. Finally, colors were looked into, based on the fact that they are versatile, 
stimulate emotional responses, affect persuasiveness and affect the customer’s overall 
perception. 
 
Regarding message formats, the theory from the conceptualization involves ten different 
formats which organizations can choose between when creating a message (Wells et al., 2003 
and Kotler and Armstrong, 1994). The table below illustrates an overview of the message 
format analysis presenting the formats and the coding. 
 

 

T 
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The first message format suggested by Wells et al. (2003) is straightforward, which is a 
message of factual or informational kind that provides information without special effects, 
emotions or gimmicks. In terms of a message format that is straightforward, all participants in 
the focus group considered it to be important but it needs to be in a limited extent or at least 
sugar-coded. The participants also pinpointed that information that is straightforward is often 
relevant and needed since it is important to know which organization that is the sender of the 
message, but maybe not in the case of Apoteket AB due to the fact that their messages are 
already far too strict and boring. Consequently, the data somewhat weakens the theory.  
 
According to the theory by Wells et al. (2003), the format demonstration focuses on how the 
product or service should be used and what it can do in a straightforward tone. The 
participants did not believe it to be neither an important format nor a suitable format in the 
case of Apoteket AB’s undergoing change communication. Moreover, the participants 
claimed that since Apoteket AB is perceived as boring and strict, demonstration as a format 
would in turn demolish the recipients’ view of the organization even more, nevertheless they 
stated that, if Apoteket AB utilizes the format they recommend them to focus on their 
credibility and functionality, pinpointing that their products are not a low budget alternative. 
Since the focus group did not find it interesting or suitable, the data falsify the theory.   
 
The format comparison is described by Wells et al. (2003) as format that creates contrasts 
between two or more products and concludes that the advertised product is better. Moreover, 
this format can be both indirect where the product refer to other leading brands or direct 
where competitors products are mentioned, consequently, this format is based on seeing is 
believing with the aim of conviction. Regarding comparison as a message format, the group 
did not like it due to the fact that many organizations already utilize the format and that it 
sometimes can give the impression of an organization being ‘cheesy’ and discrediting. The 
participants also agreed and stated that it should not be utilized by Apoteket AB since it can 
be difficult for them to communicate and compare their products with other well developed 
brands since their products are perceived as neither interesting nor attractive. Additionally, the 
participants also believed that Apoteket AB’s overall business mission does not coincide with 
the format comparison. Due to the fact that the group was so critical of the format, the data 
differs from the theory. 
 
In the theory by Wells et al. (2003), the format problem solution/problem avoidance first 
presents a problem which the advertised product or service have the solution for, 
consequently, the product is the hero. Moreover, in the problem avoidance format the product 
helps to avoid a problem or threat. The participants liked this format and perceived it to be 
interesting, but pinpointed that it needs to be seen in the long-run, focus on one solution at the 
time and as a backup format in order to work effectively. Additionally, all participants also 
believed it to be an appropriate and suitable format in the case of Apoteket AB which they 
can profit from in the long-run. The participants also stated that the format problem 
solution/problem avoidance is a great answer to why people should visit Apoteket AB and 
buy their products based on the fact that the organization is known for its knowledge and 
seriousness. Because the data collected from the focus groups are supportive of this format, 
the theory is strengthened. 
 
According to the theory by Wells et al. (2003), the format slice of life is a form of problem 
solution but more elaborate staged in a setting where normal people talk about the problem 
and its resolution. All participants were unanimous when it came to this format and stated that 
it is very interesting from all perspectives and a format of extremely high importance for 
Apoteket AB during their change communication. The participants believed that this format is 
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great in creating familiarity, attraction and a bit of subtle humor, in combination with showing 
a mean of the Swedish population with everyday people visiting Apoteket AB, showing that 
everyone are welcome, no matter their age, gender or hobbies. Moreover, since the 
participants of the focus groups provided positive data regarding this format, the theory fits 
very well.   
 
Wells et al. (2003) state that the format spokespeople/endorsers employ celebrities who are 
admired, respected experts, created characters or a person just like anyone who speaks on the 
behalf of the advertised product or service in order to create or sustain credibility. The 
participants did not like the format but considered it to be an interesting option for Apoteket 
AB during their change communication. More explicitly the participants stated that this 
format should be done out of the ordinary by creating new spokespeople/endorsers for 
Apoteket AB, either real-life or cartoons, like “Sweden’s most whimpering man”. 
Nevertheless, all participants stated that it is of great importance for Apoteket AB to match 
the spokespeople/endorsers into their overall perceived image of credibility. Consequently, 
since the collected data was perceived to be depending on the situation or the company, the 
theory is somewhat weakened. 
 
According to Wells et al. (2003), teasers as a format are communication that do not present or 
identify the product nor provide enough information to make sense, they are a mystery. 
Moreover, teasers’ aim is to create curiosity, often during the launch period of a new product. 
All the participants were unanimous and claimed that teasers as a format is annoying from all 
perspectives. They also stated that they all had negative feelings and bad experiences of 
teasers, consequently, they did not think teasers is a good format to utilize for Apoteket AB 
under any circumstances.  Due to the fact that the focus group expresses very strong dislike 
towards this format, the theory is criticized.  
 
The format musical suggested by Kotler and Armstrong (1994) is a format that pictures one or 
more people or characters singing a song about the product. All the participants considered 
musical to be very important since it easy create a mood, work symbolically and because it is 
easy to associate and stir up memories. As a result all the participants considered musical to 
be of great importance for Apoteket AB to utilize but they also pinpointed that the 
organization need to find their own niche in order to create familiarity. The participants 
believed that if Apoteket AB utilizes the musical format, they need to have music that is not 
too funky or to harsh, resulting in softer music, however with a unique style. Based on the fact 
that clear, strong and positive data regarding this format was collected, the theory is 
supported. 
 
Another format which Kotler and Armstrong (1994) suggest is the fantasy format where a 
specific fantasy is formed around the product and/or how it is used. The participants stated 
that the fantasy format is interesting and could be utilized by Apoteket AB to a limited 
degree. They pinpointed towards the fact that the fantasy format could act as a backup format 
and also has the potential to attract people if it is properly handled, serious and clean-cut. 
Additionally, they believed that the fantasy format can be utilized via a fantasy figure that can 
act as a spokesperson, which also would be a competitive advantage. Nevertheless, the 
participants stated that it is important to consider this format in a great extent before utilizing 
it, based on the fact that it should not irritate nor upset the customers. Since the fantasy format 
was positively described in the data collection, the theory is verified.  
 
The final format suggested by Kotler and Armstrong (1994) is mood or image where around 
the product a specific mood or image is built for example beauty, love or serenity. Moreover, 
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a claim about the product is only made via suggestions within this format. Overall the 
participants considered mood or image to be of less relevance. On the other hand, they 
believed it to be important in the case of Apoteket AB based on the fact that the format has 
the potential to bring forward the two important aspects of security and trust, which are key 
concepts for the organization. Nevertheless, the participants also stated that since Apoteket 
AB foremost deal with pharmaceuticals and people who are ill, they need to consider the 
format a lot before utilizing it. Further, because the focus group provided ambiguous data that 
claims that it depends on the situation or the company whether the format is interesting or 
suitable, hence, the theory is criticized.    
 
Regarding message appeals, Albers-Miller and Stafford (1999) together with Fowles (1985) 
develops appeals that are either rational or emotional. Albers-Miller and Stafford (1999) 
claims that there are fourteen appeals which are considered to be of a rational nature, which 
speaks to peoples’ head whilst the fifteen emotional appeals developed by Fowles (1985) that 
speaks to peoples’ heart. The participants of the focus group also claimed that appeals can be 
divided into rational and emotional appeals since they feel that they react differently on the 
two sorts of appeals and consequently, the theory is strengthened. Additionally, the 
participants claim that the rational are more important, especially in the beginning of the 
change communication. Nevertheless, they also state that a balance between the two kinds of 
appeals should be created in the long-run. The table below illustrates an overview of the 
message appeal analysis, presenting the appeal and the coding. 
 

 
 
The first rational appeal suggested by Albers-Miller and Stafford (1999) is effective which the 
participants found to be an interesting and important appeal which Apoteket AB can utilize, 
due to the fact that they have great products and services. Additionally, they also believed that 
Apoteket AB need to be more forward and proud that they are an effective organization when 
communicating during the change. Based on a positive attitude towards effective as an appeal, 
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the data fits well with the theory. Another appeal suggested by Albers-Miller and Stafford 
(1999) that was connected to effectiveness was convenient, which all participants agreed to be 
interesting and important but not in association with Apoteket AB. The participants 
pinpointed that Apoteket AB is definitely not perceived as convenient today and should 
therefore not communicate this appeal. Nevertheless, they added that if the change results in 
better and more convenient pharmacies, they felt that this appeal is of great and maybe even 
of crucial importance to communicate. Since the participants claimed that the appeal 
convenient does not suite with the change communication, the fit with the theory is not quite 
right. 
 
Albers-Miller and Stafford (1999) claims that the appeal cheap should be considered which 
the participants agreed with and stated that cheap is an interesting appeal but not as an 
appropriate appeal to communicate in the case of Apoteket AB due to the fact that the 
incentives for purchasing products at Apoteket AB is not concerned with the price, but rather 
with safety and feelings of trust. They also added that Apoteket AB would be discredited if 
they would use cheap as an appeal during the change communication since they are foremost 
associated with healthcare and therefore must take care of that image. Similar to the appeal 
convenient, the focus group did not like this appeal in connection with the change 
communication, and therefore the data does not agree with the theory. Concerning the appeal 
natural suggested by Albers-Miller and Stafford (1999), the participants reacted in a negative 
way and claimed that this appeal is not that important and delivers confusing messages, both 
overall and in association with Apoteket AB. Additionally, the participants stated that 
Apoteket AB’s overall business is concerned with pharmaceuticals which in detail are 
chemicals that are not natural to them. Because the claims regarding this appeal were 
negative, the theory is weakened.  
 
Albers-Miller and Stafford (1999) state wisdom as an appeal which was described by the 
participants as very useful and interesting appeal and good in combination with Apoteket AB 
since they have monopoly and a long history. Additionally, they believed that the long history 
indicates long experience at the market, leading to wisdom. Moreover, the participants also 
felt that Apoteket AB have a lot to gain by using wisdom as an appeal since their old image 
would be maintained whilst still communicating their new face. Due to the fact that the 
collected data on wisdom as an appeal was so positively met, the theory is reinforced. Albers-
Miller and Stafford (1999) also claim productivity to be an appeal which the group did not 
like at all, and especially not in association with Apoteket AB since their important image as 
being of high quality would be affected negatively. Moreover, the participants also felt that it 
is more important to do fewer things and doing them right, rather than doing many things but 
some of them wrong. Consequently, the theory is weakened since the approach towards this 
appeal was so negative. 
 
According to Albers-Miller and Stafford (1999), tamed is an appeal which the majority of the 
participants did not like at all and not appropriate for Apoteket AB to utilize during the 
change communication. As with the appeal productivity, also this data weakens the theory 
since the focus group expressed very pessimistic perceptions of this appeal. Moreover, the 
appeal independence suggested by Albers-Miller and Stafford (1999) was according to the 
participants strongly connected to the appeal tamed. Consequently, the participants claimed 
that independence is neither interesting as an appeal nor suitable for any organization to 
communicate during a change. Because of the strong connection to the appeal tamed, which 
also was viewed upon very negatively, this collected data, does not either fit with the theory.  
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The appeal healthy suggested by Albers-Miller and Stafford (1999) was described by the 
participants as being the same as the appeal effective due to the fact that they believed that 
both these appeals are concerned with doing the right thing in the best possible way. 
Consequently, the participants stated that the appeal healthy is interesting as well as 
appropriate to communicate in the case of Apoteket AB. The appeal durable suggested by 
Albers-Miller and Stafford (1999) was also strongly connected to the appeal effective by the 
participants. As a result, they therefore believed durable to be an interesting appeal and an 
appropriate appeal for Apoteket AB to utilize during the change communication.  Due to the 
fact that the participants believed both these appeals to be very similar to the appeal effective 
which was very positively viewed, the theory is verified. 
 
Albers-Miller and Stafford (1999) believe modern to be an appeal, which the participants 
considered to be an interesting appeal but also important to include for Apoteket AB when 
communicating the change. This to show in the communication that Apoteket AB as an 
organization are evolving and continuously improving while keeping up-to-date with current 
influences and trends. However, the group still felt that it is important for Apoteket AB to 
maintain there core-spirit as being a trustworthy and solid organization. The theory is 
supported due to the fact that the appeal was perceived as very positive. The appeal 
technological suggested by Albers-Miller and Stafford (1999) was also considered to be 
interesting but not appropriate for communicating the change due to the fact that the 
participants did not perceive Apoteket AB as a technical organization or involved in any 
technical issues. Additionally, the participants added that people do not visit Apoteket AB due 
to technical reasons and therefore the technological appeal should be excluded. Base on the 
feeling that the appeal technological only suits certain organizations or certain changes, the 
theory is to some extent falsified.  
 
Albers-Miller and Stafford (1999) state safety as an appeal, which the participants considered 
to bee both important and interesting as well as good for communicating the change in the 
case of Apoteket AB. Additionally, they felt that Apoteket AB’s competitive advantage and 
attraction is that they are a safe organization which handles serious and important products 
and therefore they should utilize the appeal and communicate it during the change. As a 
result, the theory is supported due to the strong positive feelings towards this appeal. 
Connected to the appeal safety was the appeal neat suggested by Albers-Miller and Stafford 
(1999), which was considered to be an interesting appeal but not connected to Apoteket AB 
since the majority of the group believed that Apoteket AB’s products are safe, however, not 
neat. Moreover, the participants perceived Apoteket AB as dull and grey, which they felt is 
hard to change and not good to pinpoint at during the change communication in combination 
with that the credibility and security aspects would be affected negatively if Apoteket AB 
were supposed to use neat as an appeal. Hence, the data do not fit so well with the theory.    
 
Fowles (1985) states that the need for sex is discussed in numerous cases when discussing 
appeals. Even though sex has the potential to eliminate the information within a message, the 
participants stated that sex is neither considered as an interesting appeal nor appropriate to 
utilize in the case of Apoteket AB. Additionally, the group believed that Apoteket AB is 
clinical and should therefore be non sexual. Based to the belief that sex is neither interesting 
nor appropriate, the theory is weakened.  
 
Fowles (1985) believes that the need to nurture is an important appeal based on the fact that it 
plays on humans needs to take care of small, innocent, defenseless creatures, children, 
animals. Nurture is also based on helping which counts. The participants agreed by stating 
that it is an important and interesting appeal, especially in the case of Apoteket AB where 
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nurture is central from many aspects. It is therefore very important according to the 
participants to communicate that even though Apoteket AB is changing, they will still nurture 
their customers, just with a different touch. According to Fowles (1985) a third important 
emotional appeal is the need for affiliation which is the most commonly used based on the 
fact that people have the need to associate with others via effects such as love and friendship. 
The group was unanimous by stating that affiliation is something that is very interesting but 
foremost very important for Apoteket AB to communicate based on the fact that everyone are 
welcome and visits Apoteket AB, no matter their age or personality. Fowles (1985) states that 
the need for guidance is an important appeal but also the complete opposite to nurture, where 
the appeal is to be protected, shielded and guided. Additionally, the guidance appeal can be 
provided via various illustrations such as spokespersons, authoritarians, parents, celebrities, 
fantasy figures, history, tradition and nostalgia. The participants believed the guidance appeal 
to be interesting but also important in the case of Apoteket AB to utilize based on the fact that 
they are strongly related to the healthcare and an extension of the hospitals. Summarizing the 
three appeals nurture, affiliation and guidance, the conclusion is that they all supports the 
theory based on the positive approach towards the appeals expressed by the focus group. 
 
Due to the fact that feelings can take many forms, in particular when the surrounding 
environment is overwhelming, the feelings can take the form of bursts of anger and violence, 
leading to the appeal aggress (Fowles, 1985). The participants considered aggress to be 
wrong, especially if Apoteket AB wants to communicate their change. Additionally, they 
pinpointed that an organization like Apoteket AB that is changing should under no 
circumstances use appeals that have the potential to evoke negative feelings. The need to 
achieve is suggested by Fowles (1985) to be an important appeal since it energizes people, 
making them to strive and move forward in their lives and careers, overcome obstacles, 
improve standards of life, to stand out from others and to compete and win over others. By 
using such a hook Fowles (1985) also believes that the advertised product or service is linked 
with winning and success. Nevertheless, the participants stated that the appeal achieve is 
neither interesting nor applicable during Apoteket AB’s change communication based on the 
fact that the organization does not strive for achievements. Both the appeals aggress and 
achieve are negatively perceived by the participants of the focus group and therefore disagrees 
the data with the theory. 
 
Fowles (1985) states that the need to dominate is an appeal due to the fact that most people 
settle for being normal or regular, but many of their rooted desires concerns being powerful or 
even supreme. Overall, the participants stated that dominance can be an interesting appeal to 
communicate, however, even though Apoteket AB is dominant in the field of health 
knowledge and well educated, they should not communicate this appeal due to the fact that it 
is to risky. Moreover, since Apoteket AB are helping people that are sick or have some kind 
of problem they should not take too much space and communicate that they are dominant, 
especially not since the majority of the people already are aware that the knowledge at 
Apoteket AB is supreme. Consequently, the theory does not fit so well based on the negative 
associations expressed. The need for prominence is also suggested by Fowles (1985) to be an 
emotional appeal based on the fact that many people have the desire to be admired, respected 
and enjoying high social status. The participants connected prominence to dominate to some 
extent but considered it to be more interesting and important to communicate for Apoteket 
AB during their change. Additionally, they connected prominence with hospitals and 
healthcare where all people are accepted no matter who they are, and consequently, they 
believed prominence to be crucial for Apoteket AB to communicate to maintain their 
competitive advantage of being secure and safe. The participants stated positive feelings 
towards this appeal, hence, the data supports the theory. 
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Fowles (1985) states that the need for attention is an appeal since it regards to the desire to be 
looked at, which according to him is a rather primitive and insuppressible instinct. The 
participants believed this format to be interesting since they want to bee seen for their 
personal needs, nevertheless, they stated that attention can be better communicated via other 
appeals such as nurture, guidance and prominence. Due to the participants belief that other 
appeals can communicate attention, the theory is somewhat weakened. The need for 
autonomy is also suggested to be an appeal by Fowles (1985) due to the fact that it wants to 
highlight the own person, often as a solo figure and is the complete opposite of the appeal 
need for guidance. The participants claimed this appeal to be neither interesting nor suitable 
in the case of Apoteket AB, based on the fact that the organization has monopoly, which in 
turn could lead to a decreased credibility at the market which would be devastating. Based on 
the negative perception of this appeal the theory is criticized.  
 
Regarding the need to escape, Fowles (1985) believes it to be connected and co-occurring 
with the need for autonomy. Moreover, he suggests that freedom is often pitched within the 
escape appeal where one hides from social obligations or seek to rest or adventure. The 
participants believed this format to be interesting but not a good appeal to utilize by Apoteket 
AB based on the fact that it would be strongly associated with drugs and different kinds of 
addictions. Additionally, the participants also pinpointed that the appeal escape would 
communicate that Apoteket AB’s help is only temporary and not the solution to their 
problems. Consequently, the theory has become a bit weakened. Another appeal Fowles 
(1985) suggests is the need to feel safe, which concerns that all human beings want to 
eliminate all possible threats to their wellbeing and to their families. Moreover the need to 
feel safe is also a basic instinct of self-preservation where people want to diminish future 
threats. All the participants stated that the appeal feel safe is very interesting and of great 
importance to communicate in the case of Apoteket AB, based on the fact that despite the 
change, they will still work primarily with pharmaceuticals, just with a newer and fresher 
approach. Additionally, since Apoteket AB is becoming better in many areas after the change, 
it is vital for them to communicate the appeal feel safe during the change, in order to avoid 
misinterpretations and unreceptive customers. Since the focus group believed this appeal to 
work and to be interesting, the collected data supports the theory. 
 
Fowles (1985) states that the need for aesthetic sensations is an appeal that is important based 
on the fact that good communication can not occur if the advertisement is not visible pleasing. 
The participants agreed by stating that aesthetic sensations is interesting and of great 
importance when communicating a change, especially in the case of Apoteket AB which 
today are perceived as ‘grey’ and boring. Consequently, they pinpointed that this appeal is 
very important for Apoteket AB if the organization wants to be perceived as more interesting, 
new and fresh and as a result, the theory is verified. Another appeal suggested by Fowles 
(1985) is the need to satisfy curiosity where people by nature are curios and interested in the 
world around them and due to this the need for information becomes a basic motive. The 
participants on the other hand did not think the need to satisfy curiosity were an interesting 
appeal or exiting under any circumstances, and especially not during Apoteket AB’s change 
communication. Therefore the theory is weakened since the data does not fit. The final appeal 
suggested by Fowles (1985) is the physiological needs which include elements such as eating, 
drinking and sleeping. The participants believed this appeal to be interesting and also 
applicable for Apoteket AB to utilize during the change communication, based on the fact that 
the organization’s products and services are strongly intertwined with those needs. 
Additionally, they also added that physiological needs are good for making the public more 
aware of all the health products which Apoteket AB offers. Contrary to the appeal satisfy 
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curiosity, the appeal physiological needs are faced with positive reactions by the focus group, 
and the theory is therefore strengthened. 
 
The final element within a message is color which Moriarty (1991) claims to be an important 
part within a message because it draws attention, intensifies memorability, emphasizes and 
defines the back- and the foreground, but one of its main functions is to create mood and 
emotional responses.  
 
The theory developed by Moriarty (1991) concerning color symbolism describes red as a 
color that is generally exciting, cheerful, defiant and powerful. Additionally, Moriarty (1991) 
also states that red is a stimulating color that often is associated with heat, anger, passion, war 
and blood. The participants in the focus group described red as a color that symbolizes 
warning, passion, excitement, danger and love. They further claimed that the color red should 
not be utilized by Apoteket AB during the change communication, since it is too much of a 
balance act. Consequently, the theory is supported based on the fact that the participants used 
similar descriptions of the color red, nevertheless, not exactly the same. The next color 
Moriarty (1991) states is blue, and is described as a happy color which symbolizes peace, 
calmness, loyalty, security and tenderness. Moreover, the theory adds that it also symbolizes 
cold, ice, distance, infinity as well as calm reflection and intellectual appeals, as opposed to 
emotional. The participants symbolized blue with masculinity, coldness, harmony, safety, 
disorganization, the sea, fresh, health and clinic. Additionally, they also stated that blue would 
be a good color for Apoteket AB to utilize during the change, especially since many products 
and symbols at Apoteket AB is blue. Nevertheless, the participants pinpointed that it is 
important for Apoteket AB to use the right shade of the color blue that is not too bright or too 
much pastel. The theory is therefore to some extent strengthened but the collected data is not 
as detailed when it comes to the color blue as the theory. 
 
Yellow is described by Moriarty (1991) as a color that is associated with the sunlight, 
openness, radiance, vividness and attention-getting due to its luminosity. The participants 
believed yellow to be associated with the sun, pleasurable, diffuse, visible and strong. 
However, the participants did not think yellow to be a good color in connection with Apoteket 
AB during the change communication, based on the fact that it is too difficult to make yellow 
work effectively without being too strong or bright. Consequently, the theory is somewhat 
supported, but the participants also add to the existing theory that yellow is a strong and 
diffuse color. Connected to blue is the color green that is associated with serenity, calmness 
and the nature. It is also a quiet color often used to suggest hope, meditation and tranquility. 
(Moriarty, 1991). The participants believed green to be a color that is symbolized with many 
things, but foremost with Apoteket AB, hospitals, harmony, forests and the nature. 
Additionally, they stated that green is a color that Apoteket AB definitely can use during the 
change communication, nevertheless, they added that a different shade of green could be an 
interesting option to include with the organization’s traditional green. Concerning the color 
green, the theory is supported based on the findings.  
 
The color black is associated with distress, despondency, defiance, hate and death. Moreover, 
the color black is often used to express power and elegance, especially if it is shiny. 
(Moriarty, 1991). Contrary to the color green, the color black was according to the group 
associated with hatred, death, loneliness, a harsh color that also is exciting. The participants 
more explicitly stated that black can be used during the change communication in the case of 
Apoteket AB, but only in a limited extent as an enhancement color or in combinations with 
more bright colors. It is therefore concluded that the theory is supported, but since the 
participants also added exciting as an important symbolism of the color black, the theory is 
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somewhat developed. The complete opposite to black is white, which Moriarty (1991) 
describes as a color that means purity, sanitary and clean in the western countries. She 
continues by stating that since white lacks apparent colors, it conveys emptiness, infinity, the 
inexplicable and also expresses total silence. The participants described white as a color 
which is symbolized with boredom, neutral, cleanliness, clinic, indicates lack of imagination 
and is not a real color. Nevertheless, all the participants agreed that white can definitely be 
used during Apoteket AB’s change communication, but in a combination with other colors 
such as green. To summon up concerning white, the theory is supported based on the findings.  
 
Compared to black and white, the color grey is symbolized with dignity and quietness (Jacobs 
et al., 1991). The participants described grey as dirt, dust, boredom, nice, modern a wannabe 
between black and white, and good in combination with other colors. Nevertheless, the group 
stated that grey is not a good color to utilize by Apoteket AB during the change 
communication based on the fact that they are perceived as a ‘grey’ organization. 
Consequently, the theory is not supported, based on the fact that grey was described in more 
detail by the participants and also never seen as a color that is symbolized with dignity and 
quietness. The color pink is described by Jacobs et al. (1991) as a color that symbolizes 
gentleness and women. The participants instead symbolized it with babies, pigs, women and 
overall, an amateur color that often is used wrong when organizations want to communicate 
that they are cool. All the participants were unanimous when it came to the color pink, more 
explicitly that Apoteket AB should under no circumstances use the color since pink 
communicates weakness and not serious issues that in turn would affect the credibility of the 
organization negatively. The theory is consequently further renewed, based on the findings 
that list some new things that are symbolized with the color pink.  
 
According to Liebman (1996), the color orange symbolizes high energy, heat, fire and 
harvest. The participants perceived orange as a happy color that symbolizes joy, working 
clothes and security. Additionally, the whole group believed that orange could be a good and 
appropriate color for Apoteket AB to utilize during the change communication and also to 
combine with other colors such as green, nevertheless, they pinpointed that it is important to 
pick the right shade of orange, for example a peach-shade that is more neutral. Overall, the 
findings concerning the color orange support the theory, even though the theory is a little bit 
more detailed. The last color purple is described by Liebman (1996) as a color that personifies 
power, royalty and richness. On the other hand the participants symbolized it with old ladies, 
old fashion, busy and playfulness. Additionally, the participants stated that purple is not an 
appropriate color to communicate during the change since it is a hip and cool color, which 
Apoteket AB never will be. They also added that the color purple is somewhat connected to 
pink, meaning that it is a color that organizations try to implement without success. Regarding 
the theory, the findings show that the theory is not supported due to the fact that the 
participants did not mention any of the suggested symbolisms.  

5.1.2  How Should the Promotional Tools be Utilized in Times of Change? 
Today the promotional tools hold different characteristics and capacities to communicate and 
to achieve different objectives (Fill, 1995). It is therefore according to Keller (2001) 
important for organizations to choose the most appropriate promotional tools when 
communicating. Table 5.5 presents in coding, the data compared to the theory.   
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Keller (2001) states that advertising includes television, magazines, newspapers and radio as 
different activities, but Jobber (2001) also adds cinema and posters to be included within the 
advertising segment. Overall, Jobber (2001) states that advertising is good for awareness 
building since a wide audience can be reached quickly and can be used to aid the sales efforts 
by legitimize a company and its products. Moreover, advertising is good for repetition, since a 
brand’s positioning concept can effectively be communicated. On the contrary, advertising is 
impersonal, lacks flexibility and questions can not be answered together with its limited 
capability to close sales. (Jobber, 2001).  
 
Television is a media type which can demonstrate products and services in action by 
combining colors, sounds and movements which in turn have a deeper impact on the 
recipients compared to the radio, press and posters. Additionally, television is also good since 
it has the qualities of building brand images together with the fact that it creates an overall 
good atmosphere. (Jobber, 2001). Overall, television also reach people that are not reached 
effectively via different print advertisements since the majority of the people tend to watch 
television. On the other hand, television is expensive due to its running and production costs 
and is exposed to an immense commercial clutter as well as its problem with selecting 
audiences where the scheduling is inflexible. (Wells et al., 2000). The participants in the 
focus group believed that television is the best tool for reaching them since they all were 
regular television viewers, but also since television has the possibility to combine colors, 
sounds and movements which they believed to be more fun and persuasive. They also added 
that television commercials should not be aired too much and should include a storyline such 
as a beginning, middle and an end. This since the television commercials then is even more 
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effective due to the fact that it keeps the curiosity and interest level more high. Consequently, 
all the participants agreed that Apoteket AB should have television as their main promotional 
tool during the change since the organization is perceived as serious and have an important 
message to announce to their customers. Based on the findings, the theories concerning 
television as a media type is supported since the findings show that television is an effective 
channel for reaching consumers by combining colors, sounds and movements. 
 
Radio as a media type is limited since it only communicates sounds, but is a good way for 
communicating factual information rather than the brand image (Jobber, 2001). The pros with 
radio are that it can reach a specific target audience that accepts the information for a low cost 
with high speed and flexibility as well as stimulate the creation of mental images. On the 
other hand, radio also has cons since it only communicates sounds and has problems with 
keeping the listeners attention and to be remembered. Moreover, radio suffers from a major 
clutter where there is hard for companies to schedule and buy the needed time in order to 
reach the target market. (Wells et al., 2000). The participants were positive towards radio as a 
media type and believed it to be effective since they listen to radio often and does not change 
the radio channel in the same extent as when they are watching television. Based on that, the 
participants believed radio to be a good tool for Apoteket AB to utilize during the change 
communication. They also added that they would like Apoteket AB’s radio commercials to be 
trustworthy, a bit fun and filled with valid information concerning the change. The findings 
agree with the theories, since the participants considered radio to be a good tool to utilize for 
reaching them during the change communication.   
 
Jobber (2001) states that newspapers present factual information, which the recipients have 
control over since they can choose when, where and if to read a specific advertisement. 
Nevertheless, Wells et al. (2000) claim that newspapers are good since they reach a broad 
market, which gives the readers the opportunity to make comparison shopping, geographical 
flexible in combination with that newspapers also have valid and updated information and 
connects the advertiser with the local store of the organization. However, the authors state that 
newspapers have a short life span at a cluttered market, a limited coverage of specific 
segments, poor reproduction and are not the best option for demonstrating products and/or 
services. The participants pinpointed that newspapers are good since they cover a wide range 
of customers but not the best option since they are quickly glanced at. Overall, the 
participants stated that newspapers should be utilized during Apoteket AB’s change 
communication, however, only as a complement and reminder. They also added that the spot 
of the advertisement play a significant role in newspapers, where the viewed advertisements 
are located in the beginning of the newspaper. The findings fairly support the theories since 
the participants liked newspapers, but not as a primary media type, only as a supportive 
media.  
 
Magazines have the same overall characteristics as newspapers, meaning that they present 
factual information which the recipients have control over because they can choose when, 
where and if to read it. Nevertheless, magazines have some other pros compared to 
newspapers since they have very specific readers which make the targeting easy. Magazines 
also possess a high level of audience receptivity, have the longest life span of all tools, have a 
good format, a good quality which leads to nice visuals and have the possibility to include 
sales promotional activities. The cons are that magazines have a limited flexibility, are 
expensive, have a limited distribution and that they can lack immediacy, meaning that the 
readers can choose to read the magazine later on which results in old and obsolete 
advertisements. (Wells et al., 2000).  Regarding magazines, the participants did not find it to 
be an interesting media type or suitable during the change communication, neither to them nor 
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to anyone else based on the fact that magazines are highly segmented which makes it difficult 
to communicate with the big mass, which they believed to be Apoteket AB’s main focus. To 
conclude, the findings somewhat disagree with the theory, due to the fact that the participants 
did not find it to be a suitable media type during a change communication.       
 
Jobber (2001) states that cinema as an activity within advertising has the same qualities as 
with television since it can combines, colors, movements and sounds. Nevertheless, he claims 
that cinema also has some extra advantages compared to television since it captures more 
attention and it is also easier to predict the target audiences and their preferences at a cinema. 
The participants had the same conclusions of cinema as with magazines due to the fact that 
they believed that cinema reaches only a small segment, not the big mass which is important 
in the case of Apoteket AB during their change communication. Consequently, they stated 
that Apoteket AB should not utilize cinema during the change communication, but cinema 
can though be a good option later on if the organization wants to reach only a specific 
segment. As a result, the findings suggests that the theory is somewhat weakened since the 
findings show that it is important to reach big mass during a change communication.  
 
Posters includes everything from billboards to hot-air balloons and is only visual and limited 
from a creative perspective (Jobber , 2001). Wells et al. (2000) suggests that posters have a 
great impact, excellent as a reminder medium, good in showing the creative concepts, are 
cheap and have a long life time. The authors though believe that they are limited since they 
need to be simple and brief, have a short exposure, bother many and are restricted by laws. 
The participants liked the poster and believed them to be highly visible on busses, bus stops 
and on pillars. Additionally, the participants considered posters to be easily recognized and 
decorative and not disturbing at all. They also added that Apoteket AB should definitely use 
posters during their change communication in order to create recognition, nevertheless, as a 
support medium that are based on the television commercials. Based on the findings, the 
theory was to some extent supported since the participants did not find posters bothering at all 
which the theories were in the complete opposite belief of.        
 
Public relations is the tool an organization use to take care of and manage groups such as the 
employees, shareholders, the local community, the media, the government, pressure groups 
and the customers as well as the distributors. Publicity is a major element within public 
relations that can be utilized via interviews, news conferences, news releases, public speaking, 
feature articles and photocalls. (Jobber, 2001). According to Kotler (1997), the advantages 
with publicity are the high credibility of the message and that it has no direct costs, Wells et 
al. (2000) also claim that publicity can serve as a support tool to advertising. Another 
important element within public relations is marketing public relations, which according to 
Wells et al. (2003) is the fastest growing element which goes a bit further than regular 
publicity. Marketing public relations is similar to publicity but more focused on customer and 
the sales as well as more effective in building public awareness and brand knowledge via 
events, news, speeches, public-service activities and identity media. Overall, the participants 
stated that public relations as a promotional tool during a change is vital but pinpointed that 
some elements are more important than others. Additionally they stated that public relations is 
important because it is perceived as serious that in combination with advertising moves an 
organization in a certain direction in the customers minds. Consequently, the participants 
stated that Apoteket AB should definitely use public relations as a tool during the change, but 
they also pinpointed that the organization needs to be careful since they do not have control 
over public relations in the same extent, compared to other tools. Concerning publicity, the 
participants made a connection to public relations overall, meaning that they again stated that 
it should be utilized but it is important to be careful, because negative publicity will affect 
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Apoteket AB. On the contrary, they stated that marketing public relations is something that 
should not be utilized due to the fact that it was perceived as unserious and a low arguing 
technique. Additionally, the participants associated marketing public relation with politics 
which they also equalized with insincerity and greed, consequently, they stated that marketing 
public relations is nothing for Apoteket AB to consider since it would be completely wrong. 
To conclude, the findings concerning publicity support the theories, but the theories 
concerning marketing public relations is weakened since the findings show that marketing 
public relations as an element is not connected with publicity.  
 
According to Chaston (2001), Internet and online marketing is considered to be a medium 
which smooth the progress of two-way communication since it combines the characteristics of 
publishing and broadcasting. Additionally, Internet has changed the way how consumers and 
organizations are communicating, but foremost also how organizations integrate Internet as an 
informational and selling channel in their strategies (Van den Poel and Leunis (1999). Internet 
as an informational tool for organization is utilized by offering online information, where the 
customers can search for updated information both faster and at a lower cost for the 
organization. Moreover, Jobber (2001) states that Internet is also utilized by many 
organizations as a selling platform where the customers no longer need to negotiate any prices 
or visit a store, they instead click and pay to the organization in question, that in turn ship the 
commodities. Examples of pros with Internet are the 24-7 availability, instant gratification 
and lower prices. On the other hand security issues, the accessibility and the difficulty of 
targeting users are identified drawbacks with Internet (Pallab, 1996). The participants claimed 
that Internet as a promotional tool should always be utilized, especially during Apoteket AB’s 
change communication. However, they added that Internet should only be used as a 
supportive tool based on the fact that they believed Apoteket AB to have numerous customers 
that are older and not familiar with the Internet. The participants pinpointed that Internet 
could be a great channel for Apoteket AB to provide information about the change to their 
customers and also showing that Apoteket AB is up-to-date with current trends. Additionally, 
they also believed that Internet is a tool that can attract new customers, especially also if e-
commerce would be utilized in a wider extent. Consequently, the findings regarding Internet 
as an informational and e-commerce platform agree with the theories.  
 
Fill (1995) claims that sales promotion has the objective of encouraging the target audience to 
behave in a specific way, often by purchasing a specific product. Moreover, Wells et al. 
(2003) states that sales promotion can be divided into several inducements such as price 
reductions, premiums and gifts, Fill (1995) and Kotler (1997) also add coupons as a typical 
inducement. Overall, sales promotion lowers the risk of stocking new brands, add excitement 
at the point-of-sale, useful for securing trial and defending shelf space, help small brands 
survive that can not afford massive advertising campaigns, allows manufacturers to use idle 
capacity and adjust to supply and demand imbalances and adjustability to fit customer price-
willingness. To start with, price reductions as an inducement gives customers better deals by 
providing bonus packs or a lower price. Premiums are products or items that are offered for 
free or for a low price that are used to boost sales but with the drawback that it actually can 
discourage people from buying the product. (Fill, 1995). On the contrary, gifts are 
products/services that are given to customers for free without any commitments, meaning that 
its purpose is not to boost sales. The final inducement is coupons which are given to the 
customers with the purpose of buying the coupon-product for a lower price. (Olander and 
Sehlin, 2000). Fill (1995) claims that coupons are great for communicating, especially during 
product introductions and for established products at the market, but they are also expensive. 
Overall, the participants did not like sale promotion, especially not in association with 
Apoteket AB. More explicitly they stated a clear ‘NO’ regarding all sales promotional 
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activities in the case of Apoteket AB during the change communication since they perceive 
the organization as trustworthy and should therefore not conduct any tricks to attract the 
customers. Instead the participants pinpointed that it is better for Apoteket AB to lower their 
prices, compared to giving out inducements such as coupons which they felt to be wrongly 
associated with Apoteket AB’s business mission, a waste of money and too much of a hassle. 
They also added that Apoteket AB’s trustworthiness will be affected negatively in the long-
run if they utilize sales promotion. Price reductions were also not liked by the participants 
since they did not associate it with Apoteket AB’s overall image and instead suggested them 
to lower their prices. On the contrary, gifts and premiums were more appreciated than the 
price reductions and coupons, nevertheless, not suggested to be utilized by Apoteket AB. The 
participants claimed that they are better forms of sales promotional activities since all things 
that are for free are good and customers which visits the store often should be rewarded in 
some way, but they also added that it needs to be in a very limited degree in order to maintain 
the organization’s credibility, and not during the change communication. To conclude, the 
theories were not supported at all, since the findings clearly show that sales promotion is not a 
good tool to utilize during a change communication, especially not in the case of Apoteket 
AB. 
 
Kotler (1997) claims that direct marketing is an important element within the promotional 
mix, since it utilizes specific media to target specific consumers. Additionally, he states that 
direct marketing can take many forms such as direct mail and telephone-marketing that both 
are nonpublic, customized, up-to-date and interactive. Direct marketing is a tool that should 
be integrated with others and have the advantage of targeting specific customers with the 
intended message for a low cost and it is also easy to measure the actual results. However, the 
drawbacks with direct marketing is that it is never personal, irritating and invade peoples’ 
privacy. (Jobber, 2001). The participants strongly rejected all sorts of direct marketing, 
especially in the case of Apoteket AB. To be more specific they stated that direct marketing is 
too intrusive, pushy and annoying that definitely would affect Apoteket AB’s overall 
credibility. Additionally, they pinpointed that there are other promotional tools that are more 
suitable and less annoying for Apoteket AB during their change communication and also in 
the future. The participants claimed that direct mail is a better form of direct marketing than 
telephone marketing, since it is less annoying, but they still did not like it because they 
already receive too much direct mail in their mail boxes. Concerning, telephone marketing, 
the participants believed it to be the worst form of communication, especially since the people 
calling sometimes even are rude. Based on the findings, the theories concerning direct 
marketing is weakened due to the fact that the findings show that direct marketing should 
never be utilized or integrated with other promotional tools, especially not during change 
communication.                            

5.2  Within-Case Analysis of Focus Group Two, 40-65 Years Old  
In this section the data collected from focus group two will be analyzed in comparison with 
previous research presented in the conceptualization. The analyzes will be made in the order 
of the research questions, starting with the message characterization, followed by the 
promotional tools’ utilization.  

5.2.1  How Should the Message be Characterized in Times of Change? 
When describing the message characterization, we looked into three different aspects. First, 
we looked into the message format, which are foremost used for planning the message 
delivery. Next are message appeals, which are something that sparks people’s interest, speaks 
to their needs and also moves them. Finally, colors were looked into, based on the fact that 



Chapter 5  Data Analysis  

 73   

they are versatile, stimulate emotional responses, affect persuasiveness and affect the overall 
perception of the customer. 
 
Regarding message formats, the theory from the conceptualization involves ten different 
formats which organizations can choose between when creating a message (Wells et al., 2003 
and Kotler and Armstrong, 1994). To illustrate the analysis, a table is presented below with an 
overview of the various formats and the coding.  
 

 
 
According to Wells et al. (2003), the first message format is straightforward, which is a 
message of factual or informational kind that provide information without emotions, 
gimmicks or special effects. The participants believed it to be an interesting format and of 
great importance for the change communication in the case of Apoteket AB. Additionally, 
they stated that too commercial communication reduces the credibility of a message whilst 
straightforward communication feels more honest and appropriate. The participants also 
stated that a format that is straightforward makes a clear distinction that the change do not 
concerns pharmaceuticals, instead better service, better customer focus and more commodity 
products. As a result, all participants were unanimous by stating that the more straightforward 
the message is, the more effective will the communication during the change be. 
Nevertheless, the participants also claimed that Apoteket AB need to consider that too much 
information can be devastating for their overall image based on the fact that older customers 
only perceive the organization as a pharmacy. Due to the fact that the data collected revealed 
positive perceptions towards the format straightforward, the theory is verified. 
 
Regarding the format demonstration, Wells et al. (2003) claim it to be a message that focuses 
on how the product or service should be used and what it can do, in a straightforward tone. 
The participants believed this format to be interesting in the right environment, but not in the 
case of Apoteket AB to communicate their change. Additionally, they stated that this format 
would give the wrong impression of Apoteket AB, which they consider to be a respected 
organization. The participants also felt that the demonstration format would clash with the 
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pharmaceuticals, which would result in a cheap image, affecting the Apoteket AB’s overall 
status and quality negatively. Consequently, based on the fact that the focus group provided 
various data concerning demonstration as a format, the theory is somewhat falsified. 
 
The format comparison is according to Wells et al. (2003) a sort of message that creates 
contrasts between two or more products and concludes that the advertised product is better. 
Moreover, this comparison can both be direct where competitors’ products are mentioned or 
indirect where the product refers to other leading brands. Additionally, the comparison format 
has the objective of conviction based on the assumption that seeing is believing. Overall, the 
participants did not like the format comparison, and especially not in the case of Apoteket 
AB. Additionally, the participants were in the belief that no other organization at the market 
can be compared with Apoteket AB, even though they sell different commodity products. 
Since the data collected show very negative feelings for this format, the theory is inaccurate.   
 
According to Wells et al. (2003), the format concerning problem solution/problem avoidance 
first deals with a problem which the advertised product or service has the solution for, 
consequently the hero is the product, but it can also help to avoid a problem or a threat. The 
participants considered the format to be interesting but completely impossible for Apoteket 
AB to utilize during the change communication based on the fact that all participants 
associated the organization with extremely poor service and not good at solving customer’s 
problems. The participants also perceived Apoteket AB as dull and boring where the 
customers avoid asking the personnel for guidance together with the fact that they only 
choose to contact Apoteket AB if a problem have aroused, leading to that the format is 
impossible to utilize. Based on the focus groups belief that it depends on several issues 
whether the format is valid or not, the theory does not quite fit. 
 
Another format which according to Wells et al. (2003) is connected to problem solution is 
slice of life that is more elaborate staged in a setting where normal people talk about the 
problem and its resolution. This format was perceived by the participants as very interesting 
and also appropriate in the case of Apoteket AB during their change communication. 
Additionally, all the participants stated that slice of life is a great format to utilize for 
Apoteket AB, based on the fact that they are innovative, fun, stimulating and exciting. They 
also believed that if Apoteket AB utilize this format they would like to see it in a serial set-up, 
this in order to create a relationship with Apoteket AB and their offered products and services. 
Nevertheless, the participants also stated that it is important for Apoteket AB to present the 
slice of life format in an innovative way but still keep it simple and pedagogical where the 
perception that Apoteket AB is trustworthy and serious. Hence, the fact that the format is 
highly positively welcomed and liked, the theory is strengthened.  
 
Spokespeople/endorsers is described by Wells et al. (2003) as a format that utilize celebrities 
which are admired, respected experts, created characters or a person just like anyone who 
speaks on the behalf of the advertised product in order to create or sustain credibility. The 
participants considered the format to be interesting and also applicable for Apoteket AB to 
utilize, as long it is connected to Apoteket AB’s overall trustworthiness. An important aspect 
which the participants pinpointed towards was the importance of having everyday people that 
the public are not familiar with, consequently, not famous people. These 
spokespeople/endorsers would also according to the participants in turn be associated with 
Apoteket AB in a specific theme that would be great in the long-run. The participants gave an 
example of ‘the Apotek-man’, as a spokesperson, more explicitly an ordinary man/women 
with some interesting characteristics that the public will recognize and connect with Apoteket 
AB. Another important view discussed by the group were that it is vital for Apoteket AB to 
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decide whether to use spokespeople/endorsers or not in the beginning of the communication, 
because it will then be easier for the customers to recognize these spokespeople/endorsers if 
they are introduced already in the launch of the change communication. Due to the fact that 
this format was perceived positively during any kind of circumstances, the data fits the theory.  
 
The format teasers is described by Wells et al. (2003) as advertisements that do not present or 
identify the product nor provide enough information to make sense, they are a mystery. 
Moreover, these teasers often have the aim of creating curiosity and are utilized during the 
launch period of a new product. All participants agreed that teasers as a format is never 
interesting under any circumstances since the communication is too vague, and especially not 
in the case of Apoteket AB where the credibility would be affected negatively. The whole 
group explicitly believed that the format is annoying from all perspectives and they did not 
understand why organizations utilize this format with the belief that they communicate 
something good, when the effect is the complete opposite. The theory is falsified since the 
participants did not under any circumstances perceive this format to be positive.   
 
Musical according to Kotler and Armstrong (1994) is a format that pictures one or more 
people or characters singing a song about the product. All participants stated that music is a 
great way of creating feelings that in turn can be associated with the organization utilizing the 
format. Consequently, all participants were unanimous and stated that Apoteket AB should 
definitely utilize the format, but pinpointed that depending on the music chosen, different 
feelings will evoke. Additionally, the group was in the belief that soft music such as classical 
music could be a good option for Apoteket AB to utilize and avoid negative feelings. By 
choosing classical music their long history and trustworthiness would be reflected. The 
participants also suggested Apoteket AB to create their own music to have throughout their 
communication and to always include their slogan when using the format musical, based on 
the fact that the communication will be easier to remember. Moreover, the theory is clearly 
strengthened due to the fact that the participants expressed strong, positive feelings about the 
format musical.  
 
The format fantasy is suggested by Kotler and Armstrong (1994) to form a specific fantasy 
around the product and/or how it is used. The participants liked the fantasy format and 
considered it to be interesting and fun compared to other formats and also concluded that 
Apoteket AB can utilize the fantasy format but not in isolation. Instead, the group suggested 
the fantasy format to be combined with some other format and not to be extreme, just a little 
bit different. They also pinpointed that Apoteket AB needs to put special care into keeping 
their credibility so that the big masses are not upset in any way, consequently, the 
organization need to analyze whether this format is the best to utilize. Nevertheless, the 
participants believed that, if the fantasy format is used in the right way by Apoteket AB 
during the change communication, it can definitely create attention and be a good format to 
utilize. Since the focus groups were of the belief that this format is both interesting and 
usable, the theory is strengthened. 
 
According to Kotler and Armstrong (1994), the last format mood or image is around the 
product where a specific mood or image is built such as beauty, love or serenity where a claim 
about the product is only made via suggestions. The participants believed it to be an 
interesting format but wrong for Apoteket AB to utilize during the change communication 
based on the fact that the organization has a reputation of being dull and boring. They also 
added that feelings such as love or romance can not be associated with Apoteket AB, because 
the real situation is the complete opposite, cold and inflexible. Consequently, the findings 
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does not quite agree with the theory based on the fact that the participants did not find it 
suitable for the change communication.   
 
The message appeals involve both rational and emotional appeals according to the authors 
Albers-Miller and Stafford (1999) and Fowles (1985). The author Fowles (1985) suggests that 
there are fifteen emotional appeals which speaks to people’s hearts whilst Albers-Miller and 
Stafford (1999) believes there are fourteen rational appeals that are more informative and 
speaks to peoples heads. The participants of the focus group stated that they believe that the 
appeals can be divided into both rational and emotional appeals, and hence the data confirms 
the theory, moreover, the participants added that the most important kind of appeal during a 
change communication is the rational ones since customers need to be informed of the 
change. However, in the long run emotional appeals should be blended in order to obtain the 
best results.  The table below demonstrates the message appeal analysis and the coding. 
 

 
 
The first rational appeal suggested by Albers-Miller and Stafford (1999) is effective which the 
participants did not found to be interesting or appropriate in the case of Apoteket AB. Instead 
the participants stated that they want Apoteket AB to be associated with peacefulness where 
shopping is based on comfort not speed. Hence, the collected data falsifies the theory. Albers-
Miller and Stafford (1999) also suggest convenient to be an appeal which the participants 
found to be interesting but definitely not appropriate in the case of Apoteket AB based on the 
fact that they perceived the organization as the complete opposite. The participants pinpointed 
towards bad service, long cues and an overall bad atmosphere to be reasons why Apoteket AB 
should not communicate convenient as an appeal during the change communication. Due to 
the fact that the focus group expresses negative opinions, the theory is somewhat weakened.  
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Albers-Miller and Stafford (1999) state that cheap is a rational appeal, the participants agree 
with the authors and also added that cheap as an appeal is very interesting and should 
definitely be communicated by Apoteket AB during their change since they have low prices 
with high quality compared to others. The group also added that Apoteket AB is expected to 
have low prices and should therefore inform the consumers about their prices in order to be 
effective in their change communication. The appeal natural suggested by Albers-Miller and 
Stafford (1999) was also considered as an interesting and important appeal to communicate 
for Apoteket AB during their change communication. Especially since Apoteket AB’s overall 
business mission is connected to the appeal natural but also since the organization will still 
deal with pharmaceuticals, improved service and of course useful commodities, after the 
change. Albers-Miller and Stafford (1999) believe wisdom to be a rational appeal, the 
participants agreed by stating that the appeal is very interesting but also very important for 
Apoteket AB to communicate during the change. The participants explicitly pinpointed 
towards the great knowledge within the organization, such as their great education and 
knowledge about specific products. Additionally, the participants believed the appeal wisdom 
to be a competitive advantage that should be communicated, but they also believed wisdom to 
be connected with safety and trustworthiness issues, which according to the participants 
definitely should be communicated since it is Apoteket AB’s main characteristics. Due to the 
fact that the participants of the focus group expressed positive statements regarding the 
appeals cheap, natural and wisdom, the theory is strengthened as regards to all three appeals. 
 
The appeal productivity suggested by Albers-Miller and Stafford (1999) were on the other 
hand not well liked by the participants, neither as an interesting appeal nor as an appropriate 
appeal to communicate during the change in the case of Apoteket AB. They connected the 
appeal productivity with how good Apoteket AB’s personnel are to sell products, which the 
participants described as not good at all. Consequently, if Apoteket AB would communicate 
during the change that they are productive, the participants were in the belief that the people 
would react in a negative way, with distrust and skepticism. Based on the fact that the 
collected data provided negative statements about this appeal, the theory is therefore 
weakened. Tamed is suggested by Albers-Miller and Stafford (1999) as an appeal, the 
participants liked since the organization is watched by many authorities, leading to good 
products with high quality. However, they did not consider it to be an interesting appeal nor 
good to communicate in the case of Apoteket AB based on the fact that the organization is a 
monopoly company which do not compete on the same terms as their competitors selling 
commodities. Because the participants believed that the appeal only can be used under certain 
circumstances, the theory is somewhat weakened. The appeal independence suggested by 
Albers-Miller and Stafford (1999) were connected with tamed by the participants, 
consequently, they were in the belief that independence is neither interesting or good to 
communicate in the case of Apoteket AB since they are a monopoly company. Consequently, 
the data collected on this appeal falsifies the theory since very negative claims regarding this 
appeal are made. 
 
Concerning the appeal healthy suggested by Albers-Miller and Stafford (1999), the 
participants stated that it is an interesting appeal under the right circumstances, however, not 
good to utilize for Apoteket AB. They pinpointed that all products that Apoteket AB have is 
healthy but also a necessity for having a good health. Consequently, they believed that if 
Apoteket AB would utilize healthy as an appeal it would instead be strongly associated with 
ill-health. Since healthy as an appeal was perceived as an appeal that depends on the situation 
whether it is suitable and interesting and therefore is the theory a bit weakened. The appeal 
durable suggested by Albers-Miller and Stafford (1999) was also considered to be a good 
appeal under the right circumstances, but not for Apoteket AB during the change 
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communication. Moreover, the participants associated the appeal durable with products that 
have an expire-date and therefore they believed that this appeal should not be utilized by 
Apoteket AB since the organization instead should be related with trust and high quality. 
Based on the fact that the focus group claimed that this appeal not always is suitable, also this 
data weakened the theory.   
 
The appeal modern recommended by Albers-Miller and Stafford (1999) was considered to be 
an interesting appeal by the participants and also a suitable one to communicate during 
Apoteket AB’s change. The participants were in the belief that Apoteket AB need to show 
their customers that they are becoming newer and fresher as an organization, one that follow 
trends but also the customer’s needs. Additionally, the participants also pinpointed that by 
using this format Apoteket AB can also communicate that the organization has a new 
approach, one that offers better service in a better atmosphere, hopefully also with more 
colors. The appeal technological suggested by Albers-Miller and Stafford (1999) was 
connected to the modern appeal according to the participants. They stated that technological 
appeals are very interesting to use within the communication and also suitable for Apoteket 
AB to utilize, but the participants pinpointed that the organization need to think in the long-
run since there are numerous customers that do not like technological issues. Albers-Miller 
and Stafford (1999) also state safe as an appeal, which the participants perceived as very 
interesting but also very important to communicate in the case of Apoteket AB based on the 
fact that the organization is perceived as safe and trustworthy. Moreover, they believed that 
the appeal safe should be communicated since it is a competitive advantage which also is 
connected to Apoteket AB’s overall competence and knowledge, which can be connected 
with the appeal wisdom. Modern, technological and safe appeals were according to the 
participants perceived as positive since they are both interesting and suitable for the change 
communication, therefore is the theory reinforced.  
 
The final rational appeal suggested by Albers-Miller and Stafford (1999) is neat, which the 
participants believed to be an interesting appeal, nevertheless, not important to communicate 
in the case of Apoteket AB. They also added to the appeal neat that Apoteket AB should not 
utilize it since an organization like Apoteket AB should be simple, moderate, and neutral with 
an overall atmosphere that is clean-cut, not focusing on extravagant issues such as design. 
Since the data collected show that the belief of the participants is that it depends on what kind 
of company that are supposed to communicate the change, the theory is therefore not quite 
supported.           
 
Fowles (1985) suggests fifteen different emotional appeals that speak to peoples hearts, where 
the first one is the need for sex. The appeal sex suggests that when the message is discussed, 
sex as an appeal is often suggested even though it tends to eliminate the product information. 
Concerning sex as an appeal, all the participants strongly rejected it as an interesting and 
appropriate appeal for Apoteket AB to utilize during the change communication. The 
participants stated that sex as an appeal would affect Apoteket AB’s trustworthiness and 
credibility negatively, but they also believed sex to be out-dated and not that interesting 
anymore since so many organizations have used sex as an appeal when communicating. 
Therefore, the data collected clearly indicates that the theory is weakened based on the 
negative perception concerning the appeal sex. The need to nurture is the second emotional 
appeal that Fowles (1985) suggests, based on the fact that it plays on humans need to take 
care of small, innocent, defenseless creatures, children and animals. Moreover, nurture is 
included in people’s generic codes, meaning that new replacements and generations would 
not exist without it. The participants believed that this appeal was interesting but also 
important for Apoteket AB to communicate during the change due to the fact that the 
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organization somewhat is intertwined with nurture. Since the focus group stated such good 
and strong feelings towards the appeal, the theory is verified.  
 
According to Fowles (1985) the need for affiliation is an emotional appeal, based on the fact 
that people have a need to associate with others. Moreover, he suggests that affiliation is one 
of the most widely used appeals, often communicated via romance and friendship. However, 
the participants rejected affiliation as an interesting appeal but also as an appropriate one to 
communicate in the case of Apoteket AB due to the fact that they turn to the organization for 
privacy not affiliation. Because the data indicates off-putting feelings regarding the appeal, 
the theory is weakened. Fowles (1985) also suggests the need for guidance as an appeal, 
which is the complete opposite to nurture. Additionally, this appeal suggests that guidance 
can be provided via various illustrations such as spokesperson, parents, authoritarians, 
celebrities, history, fantasy figures, nostalgia and tradition. The participants agreed by stating 
that it is an interesting appeal that also is good to communicate, especially since Apoteket 
AB’s services offers help, care and advice. Moreover, they also connected the appeal 
guidance to wisdom. Based on the affirmative statements regarding this appeal by the focus 
group, the theory is strengthened by the data.  
 
Fowles (1985) states that the need to aggress is an appeal since people’s feelings can take 
many forms, especially when the environment is overwhelming where the feelings then can 
take the form of bursts of anger and violence. All the participants were unanimous by stating 
that aggress as an appeal should under no circumstances be utilized by any organization, 
especially not by Apoteket AB. Additionally, they believed that Apoteket AB’s credibility 
and respect from the customers would be decreased if aggress as an appeal would be utilized, 
especially since it is the complete opposite of what the organization stands for. Hence, the 
theory is weakened based on the belief that the appeal never is usable or interesting. Fowles 
(1985) continues by stating the need to achieve as an appeal is based on the fact that it 
energizes people, making them to strive and move forward in their lives and careers, improve 
standards of life, overcome obstacles, to compete and win over others as well as to stand out 
from others. The participants believed the appeal to be interesting but under the right 
circumstances, nevertheless, not in the case of Apoteket AB since the organization’s services 
are a duty not achievements. Overall the participants did not see any clear connections 
between achievement as an appeal and Apoteket AB as an organization. Due to the limitations 
of the usefulness the theory is therefore slightly falsified.  
 
The appeal, need to dominate claims that most people settle for being regular or normal, but 
somewhere in their rooted desires they want to be powerful or even supreme (Fowles, 1985). 
The participants considered dominate to be a negative appeal which should be avoided by any 
organization during a change communication, especially in the case of Apoteket AB. 
Moreover, they believed that the appeal dominate has nothing to do with Apoteket AB’s 
business mission and also claimed that since a change often is negative to the customers, 
positive appeals need to be utilized. Therefore, the theory is weakened based on the strong 
negative approach towards the appeal.  Fowles (1985) also states that the need for prominence 
is an appeal since people have a desire to be admired, respected and enjoying high social 
status. The participants considered this appeal to be interesting and a necessity to 
communicate during a change. Consequently, they stated that prominence as an appeal should 
be utilized by Apoteket AB and associated it with respect and reverence, especially since 
Apoteket AB handle many customer segments that often have private issues the organization 
helps them with. Due to the fact that the participants believed strongly in this appeal both as 
an interesting appeal, but also as a usable, the theory is strengthened.  
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The need for attention regards the desire to be looked at (Fowles, 1985). The participants 
perceived this appeal as interesting but definitely not suitable in the case of Apoteket AB 
since they believed the organization’s service level is low. Consequently, they stated that 
Apoteket AB should not communicate this appeal since it would be perceived as a fabrication 
based on the fact that they had the impression of intruding and disturbing the staff at Apoteket 
AB when visiting a pharmacy. The data collected indicates that the theory does not fit to well. 
This due to the fact that the participants of the focus group believed that the appeal is 
interesting but not suitable for the change communication. Fowles (1985) also believes the 
need for autonomy to be an appeal of importance since it wants to highlight the own person, 
often as a solo figure. The participants did not considered this appeal to be interesting at all 
nor appropriate to utilize in the case of Apoteket AB since they have a monopoly situation at 
the market. Additionally, they claimed that if this appeal would be utilized it would 
communicate that Apoteket AB do not have the best products, prices or services together with 
that the organization do as they want at the market. Hence, the theory is clearly falsified based 
on the obvious dislike towards the appeal. 
 
The need to escape according to Fowles (1985) ought to be considered as an appeal since the 
freedom is pitched where one hide from social obligations or seek to rest or adventure. 
Moreover, this appeal illustrates that the consumer leaves the everyday life for a more 
carefree experience, often with the communicated product close by. The participants believed 
this appeal to be interesting under the right circumstances but not in the case of Apoteket AB 
since they associated it with drugs and only for a short period of time, instead of permanent 
answers to various issues or needs. Based on the belief that the appeal only suits in certain 
circumstances, the theory is a bit falsified. Fowles (1985) also states the need to feel safe as an 
appeal exist, this involves all human beings desire to eliminate possible threats to their 
families and overall wellbeing. Additionally, this appeal suggests that people are safer with 
the advertised product or service, than without them. All the participants were unanimous 
concerning this appeal, they more explicitly stated that it is both interesting as well as 
appropriate for Apoteket AB to communicate this during the change. They clearly stated that 
since Apoteket AB make many consumers feel safe and calm they should definitely utilize 
this format during the change in order to show the customers that despite the changes they are 
still a safe organization. Based on this appeal high appreciation from the focus group the 
theory becomes supported. The need for aesthetic sensations is suggested by Fowles (1985) 
based on the fact that good communication can not occur without the messages being visible 
pleasing. All the participants agreed by stating that this appeal is interesting and also 
important. They continued by stating that it is very important in the case of Apoteket AB 
since the organization is perceived as dull and boring. As a result, the participants believed 
that Apoteket AB should improve their visuals, to illustrate the change better. Because the 
collected data indicates a strong need for the appeal aesthetic sensation, the theory is 
strengthened.  
 
The need to satisfy curiosity is also an emotional appeal since people by nature are curious 
and interested in the world around them, leading to that information becomes a basic motive 
(Fowles, 1985). The participants stated that to satisfy curiosity can be a good and interesting 
appeal but under no circumstances in the case of Apoteket AB. They pinpointed towards the 
fact that since Apoteket AB is a state-owned company which is not service minded and 
perceived as boring, no interest at all exists about them or about their products. Based on the 
perception that the appeal only suits certain situations, the theory becomes to some extent 
criticized. The last emotional appeal suggested by Fowles (1985) is the physiological needs 
such as sleeping, eating and drinking. The participants found this appeal to be interesting for 
communicating a change and also appropriate to utilize for Apoteket AB. They found this 
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appeal to be valid in the case of Apoteket AB during the change based on the fact that many 
of the organization’s commodities are in some way related to a physiological need, leading to 
that the communication becomes credible and valid. Consequently, the theory is supported by 
the collected data due to the positive statements about the appeal.         
        
Color is according to Moriarty (1991) the last element within a message and is considered to 
be an important part because it draws attention, intensifies memorability, emphasizes, defines 
the background and the foreground, but one of its main functions is to create mood and 
emotional responses.  
 
The first color suggested by Moriarty (1991) is red which she believes to be an exciting, 
cheerful, defiant and powerful color that often is associated with heat, anger, passion, war and 
blood. The participants symbolized the color red with blood, stop, emergency and that it 
attracts attention. Additionally, the participants claimed red to be a color that is not 
appropriate for Apoteket AB during their change communication based on the fact that it is 
associated with blood, which gives the wrong impression during the communication. Overall, 
the theory concerning the color red is supported based on the findings. The color blue is often 
considered to be a happy color since it means peace, calmness, loyalty, security and 
tenderness. Moreover, blue is also associated with cold, ice, distance, infinity and intellectual 
appeals, as opposed to the emotional that red has. The participants symbolized blue with 
coldness, chilly weather and with the two pharmaceutical drugs Ipren and Viagra. Based on 
the fact that the participants recommended Apoteket AB to communicate warmth, they 
excluded blue as an appropriate color to communicate since blue to them was strongly 
connected to coldness. Based on the findings, the theory is supported to some degree but also 
weakened since the participants added Ipren and Viagra as symbolisms for blue. 
 
The color yellow is associated with the sunlight, openness, radiance and vividness and it is 
also attention-getting because of its luminosity (Moriarty, 1991). The participants associated 
yellow with the sun, illumination and all items that are natural. Additionally, the participants 
considered yellow to be an appropriate color during Apoteket AB’s change communication, 
especially in a combination with green. The findings concerning the color yellow conclude 
that the theory developed by Moriarty (1991) is supported, nevertheless, adjusted since the 
participants did not believe yellow to be attention-getting. Like blue, the color green is 
associated with serenity, calmness and the nature, it is also a quiet color that is used 
symbolically to suggest hope, meditation and tranquility. The participants symbolized green 
with Apoteket AB and the nature and concluded that it is an appropriate color to communicate 
during the change. Additionally, they also added that more green shades could be an option to 
illustrate the organizational change, whilst still being trustworthy and keeping to their history. 
Based on the findings, it is suggested that the theory is supported, nevertheless the theory is 
more detailed, since the participants did not state many symbolisms with green.  
 
Moriarty (1991) states that the color black is associated with distress, despondency and 
defiance, but also with hate and death. Moreover, she states that black is used to express 
power and elegance, especially if it is shiny. The participants symbolized black as a color that 
is clean-cut and associated with death and consequently, they therefore believed that the color 
should definitely not be utilized during the change communication. However, the participants 
added that black can though act as a copy color during the communication. As a result the 
theory is supported based on the findings, but also more detailed. White is described by 
Moriarty (1991) as a color that stands for purity, sanitary and clean. She continues by stating 
that since white lack apparent colors, it conveys emptiness, infinity, the inexplicable and is 
also used visually to express total silence. The participants symbolized white with purity, 
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innocence, safety, doctors and sterile environments. Based on that, the participants claimed 
that white is a good color to communicate during the change, but also since it is easy to 
combine with other colors. The findings conclude that the theory is supported but also more 
detailed.  
 
According to Jacobs et al. (1991), grey is symbolized with dignity and quietness. The 
participants on the other hand symbolized grey with dirt, ash, concrete and boredom, which 
consequently lead to that the participants did not find grey to be applicable during the change 
communication in the case of Apoteket AB, especially not since the organization today are 
connected with that they are ‘grey’ and boring. Based on the findings the theory by Jacobs et 
al. (1991) is not supported due to the fact that the participants had a different view on 
symbolisms for the color grey and therefore, the findings renews the theory. Pink is suggested 
to be associated with gentleness and women according to Jacobs et al. (1991), however, the 
participants associated pink with piglets, babies and cuteness. Additionally, the participants 
did not found pink to be appropriate in the case of Apoteket AB during their change 
communication. Based on the findings, the theory agrees to some extent but is further 
developed.  
 
The color orange is associated with high energy, heat, fire and harvest (Liebman, 1996). The 
participants symbolized orange with fire, sunsets, safety, warmth and with the Swedish 
telecom. All the participants were unanimous by stating that orange is a powerful color that is 
appropriate for Apoteket AB during their change communication. They also added that 
orange can be an interesting color for Apoteket AB since it can be combined with other colors 
and due to the fact that it attracts attention to the ‘new’ organization. As a result the findings 
concerning the color orange supports the theory. Liebman (1996) continues by stating that 
purple personifies power, royalty and richness but was by the participants connected to old 
ladies, privacy, peace, happiness and the municipality Boden. Additionally, they did not 
found purple to be an interesting color or appropriate for Apoteket AB to utilize during the 
change communication since it would send the wrong signals and moods which would affect 
Apoteket AB’s trustworthiness and safety negatively. The findings concerning the color 
purple therefore do not support the theory at all, based on the fact that the participants view is 
completely different.    

5.2.2  How Should the Promotional Tools be Utilized in Times of Change? 
All promotional tools have different characteristics and capacities to communicate and to 
achieve different objectives (Fill, 1995). As a result Keller (2001) believes that it is important 
for organizations to choose the most appropriate tools when communicating at today’s 
market. Table 5.6 presents in coding, the data compared to the theory.   
 



Chapter 5  Data Analysis  

 83   

 
 
According to Keller (2001), advertising includes television, magazines, newspapers and radio 
as different media types but Jobber (2001) also adds cinema and posters within the advertising 
segment. Overall, Jobber (2001) believes that advertising is good in building awareness since 
a wide audience can be reached quickly and can be used to aid the sales efforts by legitimize a 
company and its products. Additionally, advertising is also good for repetition, since a brand’s 
positioning concept can effectively be communicated, but the drawbacks with advertising is 
that it is impersonal, lacks flexibility and questions can not be answered together with its 
limited capability to close sales. (Jobber, 2001).  
 
Television hold the advantage that it can demonstrate products and services in action by 
combining color, sound and movement which in turn also have a deeper impact on the 
recipients compared to the press, radio and posters. In addition, television is also good since it 
has the qualities of building brand images together with the fact that it creates an overall good 
atmosphere. (Jobber, 2001). Overall, television has the possibility to reach people that are not 
reached effectively via other tools since the majority of the people tend to watch television 
now and then. Nevertheless, television is expensive due to its production and running costs 
and is exposed to an immense commercial clutter as well as its problem with selecting 
audiences where the scheduling is inflexible. (Wells et al., 2000). All the participants were 
unanimous by stating that television is the best tool to employ, especially in the case of 
Apoteket AB during their change communication. They pinpointed that television has the 
advantage of both reaching them with the biggest impact as well as the big masses and even if 
they try to avoid the advertisements communicated via the television, they will still notice it 
and find it a bit amusing in the long run. The participants also claimed that television hold the 
advantage that it can combine pictures, movements and sounds unlike the other promotional 
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tools, as well as stir various feelings and communicate the message directly. As a result the 
findings coincide with the theories, based on the fact that the participants believed television 
to be a great tool since it can combine movements, colors and sounds, but also reaches people 
that tries to avoid advertisements.  
 
Regarding radio as a media type, Jobber (2001) believes it to be limited since it only 
communicates sounds, but is a good way for communicating factual information rather than 
the brand image. The identified advantages with radio as a promotional tool is that it can 
reach a specific target audience effectively that also accepts the information that is produced 
for a low cost with high speed and flexibility as well as stimulate the creation of mental 
images. In contrast, radio also has some identified drawbacks since it only communicates 
sounds and has problems with keeping the listeners attention and to be remembered. 
Moreover, radio suffers from a major clutter where it is difficult for companies to schedule 
and buy the needed time in order to reach the target market. (Wells et al., 2000). The 
participants did not believe radio to be an appropriate tool for communicating with them, 
based on the fact that they neither listen nor recall advertisements from the radio. 
Consequently, the participants claimed that radio is not a tool that Apoteket AB should use to 
communicate the change, if the organization wants to reach them effectively. Since these 
findings suggest that radio is not a good tool to communicate a change, the theory is 
weakened.  
 
Newspapers according to Jobber (2001) present factual information, which the recipients have 
control over since they can choose when, where and if to read a specific advertisement. 
Moreover, newspapers are good since they, gives the readers the option to make comparison 
shopping, reaches a broad market, are geographical flexible and have valid and updated 
information which often connects the advertiser with the local store. On the other hand, 
newspapers have a short life span at a cluttered market, a limited coverage of specific 
segments, poor reproduction and are not the best option for demonstrating products and/or 
services. Wells et al. (2000). The participants claimed that newspapers are good for 
communicating with them, especially in the case of Apoteket AB. They pinpointed that 
newspapers have the option for reaching the big mass, which they considered to be good for 
Apoteket AB’s change communication. However, they also stated that newspapers do not 
have a good visibility and is something they read fast, as a result of that, the participants were 
in the belief that newspapers should only be used as a reinforcement tool during Apoteket 
AB’s change communication. The theories concerning newspapers is therefore somewhat 
developed since newspapers is only suggested to be a reinforcement tool.      
 
Magazines are similar to newspapers and therefore possess comparable characteristics, 
meaning that they present factual information which the recipients have control over because 
they can choose when, where and if to read it. However, compared to newspapers, magazines 
have some other advantages since they have very specific readers which make the targeting 
more easily. Additionally, magazines also possess a high level of audience receptivity, have a 
good format in a good quality which leads to nice visuals, have the longest life span of all 
tools, and have the possibility to include sales promotional activities. The drawbacks are that 
magazines have a limited flexibility, have a limited distribution, are expensive and that they 
can lack immediacy, meaning that the readers can choose to read the magazine later on which 
results in old and obsolete advertisements. (Wells et al., 2000). Magazines were by the 
participants perceived as a tool that is not the best one to utilize, especially not in the case of 
Apoteket AB during a change since they have very specific topics, reaches a limited number 
of people which in turn lead to a problem, since Apoteket AB should reach the big mass. 
However, the participants stated that Apoteket AB’s own magazine could be a good option to 
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communicate the change via, based on the fact that it is free, credible and frequently read by 
customers that visit the pharmacies. Consequently, the participants therefore found magazines 
to be suitable to utilize under the right circumstances. Based on the theory, the findings 
connect with the theory.  
 
Cinema has similar characteristics to television due to the fact that it combines colors, 
movements and sounds. Nevertheless, cinema also has some extra advantages compared to 
television since it captures more attention and easier predict the target audiences and their 
preferences. (Jobber, 2001). The participants believed cinema to be out-dated and replaced by 
the television concerning their generation, however, they believed it to be more appropriate to 
communicate with younger people. Moreover, they claimed that cinema focuses too much on 
a specific target audience that does not communicate with the big mass or the older 
customers, which they believed to be Apoteket AB’s main customers and focus. They added 
that cinema is not a good tool to utilize if an organization like Apoteket AB wants to 
communicate with them, since they neither visits the cinema anymore nor notice or remember 
the commercials if they do visit the cinema. Based on the findings the theory is somewhat 
weakened, because cinema does not necessarily capture peoples attention.  
 
Jobber (2001) states that posters include everything from billboards to hot-air balloons and 
are only visual and limited from a creative perspective. Additionally, Wells et al. (2000) 
suggests that posters have a great impact, are excellent as reminders, good in showing the 
creative concepts, are cheap and have a long life time. The authors though believe that they 
are limited since they need to be simple and brief, have a short exposure, bother many and are 
restricted by laws. The participants stated that posters are good from many perspectives, and 
also suitable to utilize during Apoteket AB’s change communication. However, they 
suggested that the posters should only be used as an extra tool, supporting the advertisements 
from the television. Additionally, the participants also added that posters are highly visible, 
communicates and reach masses, also without disturbing and intruding on the customer’s 
privacy. The findings do not agree to its fullest extent with the theories concerning posters, 
due to the fact that the participants believed posters to not disturb in any way.        
 
Public relations can be described as the tool an organization use to take care of and manage 
groups such as the shareholders, employees, the local community, the media, the government, 
pressure groups and the customers as well as the distributors. Public relations in turn include 
several elements but the two major ones is marketing public relations and  publicity which is a 
major element that can be utilized via interviews, news conferences, news releases, public 
speaking, feature articles and photocalls. (Jobber, 2001). According to Kotler (1997), the 
advantages with publicity are the high credibility of the message and that it has no direct 
costs, Wells et al., 2000 also claim that publicity can serve as a support tool to advertising. On 
the contrary, the drawbacks with publicity is the lose control of publication, lose control of 
content and loss control of timing (Kotler, 1997). Additionally, marketing public relations is 
according to Wells et al. (2003) the fastest growing element within public relations and goes a 
bit further than regular publicity. Consequently, marketing public relations is similar to 
publicity, nevertheless, more customer and sales focus as well as more effective in building 
public awareness and brand knowledge via events, news, speeches, public-service activities 
and identity media. All participants agreed that public relations, overall is of great importance 
during a change, especially in the case of Apoteket AB. Moreover, they stated that publicity is 
good since it affects older people like them in a trustworthy way, compared to advertising but 
they also believed publicity to be a great tool to serve as a complement to advertising. The 
participants though pinpointed that it is of great importance for Apoteket AB to know all the 
details concerning the change, before they utilize public relations and also strive for making 
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the communication as easy as possible, so that all customers understand. Marketing public 
relations were on the other hand not liked at all by the participants due to the fact that the 
participants associated it with politics that in turn would affect Apoteket AB’s trustworthiness 
negatively. The theories is supported based on the findings, however they are also to some 
extent weakened since marketing public relation is not well liked.  
 
Chaston (2001) states that Internet and online marketing is considered to be a medium which 
smooth the progress of two-way communication since it combines the characteristics of 
publishing and broadcasting. To be more specific Van den Poel and Leunis (1999) state that 
Internet has changed the way how consumers and organizations are communicating, but 
foremost also how organizations integrate Internet as an informational and selling platform in 
their strategies. Moreover, the authors believe that Internet as an informational tool for 
organizations is employed by offering online information, where the customers can search for 
updated information both faster and at a lower cost for the organization. Jobber (2001) also 
claims that Internet is utilized by many organizations as a selling platform where the 
customers no longer need to negotiate any prices or visit a store, they instead click and pay to 
the organization in question, that in turn ship the commodities. The advantages with Internet 
are the lower prices, the 24-7 availability and the instant gratification. In contrast, the security 
issues, the accessibility and the difficulty of targeting users are identified drawbacks with 
Internet (Pallab, 1996). Overall, the participants claimed that Internet as a tool for 
communication is not the best one, since they perceived it as unfamiliar and difficult. They 
also added that using Internet could affect Apoteket AB’s credibility but they though 
perceived it as necessary during the change in order to be updated, attract the big mass and the 
new generation of customers. Consequently, they believed that Apoteket AB should employ 
Internet even though they will not use it since customers have easy access to the Internet 
where one can search for information in a fast way, for example about Apoteket AB’s 
changes. The participants also claimed that Internet should under no circumstances exclude 
the other promotional tools for attracting them as customers nor employ e-commerce based on 
the fact that they will not use the service, nevertheless, they understood the overall 
development of why more people than ever shop online but did not accept it. Based on the 
findings regarding Internet as an informational and e-commerce platform, the theories is 
supported when it comes to Internet as an informational platform but concerning e-commerce 
the theories are weakened since the participants did not accept it.   
 
Sales promotion according to  Fill (1995) has the objective of encouraging the target audience 
to behave in a specific way, often by purchasing a specific product. Moreover, Wells et al. 
(2003) states that sales promotion can be divided into several inducements such as price 
reductions, premiums and gifts, Fill (1995) and Kotler (1997) also add coupons as a typical 
inducement. In general, sales promotion lowers the risk of stocking new brands, add 
excitement at the point-of-sale, help small brands survive that can not afford massive 
advertising campaigns, useful for securing trial and defending shelf space, allows 
manufacturers to use idle capacity and adjust to supply and demand imbalances and 
adjustability to fit customer price-willingness. To start with, price reductions as an 
inducement gives customers better deals by providing bonus packs or a lower price. 
Premiums are products or items that are offered for free or for a low price that are used to 
boost sales but with the drawback that it actually can discourage people from buying the 
product. (Fill, 1995). On the contrary, gifts are products/services that are given to customers 
for free without any commitments, meaning that its purpose is not to boost sales. The final 
inducement is coupons which are given to the customers with the purpose of buying the 
coupon-product for a lower price. (Olander and Sehlin, 2000). Fill (1995) claims that coupons 
are great for communicating, especially during product introductions and for established 
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products at the market, but they are also expensive. Overall, the participants perceived some 
of the sales promotional activities as more suitable for organizations’ to use, however they 
though claimed that sales promotion activities should not be utilized by Apoteket AB during 
the change communication since it gives the impression of the organization being to profit 
oriented, instead of customer oriented. They continued by stating that instead of investing the 
money on sales promotional activities, it is better that Apoteket AB lower their prices on their 
products. Price reductions was the activity that was perceived as the best one by the 
participants, overall they were skeptical since they believed that Apoteket AB should always 
have low prices, nevertheless, they all claimed that price reductions are acceptable if they are 
connected to a membership card because customers then are rewarded for their loyalty. 
Premiums was perceived by all participants as negative and discouraging, especially in the 
case of Apoteket AB since their customers should not be foist to buy any product, instead 
they should be comfortable knowing that they get what they need, nothing more. The 
participants connected gifts to premiums, and therefore they did not like gifts overall, nor 
perceived gifts as a suitable activity for Apoteket AB since it not perceived as trustworthy or 
serious based on the fact that they become suspicious if they receive something for free. The 
coupons were also perceived as non suitable activity, especially in the case of Apoteket AB 
since they did not utilize any activities at all, leading to that it is a waste of money and only 
damages the environment. The participants also added that coupons can create ‘badwill’ for 
organizations since all customers does not receive the coupons, leading to that all people are 
not treated equally. To conclude, the theories were not supported, since the findings clearly 
show that sales promotion is not a good tool to utilize during a change communication, 
especially not in the case of Apoteket AB. 
 
Direct marketing is an important element within the promotional mix according to Kotler 
(1997), since it utilizes specific media to target specific consumers. Additionally, he states 
that direct marketing can take many forms such as direct mail and telephone-marketing that 
both are nonpublic, customized, up-to-date and interactive. It is also suggested that direct 
marketing is a tool that should be integrated with others since it have the advantage of 
targeting specific customers with the intended message for a low cost that also measure the 
actual results. However, the drawbacks with direct marketing are that it is irritating, never 
personal, and invade peoples’ privacy. (Jobber, 2001). The participants were all unanimous 
concerning direct marketing by stating that it is a negative tool from all aspects since it is 
intrusive, not serious nor trustworthy. Based on the fact that the participants perceived 
Apoteket AB as a serious and trustworthy organization, they claimed that the organization 
would be affected very negatively if they would use direct marketing, especially during the 
change communication. They also added that ‘badwill’ would be created since the people can 
not choose whether to interact or not with Apoteket AB. The participants were very negative 
concerning direct mail and stated that too many organizations are already using that technique 
that is not trustworthy or serious. They continued by stating that telephone marketing is the 
absolute worst form of direct marketing since it eliminates their privacy since the companies 
call whenever it suits them. They also added that telephone marketing make use of people that 
can not say ‘NO’, which in turn creates a distrust and disbelief about the technique as a 
whole. Based on the findings, the theories concerning direct marketing is weakened due to the 
fact that the findings show that direct marketing should never be utilized or integrated with 
other promotional tools, especially not during change communication.  
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5.3   Cross-case Analysis  
In this section the collected data from the two focus group interviews will be analyzed in 
comparison to each other. The analyses will also be presented in the order of the research 
questions, starting with the message characterization, followed by the promotional tools’ 
utilization. 

5.3.1 How Should the Message be Characterized in Times of Change? 
Regarding the message characterization, we looked into three various aspects. First we looked 
at message formats, secondly we looked at message appeals and finally, colors were 
investigated.  
 
Concerning message formats, the two focus groups often had different considerations and 
aspects of the diverse message formats. However, when comparing the data from focus group 
one and focus group two, table 5.7 was created which in more detail illustrate the findings in 
comparison to each other. Additionally, some formats stand out as being both interesting and 
suitable to employ during the change communication of Apoteket AB, or on contrary, not 
interesting nor suitable at all.  
 

 
 

Based on the table above, the formats that are strongly preferred by both focus groups are the 
formats slice of life, musical and fantasy. Both focus groups claimed that the format slice of 
life is a fun way to illustrate the ‘new’ Apoteket AB where everyone is welcomed. The slice 
of life format also allow for Apoteket AB’s trustworthiness to be illustrated, which the 
participants of the focus groups felt to be very important. Regarding the format musical, the 
groups also agreed and believed it to be an interesting and suitable format, since it easily 
creates and evokes feelings that are connected to the organization. Furthermore, the focus 
groups were unanimous and claimed that softer music was more appropriate since the 
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organization’s main business area is strongly connected with illnesses, which needs to be 
taken into consideration. Focus group two even took the softer musical statement further and 
claimed that classical music should be employed, since such music would imply that the 
organization has a long history with a good record of trustworthiness. The final format which 
both focus groups agreed on and considered to be interesting as well as suitable in the case of 
Apoteket AB, was the format fantasy. They stated that fantasy format was appropriate due to 
the fact that it could create attention. However, both focus groups also claimed that special 
care must be put into this format so that it does not upset the customers. They also added that 
the format should not be utilized on its own, but rather as a backup to another format. 
 
Table 5.7 also shows that the two focus groups have some incongruity in opinion about 
formats being both interesting and suitable. Focus group one believed that the format problem 
solution/problem avoidance is both interesting and suitable, whilst focus group two believed 
the format to be interesting but not suitable for the change communication. Additionally, 
focus group one claimed that the problem solution/problem avoidance is interesting and 
suitable since Apoteket AB offers permanent solutions, especially in the long run. Focus 
group two on the other hand, contradicted that and stated that the format would not work 
since they associate the organization with poor service and not especially good at solving or 
avoiding customer’s problems. Focus group two had the formats straightforward and 
spokespeople/endorsers as interesting and suitable formats for the change communication, 
which focus group one did not. Focus group one believed the format straightforward to be 
interesting but not suitable, this since Apoteket AB’s communication today are perceived as 
too strict and boring which they felt should be altered, and hence the format is not suitable. 
Focus group one did not consider the format spokespeople/endorsers as interesting, but 
claimed that the format could be suitable for Apoteket AB’s change communication due to the 
fact that it could create a sensation of Apoteket AB, being something more than just 
pharmaceuticals. 
 
According to table 5.7 the formats comparison and teasers are both rejected as interesting and 
suitable by the two focus groups. The groups disliked the format comparison due to the fact 
that the impression is that Apoteket AB can not be compared to any other organization and 
also because the format are being utilized by many other organizations. Focus group one also 
felt that it can be communicated in a ‘cheesy’ way, which would might rub of on Apoteket 
AB negatively. The format teasers was also rejected by the two focus groups, this because 
they felt the format to be annoying and vague which overall evokes negative feelings towards 
the sender of the massage, which they definitely did not want Apoteket AB to be a sender of.    
 
Formats which the two focus groups were inconsistent compared to each other were the 
formats demonstration and mood or image. The format demonstration is according to focus 
group one neither interesting nor suitable since they believed that the format would demolish 
the image of Apoteket AB and even more illustrate that the organization is boring and strict. 
However, focus group two claimed that the format could be interesting in the right setting, but 
they also stated that it is not suitable for Apoteket AB’s change communication due to the fact 
that the format would give the wrong impression and indicate that the organization is cheap. 
Moreover, they also believed that the format demonstration could affect the organization’s 
overall image and status negatively, which they also believed to be unacceptable since 
Apoteket AB handle pharmaceuticals. The other format which the two focus groups had 
anomalies compared to each other was the format mood or image. This format was according 
to focus group one not interesting but it could be suitable for the change communication by 
Apoteket AB since it offers the possibility to emphasize the two important aspects of the 
organization being secure and trustworthy, however, they also stated that it otherwise only is 
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of less relevance. Contrary to what focus group one stated is what focus group two claimed. 
Focus group two stated that even though mood or image is an interesting format it does not 
suit Apoteket AB’s change communication based on the fact that the organization’s reputation 
is boring, dull, cold and inflexible, which all are moods and images that should not be 
communicated.  
 
The two focus groups had concerning the message appeals both opinions that completely 
concurred with each other and views that had some differences, but also beliefs that were in 
the complete opposite to each other. Both focus groups claimed that the appeals could be 
separated into rational and emotional appeals, and also that the rational appeals are more 
important during the change communication, especially in the beginning. However, both 
focus groups believed that a blend should be obtained in the long-run for the maximum effect. 
To illustrate the cross-case analysis, a table is presented below with the various appeals and 
the coding of the analysis of the two focus groups. Additionally, we will compare the 
opinions of the various rational and emotional appeals, and also why or why not they were 
well liked and/or usable by the two focus groups. 
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The appeals which the focus groups were unanimous on, as being both well liked and suitable 
were regarding the rational appeals wisdom, modern and safety and the emotional appeals 
nurture, guidance, prominence, feel safe, aesthetic sensation and finally the appeal of 
physiological needs. Regarding the appeal wisdom the participants of the focus groups agreed 
with each other and claimed that the appeal is good to use because it clearly indicates that the 
organization possesses a wealth of knowledge and employs highly educated people, thereby a 
great a level of trustworthiness is achieved. The appeal guidance was also liked since it 
indicated that help is provided, especially the focus groups felt that this is good in connection 
with Apoteket AB. Modern was also an appeal which were perceived as highly positive by the 
two focus groups, this because they believed that modern as an appeal would clearly illustrate 
that the organization is moving forward trying to meet customer’s needs whilst still 
maintaining the core spirit of the organization as being solid and trustworthy. The final 
rational appeal which the focus groups felt were very positive towards was the appeal safety, 
based on the fact that it is a great competitive advantage and that it very well illustrates the 
organizations image of being trustworthy and safe. The first emotional appeals which was 
positively met by the two focus groups was the appeal nurture, which they believed to be the 
organizations core business and hence should be emphasized that despite the change the 
feeling of nurture will still be a fact at Apoteket AB after the change. Prominence as an 
appeal was agreed on by the two groups as a good appeal for communicating the change. This 
due to the fact that they believed that the appeal can connect to the organization’s strong link 
to the health care industry that handles many different customer segments with respect, and 
therefore the appeal is appropriate. The appeal feel safe was also very much liked since the 
two focus groups stated that it is the organization’s primary job to take care of people who are 
ill and therefore customers must feel safe and calm. Additionally, feel safe as an appeal would 
communicate that the organization is still safe, just a bit newer and fresher, which helps to 
avoid misunderstandings and confusions. Concerning the appeal aesthetic sensation the focus 
groups claimed that it was a good appeal because Apoteket AB today is believed to be boring 
and consequently should alter this to enhance themselves, but also to actually illustrate the 
change. The final emotional appeal which the focus groups agreed on as being liked and 
suitable was the appeal physiological needs. Both focus groups agreed that the appeal 
physiological needs would be positively perceived since the organization’s products and 
services are intertwined with such needs even after the change, and thereby the change would 
become more well-known and liked since it is believed to be a credible and good change 
communication. 
 
Some of the stated appeals were also rejected by both focus groups as liked and suitable, these 
rational appeals were productivity and independence. The emotional appeals that were not 
liked at all were the appeals sex, aggress and autonomy. The appeal productivity was 
unwanted because they felt that the organization can not live up to such an appeal due to the 
fact that the focus group’s member associated Apoteket AB with bad service and they also 
believed that it is especially important for Apoteket AB as an organization to do things right, 
and not doing things faster where errors might occur. Independence as an appeal was also 
confronted with skeptical feelings due to the fact that the focus groups believed the 
organization to be strongly controlled since Apoteket AB is a monopoly company. The first 
emotional appeal that was perceived as very negative was the appeal sex. Sex was badly 
viewed much because the focus groups believed it could bring negative associations towards 
an organization that should be neutral and clinic and also because they felt that numerous 
organizations’ nowadays are communicating sex, which they were fed up with. As with sex 
the participants of the focus groups also believed that if aggress would be utilized by an 
organization like Apoteket AB, the consumers would be offended leading to that the 
credibility and respect for the company would be diminished. Based on the belief of the focus 
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groups the appeal autonomy was rejected since they believed bad associations from that can 
occur and especially for Apoteket AB since they are a monopoly company and therefore is 
not independent at all.  
 
Table 5.8, earlier illustrated, shows that the two focus groups have some incongruity in 
opinion about appeals being both liked and suitable. Focus group one felt that the rational 
appeals effective, healthy and durable together with the emotional appeal affiliation were 
good appeals since they felt they both liked the appeals and thought them to be suitable for 
the change communication. Nevertheless, regarding the appeal effective focus group two 
believed it to be the opposite, not liked and not suitable, this since they wanted to shop in a 
peaceful environment in particular when visiting a pharmacy. Neither the appeal healthy was 
perceived by focus group two as positive as focus group one did. Additionally, focus group 
two believed that despite that they liked the appeal they did not find it suitable for Apoteket 
AB based on the belief that the appeal healthy would in their case be associated with ill-
health, instead of having a good health. The appeal durable was also by focus group two liked 
but not in connection with Apoteket AB since they associated the appeal with products or 
services that have an expire-date, which the organization should not be connected with. The 
final appeal which focus group one felt completely positive towards and focus group two was 
completely negative towards was the emotional appeal affiliation. Focus group two claimed 
the opposite since they did not find it interesting, together with the fact that they only turn to 
Apoteket AB for issues that require privacy not affiliation.  
 
Focus group two felt contrary to focus group one, that the rational appeals cheap, natural and 
technological were well liked and suitable for Apoteket AB’s change communication. 
Additionally, focus group two considered the appeal cheap to be liked and suitable because 
low price according to them is attractive which they also felt Apoteket AB have in 
combination with high quality products. However, focus group one felt that despite that they 
liked the appeal they did not believe it to be suitable for Apoteket AB and their change 
communication due to the fact that the incentives for purchasing products or wanting their 
help has nothing to do with the price. Focus group one also claimed that the organization 
would be discredited by using the appeal cheap since the organization is strongly intertwined 
with the healthcare and should therefore not be perceived as cheap. The two focus groups 
further disagreed with each other regarding the appeal natural, since focus group two found it 
interesting and suitable due to the fact that they believed Apoteket AB’s business mission is 
connected to this appeal. Nevertheless, focus group one claimed the opposite, which is that 
the appeal causes confusion and especially in association to Apoteket AB which handles 
chemical drugs. Another appeal which the two focus groups did not see in the same way was 
the appeal technological, which focus group two considered as total positive whilst focus 
group one only liked it, but not in connection with Apoteket AB. Moreover, focus group two 
claimed it was connected to the appeal modern which they also perceived as positive, further 
they liked the appeal because it eases the availability for the customers concerning Apoteket 
AB. On the contrary, focus group one liked the appeal technological, but not in relation with 
Apoteket AB since they did not perceive the organization as technical together with the fact 
that people do not visit pharmacies because they are technologically enhanced.  
 
Table 5.8 also shows that the two focus groups further disagreed regarding the appeals tamed, 
achieve and satisfy curiosity. However, regarding these appeals it is focus group one that is 
completely negative whilst focus group two are somewhat more positive. Regarding the 
appeal tamed, focus group one claimed that the appeal is not liked and not suitable, but focus 
group two believed that it was interesting but did not suit Apoteket AB since they are a 
company that do not compete with other companies and organizations on the same terms 
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because the are a monopoly company. Also regarding the appeal achieve focus group one 
were totally negative whilst focus group two claimed that the appeal is interesting but not for 
Apoteket AB, based on the fact that their performances are duties not achievements. Satisfy 
curiosity was the last appeal that the focus groups had different opinions about. Focus group 
one did not react positively to this appeal at all, on the other hand, focus group two believed 
that such an appeal could be good but not regarding Apoteket AB that are according to them 
boring, state-owned an not service minded which would make the appeal a contradiction. The 
appeal which they also was not unanimous on were on the appeal dominate, however, about 
this appeal it was focus group two which had the negative opinions. Additionally, they 
claimed that this appeal was negative and that it should not be utilized during changes, further 
they also believed that since dominate has nothing to do with Apoteket AB or their business 
mission, the appeal would only bring negative associations. However, focus group one felt 
that the appeal dominate could be interesting, but even though Apoteket AB dominate their 
field of business within health knowledge it is to risky appeal and should therefore not be 
utilized.  
 
Regarding the four appeals convenient, neat, attention and escape, the two focus groups were 
unanimous. About the appeal convenient they stated that even though they liked the appeal it 
does not quite fit in with their perception of Apoteket AB since the organization is not 
convenient to visit because there are always long cues and bad service there. Neat as an 
appeal was also viewed as an interesting appeal but this one also did not fit with Apoteket AB 
since the participants wanted the organization to be moderate, simple and clean-cut. 
Furthermore, the two focus groups also stated that it is difficult to change peoples’ perception 
of how the organization is, and because the organization is quite boring and strict they should 
work out of that. Attention was also viewed as an interesting appeal but since Apoteket AB is 
perceived as having poor service, the appeal of attention can better be communicated via 
appeals such as nurture and guidance. Finally, escape was seen as an attractive appeal, 
however, not a suitable one since they believed it to be too strongly connected with drugs, 
addictions and not an overall good health.       
 
Regarding color, the two focus groups were quite in agreement. In order to illustrate the 
cross-case analysis with the various opinions and color symbolism a table is presented on the 
next page. 
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The colors which the two focus groups found appropriate for Apoteket AB’s change 
communication were green, white and orange. Both the focus groups symbolized green with 
Apoteket AB and the nature, however, focus group one also added harmony, hospitals and 
forests. The focus groups also stated that it might be good for Apoteket AB to utilize more 
green shades than just their base green that is currently used, this they claimed would 
illustrate the change, whilst still being the old trustworthy organization that people is familiar 
with. Additionally, white was also a color that was well liked and the focus groups thought 
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that white could indicate sterile and clinic environments, however, focus group one further 
believed it symbolized boredom, emptiness, infinity and neutrality, whilst also claiming that 
white is not a real color and indicates a lack of imagination. Focus group two also had other 
things they symbolized white with which were purity, innocence, doctors and safety. The both 
focus groups agreed that the color white is especially good in combination with other colors. 
The third and final color which the groups had common positive perceptions on was orange. 
They stated that orange to them symbolized various things, focus group one stated joy and 
working clothes, whilst focus group two claimed that orange symbolized fire, sunsets, warmth 
and the Swedish telecom. The two focus groups had one thing which was quite alike in being 
a symbol of orange, which were security and safety. The color orange were by both focus 
groups perceived as a strong color that would get attention to the ‘new’ Apoteket AB and also 
that orange would easily fit with other colors and especially with the organization’s current 
green color. Moreover, focus group one believed that Apoteket AB should be careful which 
shade of orange they choose, because they still want Apoteket AB to be rather neutral.  
 
The two focus groups were also quite unanimous regarding which colors that is not 
appropriate for the change communication. The colors that they rejected were red, black, 
grey, pink and purple. Red was rejected because it to the participants of the focus groups 
associated red with blood which they did not found appropriate in combination with Apoteket 
AB. Focus group one also symbolized red with heat, anger, passion, love and wars, whilst 
focus group two stated stop and emergency. The color black symbolized to the focus groups 
death and they were unanimous that black should not be a color to utilize during the change 
because of that. However, they also stated that black could be utilized but to a very limited 
extent in combination with other brighter colors. Focus group one further symbolized the 
color with hatred and loneliness, and focus group two claimed that the color is clean-cut. Grey 
was also eliminated as an appropriate color and both groups symbolized it with dirt and 
boredom. Further, the color also stood for dust for focus group one, and with ash and concrete 
for focus group two. The both focus groups did not like the color in combination with 
Apoteket AB and their change communication since the organization is perceived as boring 
and ‘grey’ which they did not think was appropriate to communicate. Regarding pink as an 
appropriate color the focus groups strongly disagreed, this because they felt the color 
communicated weaknesses and that the organization is not serious. Moreover, both focus 
groups symbolized pink with babies and pigs. Focus group one also added women, and focus 
group two cuteness as being symbols for the color pink. The color purple foremost signified 
old ladies to both the focus groups where focus group one also symbolized it with old fashion, 
busyness and richness. Additionally, focus group two symbolized purple with privacy, peace, 
happiness and with the municipality Boden. The groups did not agree with the color in 
connection to Apoteket AB because they felt the color would send the wrong signals and 
therefore diminish the organization’s trustworthiness. Focus group one also believed that 
Apoteket AB would be perceived as trying to be cool and hip, which they did not feel were 
either appropriate or something Apoteket AB can become.   
 
Two of the investigated colors were viewed upon differently by the two focus groups. Focus 
group one were positive towards the color blue as an appropriate color for Apoteket AB, since 
they believed that many of the products at the pharmacies already are somewhat blue and also 
because they symbolized blue with health, harmony, safety, fresh and clinic. Further they also 
believed that blue represents coldness, disorganization and the sea. Focus group two however, 
did not like blue in association with Apoteket AB because they would like Apoteket AB to 
communicate warmth and hence blue which they believed symbolized coldness sand chilly 
weather is not appropriate. Additionally, focus group two also associated blue with the two 
pharmaceutical drugs Ipren and Viagra. The second focus group however, were positive 
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towards yellow, this because they associated it with light and nice things such as the sun, 
illumination and other natural items. On the other hand focus group one was negative to 
yellow based on their feelings that yellow as a color is too strong for a change communication 
even though they believed it symbolized the sun and pleasure.    

5.3.1 How Should the Promotional Tools be utilized in Times of Change? 
Regarding the utilization of promotional tools, we looked into five different tools. First we 
looked at advertising secondly we looked at public relations, next at the Internet and online 
marketing, then sales promotion and finally, direct marketing were investigated. 
 
The table below shows the various perceptions of the two focus groups investigated, which 
illustrates that the focus groups both agreed on many promotional tools but they also 
sometimes saw things differently. 
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Concerning advertising, television as an activity were investigated, and both focus groups 
agreed that it was the best promotional tool to utilize, especially for a change message. They 
further explained that television is such a good tool since it combines colors, sounds and 
movements which they felt were more amusing. Additionally, they stated that it had a bigger 
impact since it easily stir up emotions and both got and kept their attention for a longer period 
of time. Focus group one also added that they believed that television communication should 
include a storyline for the change communication in order to have the best effect. Newspapers 
were also seen as a good tool for communicating a change, however, they believed it should 
only have the function of a reinforcement and a reminder tool for television. The focus groups 
claimed that this is because newspaper communication has low visibility sine they only 
quickly glance at the advertisements. The final advertising activity which the participants of 
the focus groups agreed on as positive tools was on posters. They claimed that posters are 
good to utilize during a change, nevertheless, only as a supportive tool to television. This 
based on the fact that posters are easily detected, decorative and not annoying or disturbing. 
The posters should be based on the television commercials and according to focus group one, 
posters should be located at busses, bus stops and on pillars, which they felt are the most 
visible places.   
 
The focus groups were also unanimous about rejecting cinemas as a tool for communicating 
the change. Additionally, they believed that cinemas only reach small and younger segments 
and that commercials at cinemas are out-dated. Further, focus group two stated that even 
though they rarely visit cinemas they do not notice the commercials when they do.  
 
Within advertising, the groups were not quite unanimous regarding radio, magazines and 
cinemas. Concerning radio, focus group one believed it was an effective tool because they 
listen frequently to it and they also claimed that they do not turn the radio off or change the 
channel when commercials come on, which they do when watching television. Focus group 
two on the other hand, claimed that since they do not listen to the radio nor recall any radio 
commercials it is definitely not a tool to utilize for Apoteket AB’s change communication. 
Magazines were also a tool which the focus groups did not agree on, since the first focus 
group did not find it interesting or suitable because they felt that magazines are too segmented 
and therefore are not reached by the advertisements. However, focus group two believed that 
despite that they do not think that they reach the big mass, they still think that Apoteket AB 
should emphasize the change communication in their own magazine.  
 
Regarding public relations the two focus group concurred that public relations overall is vital 
for change communication to work. Concerning publicity, they claimed that it is trustworthy 
and a great complement to advertising. However, an organization must be careful not to get 
any negative publicity especially during a change period since it has such an enormous impact 
on customers. Marketing public relations were by the groups perceived as a very bad tool, this 
based on the fact that they equalized it with politics, which in there eyes make the 
communication unserious and that it would have a severe negative effect on Apoteket AB’s 
trustworthiness. Furthermore, focus group one believed that marketing public relations would 
communicate that the organization is insecure and greedy.  
 
The Internet and online marketing was a tool which the focus groups did not concur in 
opinions. Regarding information on the Internet, focus group one believed that it should 
function as a provider of product and personal information which customer has easy access to. 
They also believed that information on the Internet is a good way to show that Apoteket AB is 
modern and up-to-date with current trend and also would be able to attract new customers. 
Nevertheless, focus group one still believed that despite that Internet is a good tool it should 
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not outmaneuver the other promotional tools. Focus group two claimed that they believed the 
Internet to be unfamiliar and a difficult tool which they also thought could diminish Apoteket 
AB’s credibility and therefore, unlike focus group one, they did not like the Internet as 
promotional tool. However, focus group two did still claim that in order for organizations to 
keep up with competitors, to attract new generations and especially if a message of change is 
being communicated, they believed it is necessary to utilize the Internet in an informational 
way but it can not take over the other promotional tools. Regarding the e-commerce aspect the 
two groups had opposite opinions where focus group one stated that by using e-commerce 
Apoteket AB and their customers would in an practical way see that the organization is 
changing. On the contrary, focus group two stated that they did not think that customers 
would shop online at Apoteket AB and that the communication would therefore not work. 
Even though, focus group two were negative towards e-commerce, they believed that e-
commerce is a strategic approach and a way for the future.  
 
Concerning sales promotion overall, both focus groups claimed that such activities should not 
be a way for communicating a message of change. Regarding price reductions they claimed 
that it does not suit Apoteket AB’s image and that they always should have low prices instead 
of being involved with price reductions. One aspect of price reductions which they stated to 
be acceptable was membership cards, which awards loyal customers for frequent purchasing. 
Regarding premiums the two focus groups were not quite unanimous because focus group one 
associated premiums with membership cards which they believed to be satisfactory, whilst 
focus group two felt that premiums are purely discouraging because they felt that it was 
foisting products on to people. Gifts as premium was also not liked by the two focus groups 
because it was not perceived as serious that might affect the credibility negatively. Moreover, 
focus group two also claimed a concern that they question the giver when receiving 
something for free. Finally, regarding coupons the groups were unanimous and claimed that 
coupons are a waste of money for the sender since they never take advantage of such 
offerings, it is according to the focus group members to big of a hassle and damaging to the 
environment that in worst case even cases ‘badwill’ and distrust. 
 
Direct marketing was viewed as very negative by the two focus groups since it is intrusive 
and pushing which also sets the wrong tone, especially for a change communication. They 
claimed regarding direct mail that they see it merely as trash that have no impact on their 
desire to buy a product and they also felt it can damage the perception on the organization. 
However, both focus groups stated that direct mail is better than telephone-marketing which is 
the worst form of activity that eliminates privacy and the customers’ right to choose if they 
want to pay attention to a message. Additionally, telephone-marketing also creates distrust 
and disbelief regarding all direct marketing efforts according to the two focus groups.    
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6  Findings and Conclusions  
n this final chapter the findings and conclusions will be presented and as a result, the 
earlier stated research questions in chapter one will be answered. For each research 

question the findings and conclusions will be answered in separate sections. The chapter ends 
with implications for practitioners, followed by implications for existing theory and ending 
with implications for future research.   

6.1  Research Question One: How Should the Message be 
Characterized in Times of Change? 
Regarding the message characterization during times of change the most significant finding 
concerning formats is that only three formats are especially suitable and positive during a 
change. The formats that are appropriate are, slice of life, musical and fantasy, this probably 
because these formats more easily express the message in a positive way, with the possibility 
to utilize humor in a subtle way. Further, these formats also catch the eye and evoke feelings 
while at the same time entertaining without any annoyance and irritation being created, which 
might be especially important to avoid during a change. Moreover, besides these three 
formats we also found that the formats straightforward, problem solution/problem avoidance 
and spokespeople/endorsers stand out as possible options to certain segments when 
communicating a change. The formats straightforward and spokespeople and endorsers are 
suitable for segments that are around or over forty years old, whilst problem solution/problem 
avoidance suit segments that are younger than forty years old. These formats are possible 
options because they provide insights and information to the people who become affected by 
the change, which creates the perception of the organization being honest, credible and 
trustworthy, thereby minimizing chances of anxiety and distrust among the customers.   
 
When it comes to the formats comparison and teasers the findings are that these formats 
should not under any circumstances be utilized during a change communication. The reason 
for this is that they are too often utilized by many communicators and are then often perceived 
to be in an unpleasant and tasteless way. Further, the format teasers is also not suitable due to 
the fact that they can be annoying and vague which consequently evokes negative feelings 
about the sender and the message. We also discovered that regarding the format 
demonstration both the younger and older segments discarded this format during a change 
communication.    
 
Another finding that we discovered is that concerning the format mood or image, various 
opinions exist, however, by generalizing we found that mood or image as a format might be 
able to be utilized for a change communication but only for older segments and for 
organizations or companies that is not perceived in advance as boring or inflexible and only if 
special care are put into investigating the format beforehand because various opinions exist. 
The explanation behind the reason for why the format might be usable, is that the format is 
better accepted by older segments that also have a positive attitude of the organization in 
question.  
 
Based on the findings, a categorization list of formats’ suitability during change is developed. 
Additionally, this list could act as a future guiding tool for retail companies that are 
developing change communication messages.  
 

I
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After discussing how the message should be characterized regarding message formats, 
the following specific conclusions emerge: 
 

 Our study found that slice of life, musical and fantasy are the most important formats 
for communicating change to the big mass.  
 Our study discovered that straightforward and spokespeople/endorsers are additional 

highly suitable formats for communicating change to older segments. 
 Our study found that problem solution/problem avoidance format is an additional 

format that highly suit younger segments when communicating a message of change.  
 Our study found that the formats comparison and teasers are the least suitable formats 

when communicating a change to the big mass. 
 Our study found that demonstration was an additional format that was among the least 

suitable formats for younger segments.   
 Our study found that the format mood or image is usable for older segments when the 

organization is not perceived by the customers as boring or inflexible.  
 
Concerning the message characterization during times of change, a significant finding 
concerning appeals is that very limited numbers of appeals are very suitable for the big mass, 
however, they are of both rational and emotional sort, where the rational appeals are 
preferred. The appeals that are suitable for messages communicating change are wisdom, 
modern and safety which are rational appeals, and nurture, guidance, prominence, feel safe, 
aesthetic sensation and physiological needs which in turn are emotional appeals. The reason 
for why wisdom, modern and safety as appeals are among the most suitable appeals are that 
they are quite simple appeals that indicate trustworthiness and high credibility whilst at the 
same time presenting the vision of a new and improved organization that possess 
characteristics that are up-to-date. The explanations for why nurture, guidance, prominence, 
feel safe, aesthetic sensation and physiological needs are among the most suitable appeals are 
that they point out that the change is positive foremost for the customers. These appeals are 
likely to be suitable also because they speak to inner desires whilst also indicating that the 
organization is outstanding both in performances and in their design. 
 
Another finding was that some segments are more receptive to certain appeals. Additionally, 
younger segments find the appeals effective, healthy, durable and affiliation very suitable, 
whilst older segments found cheap, natural and technological as very suitable. The reason for 
why younger segments perceive effective, healthy, durable and affiliation as suitable are 
because they indicate a high level of performance and wellbeing which is credible and 
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trustworthy. The older segments view cheap, natural and technological as good appeals to use 
due to the fact that low prices are attracting and that it to them is normal to improve products 
and services and to emphasize the state-of-the-art technological solutions since that show that 
the organization is planning long-term to meet customers’ needs and  following the evolution. 
  
We further discovered that productivity and independence of the rational appeals and sex, 
aggress and autonomy of the emotional appeals were total rejected as suitable for change 
communication for the big mass. The reason behind this is that too many try to showoff the 
organization in an untrustworthy way which makes the recipients question both the message 
and the organization sending the message. We found regarding sex and aggress as appeals 
that they are overly used and that customers can not see how these appeals can be attractive in 
any way when communicating a message of change due to the fact that associations would be 
negative. This because customers are more receptive to positive appeals that stand out from 
the amount of messages that they encounter every day.  
 
Another discovery was that different segments also reject some additional appeals. Younger 
segments discard tamed, achieve and satisfy curiosity as appeals, whilst older segments 
additionally discard of dominate as an appeal. The reason for discarding tamed, achieve and 
satisfy curiosity is due to that they are not interesting at all since they do not give the receiver 
of the message something they are interested in. The grounds for why dominate was discarded 
as s suitable appeal is because it only was associated with negative issues.   
 
The appeals convenient, neat, attention and escape were found to be interesting appeals but 
not for messages that communicate a change. The base for this is that negative perceptions of 
the organization affect these appeals’ to not suite for change communication since they would 
indicate the organization’s shortcomings. 
 
Based on the findings a figure is developed to illustrate the appeals suitability during a change 
communication. This figure could act as a future guiding tool for retail companies that are 
developing change communicational messages.  
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After discussing how the message should be characterized regarding message appeals, 
the following specific conclusions emerge: 
 

 Our study found that rational appeals are primarily preferred by the customers when 
communicating a message of change. 
 Our study found that the rational appeals wisdom, modern, and safety together with 

the emotional appeals nurture, guidance, prominence, feel safe, aesthetic sensation and 
physiological needs are the most suitable formats for communicating a change 
message. 
 Our study discovered that the appeals effective, healthy, durable and affiliation are to 

the younger segments additional appeals that are among the most suitable formats for 
communicating a change message. 
 Our study found that the formats cheap, natural and technological are to the older 

segments additional appeals that are among the most suitable formats for 
communicating a change message. 
 Our study found that productivity and independence of the rational appeal and sex, 

aggress and autonomy of the emotional appeal are the least suitable appeals for 
communicating a message of change.  
 Our study found that tamed, achieve and satisfy curiosity are additional formats that 

are completely unsuitable for communicating a message of change to the younger 
segments. 
 Our study found that the format dominate are additional formats that are completely 

unsuitable for communicating a message of change to the older segments. 
 Our study found that convenient, neat, attention and escape is positively viewed but 

not found suitable at all to communicate a message of change to the big mass. 
  
Regarding the message characterization during times of change the most significant finding 
relating to colors was that green, white and orange were the suitable colors to utilize for the 
big mass during a change communication. We also found that green symbolizes Apoteket AB 
and the nature, white symbolizes sterile environments and orange, safety. The reason for why 
these colors are suitable during a change communication is that they were perceived as colors 
that symbolized positive things and that are easy to combine, both with each other and with 
other colors later on in the communication.  
 
We also discovered that blue that are not too bright or pastel are found to be a suitable change 
communication color by younger segments who also symbolized blue with masculinity, 
coldness, harmony, safety, disorganization, sea, fresh, health and clinic. The foundation for 
why blue is a suitable color for younger segments is that their associations with blue are 
mainly positive and because they feel that many products have blue in them and that the 
change communication would be integrated by utilizing blue. Yellow was also found to suit 
certain segments, however, in this case older segments who symbolized yellow with the sun, 
illumination and natural items. The reason for why yellow is considered to be a suitable color 
is that the segments associate it with light and natural things which are positive but also 
because they feel yellow is a good combination color with green that they also found suitable.   
 
Another finding was that the colors red, which symbolized dangerous things, black, which 
indicated death, grey, which stand for dirt and boredom, pink which symbolizes pigs and 
purple which were associated with old ladies, were all rejected as optional colors for 
communicating a change. The reason why these colors were rejected was because they mostly 
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were indicating bad or boring things or that the organization was trying to be cool, however, 
not succeeding.   
 
After discussing how the message should be characterized regarding colors, the 
following specific conclusions emerge: 
 

 Our study found that the colors green, white and orange are the most suitable colors 
when communicating a message of change to the big mass.  
 Our study discovered that blue colors that are not too bright or pastel is an additional 

color that is suitable for communicating a change to younger segments. 
 Our study found that that yellow is an additional color that is suitable for 

communicating a change to older segments. 
 Our study found that the colors red, black, grey, pink and purple were the least 

suitable colors for communicating a message of change. 

6.2  Research Question Two: How Should the Promotional Tools be 
Utilized in Times of Change? 
Regarding promotional tools’ utilization during times of change the most significant finding 
was that television with support of publicity are the best promotional tools to utilize. The 
reason behind this is that television has a wide reach since most people daily watches 
television, also because television encompass colors, sounds and movements which makes the 
commercial more attracting and has a greater impact on people, whilst at the same time being 
entertaining. The reason for why publicity should act as a main support to television is that it 
is perceived as credible and trustworthy which is especially necessary for a change 
communication. Further, publicity is credible and trustworthy because it is an impartial sender 
of such messages that do not have stakes into the communication and is therefore perceived as 
believable. 
 
Another finding is that both newspapers and posters are good reinforcement tools that should 
be based on the television commercials. The reason for this is that when undergoing a change 
which will be communicated, the launch should be wide and extensive which rather rapidly 
focuses on the main promotional tools. Therefore are newspapers and posters good since they 
complement television and publicity to gain a wide and extensive launch period. Newspapers 
and posters were also favored due to their low annoyance level and also because posters are 
easily seen and thought of as decorative.  
 
We also found that marketing public relations was rejected as an appropriate promotional 
tool, this since it was strongly connected to politics that are not perceived positive. Further we 
also discovered that all sales promotion activities are discarded as suitable, due to the fact that 
customers rather have long-lasting, permanent low prices. Therefore, price reductions do not 
work, neither do premiums nor gifts since people question the organization when they get 
something for free. Coupons were also found to be rejected since people view them as trash 
but also because it is too much of a hassle to use them. The only activity which was found to 
be accepted was membership cards, this since those award customers for their long lasting 
loyalty, which is not perceived as unfair by other customers. 
 
An additional finding was that direct marketing and especially telephone marketing was 
strongly rejected as suitable promotional tools and especially for a change communication 
message. The reason for this is that customers privacy is not being respected and also because 
customers loose their right to choose if they want to communicate with the sender of the 
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message. Moreover, even though direct mail was not as hardly rejected as telephone 
marketing it was still perceived as a very wasteful way to communicate with customers, since 
direct mail only is garbage which customer do not notice at all, especially since there 
customer are faced with numerous direct mail offerings each day.  
 
The last finding regarding the promotional tools’ utilization during times of change is that 
younger and older segments view the Internet and online marketing very differently where the 
younger segments believe it is a suitable tool but the older segments disagree. This because 
younger segments are more accustomed to it and believe it is a tool that has easy access on the 
terms of the customers. Additionally, the younger segments perceive the Internet and online 
marketing as a necessity for organizations to use if the organization is supposed to be up to 
date and customer friendly. The older segments however do not find it suitable, since they 
feel that the Internet and online marketing is a tool that is difficult and an unknown territory 
for them. The older segments also thought that the Internet and online marketing could 
diminish the overall credibility of the change communication if it is too much emphasis is put 
on the tool. However, we found that the older segments have an understanding for why the 
Internet and online marketing are becoming a highly used promotional tool and believe that it 
is the way of the future. Moreover, we also found regarding the Internet and online marketing 
that both segments do not believe that this promotional tool should be a main tool only a 
reinforcement tool, this since they believe that other promotional tools have a wider reach and 
a greater impact on customers.   
     
After discussing how the promotional tools should be utilized, the following specific 
conclusions emerge: 
 

 Our study found that television is the best promotional tool in order to communicate a 
message of change.  
 Our study discovered that publicity is the best promotional tool to support television 

during a message of change.  
 Our study found that newspapers, posters and Internet and online marketing are 

additional promotional tools that are suitable for reinforcing a message of change.  
 Our study found that marketing public relations and sales promotion are poor 

promotional tools to communicate a message of change. 
 Our study found that direct marketing are the worse promotional tool an organization 

can utilize in order to communicate a message of change.  
 Our study found that Internet and online marketing is important for communicating a 

change with customers.  

6.3 Implications for Theory 
The purpose of this study was to provide a better understanding of how organizations within 
the retail industry should communicate during times of corporate change. In order to be able 
to explore the stated research purpose, message characteristics and the non-personal 
promotional tools have been described. Our findings and final conclusions weaken the theory 
since we come to the conclusion that only a few formats, appeals and colors are suitable 
during times of change, and that certain promotional tools are more important than others. 
However, at times our findings also confirm and strengthen the already existing theories. This 
thesis contribution is based on empirical studies which are based on two separate cases that 
can serve as the foundation for future research. The data analysis and the findings have 
therefore led to the answering of the research questions and consequently, let us to begin to 
explain. Based on the fact that relatively little research have been put into this field, many 
issues still require further research to explore, describe and explain phenomenon’s causes.  
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6.4 Implications Practitioners  
A message includes many aspects and based on the fact that our study found that the suitable 
message formats that should be utilized during a change communication aimed at the big 
mass were quite few. We would therefore like to suggest that organizations become more 
aware of the complexity and importance of the message formats and also recognize that the 
organizations’ image and customers’ perception of the change affect the suitability of the 
message formats. By having an understanding of the formats and the customers opinions 
better messages that suit and affect the customer in the right way are more easily created. 
Additionally, we would also advise practitioners to utilize the message formats slice of life, 
musical and fantasy in an integrated, new and fresh way, which would differentiate the 
message at the cluttered market and create competitive advantages. Moreover, we also advice 
that the slice of life format is created in a storyline way, with a beginning, a middle and an 
end, which in turn would ensure that the receiver of the message do not reach a saturation 
level so quickly, instead the interest level are maintained for a longer period of time. 
Regarding formats we recommend that the message formats comparison and teasers are never 
used when communicating a change. By avoiding these formats the risk for customers being 
annoyed is minimized.       
 
When looking at the message appeals we discovered that some appeals are suitable for the big 
mass, however, some appeals only fit the younger or the older segments. Based on this we 
would like to recommend that organizations create well defined segments to which they aim 
the change communication to. By doing so, the message can be much better adapted to the 
preferences of those segments and the impact will consequently be more extensive. 
Additionally, we would also suggest that when aiming the change communication at the big 
mass only the appeals found to suit the big mass should be used, this because those appeals 
have acceptance and some common ground by all segments which in turn makes the message 
acceptable to all. However, since messages that are created for smaller segments have a 
greater impact than messages that aim at the big mass, we strongly recommend that 
organizations pay special care to the message formats.  
 
When analyzing colors we found that a few colors were viewed as good change 
communication colors. We therefore propose that these colors are used as primary colors, this 
to create a strong recognizable illustration of the change which makes the communication to 
have better impact. Additionally, since we found that certain colors are perceived as better 
combined with others we suggest that organizations analyze their current colors to create their 
best color combination in order to have a neat and likable communication. Another finding 
regarding color was that colors have many symbols both positive and negative, which vary 
from person to person and segment to segment. We therefore would like to recommend that 
organizations pay special attention to what business field they are in and what kind of 
products or services they sell and investigate if they are sensitive to specific color 
symbolizations which then naturally should be avoided.   
 
When it comes to the promotional tools during a change communication we would suggest 
that the launch period exploit several promotional tools which should be integrated with each 
other to have a massive impact. However, the launch period should be quite short and should 
turn into using a few focused promotional tools long-term. Additionally, we propose that 
television is used as the primary promotional tool. This because television has a greater 
impact since it make use of more senses than other promotional tools and since the majority 
of people during some time of the day watch television, it reaches a great portion of the 
population. We further suggest that television is supported by publicity both during the launch 



Chapter 6  Findings and Conclusions  

 106   

period but also in the long-run. By doing so the communication becomes more credible and 
trustworthy which have a greater impact on the customers. Additionally, we recommend that 
newspapers and posters are used as reinforcement and reminder advertising during the launch 
period. This due to the fact that newspapers and posters together with television and publicity 
create the heavy initial impact that is necessary in order to inform people of the change 
without creating anxiety and distrust. Regarding the Internet and online marketing we 
recommend them to be utilized both during the change communication but also afterward. 
This since the Internet and online marketing has the possibility to utilize all other promotional 
tools but online, which is a great competitive advantage. Further, we also believe that it is 
necessary to keep up-to-date with current trends and since Internet and online marketing are 
becoming accepted world wide in a greater extension, it is important to utilize on that 
opportunity. Due to the fact that the younger segments like the Internet and online marketing 
both as a information tool and for e-commerce, we believe it to be the way of the future and 
hence it should be utilized in order to be able to communicate with all segments both now and 
in the future. Our final recommendation regarding promotional tools is that marketing public 
relations, sales promotion and direct marketing should be totally excluded from the change 
communication, this since they are negatively perceived by the customers and would only be 
causing annoyance and distrust and is consequently a waste of money. 

6.5 Implications for Future Research 
Message characterization and promotional tools’ utilization are very broad areas covering 
entire businesses and their way of doing communication. As a consequence to the very broad 
area, we have only looked at a very narrow field and therefore we suggest some areas to be 
further studied:  
 

 Study how the organizations outside the retail industry should communicate corporate 
change to their customers. 
 Investigate how the personal promotional tools should be utilized in order to 

communicate a message of change. 
 Investigate how sponsorship should be utilized in order to communicate a message of 

change. 
 Study how the graphics should be regarding message characterization during times of 

change. 
 Investigate how the copywriting should be regarding the message characterization 

during times of change. 
 Look into how noise affects the change communication. 
 Study how the communication objective ought to be when communicating a change to 

the customers.  
 Study how the communication strategy ought to be when communicating a change to 

the customers.  
 Investigate the preferences of other segments regarding the message formats, message 

appeals and colors when communicating a message of change.  
 Investigate the preferences of other segments regarding non personal promotional 

tools when communicating a message of change.  
 Study how the messages should be integrated when communicating a change.  
 Study how the non personal promotional tools should be integrated when 

communicating a change.  
 Investigate whether a larger sample of cases would give the same findings and 

conclusions. 
 Test the specific conclusions at the end of each research question above as hypotheses 

on a much larger sample. 
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Interview-guide for Focusgroups, English Edition 
 

 Introduction question: Tell us your name and something you like to do?  
 
Message 

 
1. All messages from a company to various customers have different formats. By formats 

means the messages overall approach, such as Coca-Colas popular Christmas 
commercial where the animated brownies are presented in a fantasy format. Which 
message formats do you think are the most suitable when communicating during 
change?   

 
a) What do you think of the format straightforward in the case of Apoteket AB, where 

facts and information are presented directly? 
b) What do you think of the format demonstration in the case of Apoteket AB, where the 

product/service and how it should be used is presented?  
c) What do you think of the format comparison in the case of Apoteket, where contrasts 

between two or more products are presented and where a decision is made on which 
alternative that is better? 

d) What do you think of the format problem solution and problem avoidance in the case 
of Apoteket AB, where the advertised product or service have the solution for or helps 
to avoid a problem? 

e) What do you think of the format slice of life in the case of Apoteket AB, where normal 
people talk about the problem and its resolution?  

f) What do you think of the format spokespeople/endorsers in the case of Apoteket AB 
where a famous character is used in order to create credibility?  

g) What do you think of the format teasers in the case of Apoteket AB, where a mystery 
is created and not enough information is given to make sense and understanding about 
the product/service?  

h) What do you think of the format musical in the case of Apoteket AB, where one or 
more people are singing about the product/service in?  

i) What do you think of the format fantasy in the case of Apoteket AB, where a specific 
fantasy is formed around the product/service and/or how it is?  

j) What do you think of the format mood or image in the case of Apoteket AB, where a 
specific mood or image such as beauty or love is built around the product/service?  

 
2. Is there anything else you would like to add regarding the message format?  

 
 
3. All messages also include various appeals and appeals are those forces utilized in 

order to move people, talk to their needs and to stir their desires. Which appeals do 
you find suitable when communicating during change in the case of Apoteket AB?  

 
Rational Appeals 

a) What do you think of appeals that pinpoints the product’s/service’s effectiveness?  
b) What do you think of appeals that pinpoints that the product/service is convenient?   
c) What do you think of appeals that pinpoints that the product/service is cheap?   
d) What do you think of appeals that pinpoints that the product/service is natural?   
e) What do you think of appeals that pinpoints the product’s/service’s wisdom?  
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f) What do you think of appeals that pinpoints the product’s/service’s productivity?  
g) What do you think of appeals that pinpoints that the product/service is tamed?  
h) What do you think of appeals that pinpoints the product’s/service’s independence?  
i) What do you think of appeals that pinpoints that the product/service is healthy?   
j) What do you think of appeals that pinpoints that the product/service is durable?    
k) What do you think of appeals that pinpoints that the product/service is modern? 
l) What do you think of appeals that pinpoints that the product/service is technical?   
m) What do you think of appeals that pinpoints that the product/service is safe?   
n) What do you think of appeals that pinpoints that the product/service is neat?   

 
Emotional Appeals 

a) What do you think of sex as appeal? 
b) What do you think of nurture as appeal? 
c) What do you think of affiliation as appeal? 
d) What do you think of guidance as appeal? 
e) What do you think of aggress as appeal? 
f) What do you think of achieve as appeal? 
g) What do you think of dominance as appeal? 
h) What do you think of prominence as appeal? 
i) What do you think of attention as appeal? 
j) What do you think of autonomy as appeal? 
k) What do you think of escape as appeal? 
l) What do you think of feel safe as appeal? 
m) What do you think of aesthetic sensation as appeal? 
n) What do you think of satisfy curiosity as appeal? 
o) What do you think of physiological needs as appeal? 

 
4. Do you think that the appeals can be separated into rational and emotional appeals; 

rational meaning appeals that are strictly informative and emotional appeals who are 
aimed at our feelings?  

 
5. What kind of appeal/appeals do you feel are suitable for Apoteket AB? 

  
6. Is there anything else you would like to add regarding appeals?  
 
7. The message also consists of various visual elements, among them color. Which 

colors do you find suitable for Apoteket AB when communicating during change?  
 

a1)   What does the color red symbolize to you?  
a2)   What do you think of red in connection with Apoteket AB?  
 
b1)   What does the color blue symbolize to you? 
b2)   What do you think of blue in connection with Apoteket AB? 
 
c1)   What does the color yellow symbolize to you? 
c2)   What do you think of yellow in connection with Apoteket AB? 
 
d1)   What does the color green symbolize to you? 
d2)   What do you think of green in connection with Apoteket AB? 
e1)   What does the color black symbolize to you? 
e2)   What do you think of black in connection with Apoteket AB? 
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f1)   What does the color white symbolize to you?  
f2)   What do you think of white in connection with Apoteket AB? 
 
g1)   What does the color grey symbolize to you? 
g2)   What do you think of grey in connection with Apoteket AB? 
 
h1)   What does the color pink symbolize to you?  
h2)   What do you think of pink in connection with Apoteket AB? 
 
i1)   What does the color orange symbolize to you?  
i2)   What do you think of orange in connection with Apoteket AB? 
 
j1)   What does the color purple symbolize to you?  
j2)   What do you think of purple in connection with Apoteket AB? 

 
8. Is there anything else you would like to add regarding color?  

 
 
Promotional Tools 
 
9. Once the message has been created it is transmitted using different promotional tools. 

Those tools are further separated into personal and non personal promotional tools, 
and we will focus on the non-personal promotional tools. Which tools do you find 
suitable for Apoteket AB when communicating during change?  

 
10. What do you think of advertising in the case of Apoteket AB?  
a) What do you think of advertising on television in the case of Apoteket AB?  
b) What do you think of advertising on radio in the case of Apoteket AB?  
c) What do you think of advertising in newspapers in the case of Apoteket AB?  
d) What do you think of advertising in magazines in the case of Apoteket AB?  
e) What do you think of advertising in cinemas in the case of Apoteket AB?  
f) What do you think of advertising with posters in the case of Apoteket AB?  
 
11. What do you think of public relations in the case of Apoteket AB?  
a) What do you think of publicity in the case of Apoteket AB? 
b) What do you think of marketing PR (for example: publications, events, news and 

speeches) in the case of Apoteket AB?  
  

12. What do you think of the Internet in the case of Apoteket AB?  
a) What do you think of a homepage as an informational tool in the case of Apoteket 

AB? 
b) What do you think of a homepage that facilitates e-commerce in the case of Apoteket 

AB?   
 
13. What do you think of sales promotion in the case of Apoteket AB?  
a) What do you think of price reductions in the case of Apoteket AB? 
b) What do you think of premiums in the case of Apoteket AB? 
c) What do you think of gifts in the case of Apoteket AB? 
d) What do you think of coupons in the case of Apoteket AB? 
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14. What do you think of direct marketing in the case of Apoteket AB?  
a) What do you think of direct mail in the case of Apoteket AB? 
b) What do you think of telephone-marketing in the case of Apoteket AB? 

 
15. Is there anything else you would like to add regarding the promotional tools?  

 
Open Discussion 

 
16. Is there anything else you would like to add?  
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Intervjuguide till Fokusgrupper, Svensk Version 
 

 Introduktionsfråga: Tala om ert namn och något ni tycker om att göra? 
 

Meddelande 
 

1. Alla meddelanden som skickas från ett företag till olika kunder har olika format. Med 
format menas meddelandets generella inställning, såsom Coca-Colas populära 
julreklam där de animerade tomtenissarna presenteras i ett fantasi format. Vilka 
meddelande format anser ni vara lämpade för Apoteket AB då de ska kommunicera ut 
budskap om förändringar? 

 
a) Vad anser ni om formatet rakt på sak där fakta och information presenteras direkt, i 

Apoteket AB:s fall? 
b) Vad anser ni om formatet demonstration där en presentation av produktens/servicens 

användningsområden sker, i Apoteket AB:s fall? 
c) Vad anser ni om formatet jämförelse där man kontrasterar två eller flera 

produkter/service och bestämmer vilken som är bäst, i Apoteket AB:s fall? 
d) Vad anser ni om formatet problem lösning och problem undvikelse där den 

annonserade produkten/servicen står för lösningen eller avvärjer problemet, i Apoteket 
fall AB:s?  

e) Vad anser ni om formatet ”slice of life” där människor i vardagen talar om problemet 
och dess lösning, i Apoteket AB:s fall?  

f) Vad anser ni om formatet talesmän där en känd person används för att skapa 
trovärdighet, i Apoteket AB:s fall?  

g) Vad anser ni om formatet retfull där ett mysterium skapas och inte tillräcklig 
information tillhandahålls för att skapa ett sammanhang och en förståelse för 
produkten/servicen, i Apoteket AB:s fall? 

h) Vad anser ni om formatet musik där en eller flera karaktärer sjunger om 
produkten/servicen, i Apoteket AB:s fall? 

i) Vad anser ni om formatet fantasi där en särkskild fantasi skapas runt 
produkten/servicen och dess användningsområden, i Apoteket AB:s fall? 

j) Vad anser ni om formatet känsla och framställning där en specifik känsla såsom 
skönhet eller kärlek framställs kring produkten/servicen, i Apoteket AB:s fall? 

 
2. Är det någonting ni skulle vilja tillägga gällande meddelande format? 
 
3. Alla meddelanden innehåller även olika dragningskrafter. Med dragningskrafter 

menas något som berör människor, som talar till deras behov och väcker deras 
intresse. Vilka dragningskrafter tycker ni är lämpliga i Apoteket AB:s fall då de ska 
kommunicera ut ett budskap om förändringar? 

 
Rationella Dragningskrafter 

a) Vad anser ni om dragningskrafter som påpekar produktens/servicens effektivitet, i 
Apoteket AB:s fall? 

b) Vad anser ni om dragningskrafter som påpekar produktens/servicens bekvämlighet, i 
Apoteket AB:s fall? 

c) Vad anser ni om dragningskrafter som påpekar produktens/servicens låga pris, i 
Apoteket AB:s fall? 
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d) Vad anser ni om dragningskrafter som påpekar produktens/servicens naturlighet, i 
Apoteket AB:s fall?  

e) Vad anser ni om dragningskrafter som påpekar produktens/servicens samlade 
kunskap, i Apoteket AB:s fall?  

f) Vad anser ni om dragningskrafter som påpekar produktens/servicens produktivitet, i 
Apoteket AB:s fall?  

g) Vad anser ni om dragningskrafter som påpekar produktens/servicens kontrollerbarhet, 
i Apoteket AB:s fall?  

h) Vad anser ni om dragningskrafter som påpekar produktens/servicens oberoende, i 
Apoteket AB:s fall?  

i) Vad anser ni om dragningskrafter som påpekar produktens/servicens nyttighet, i 
Apoteket AB:s fall? 

j) Vad anser ni om dragningskrafter som påpekar produktens/servicens hållbarhet, i 
Apoteket AB:s fall?  

k) Vad anser ni om dragningskrafter som påpekar produktens/servicens modernitet, i 
Apoteket AB:s fall? 

l) Vad anser ni om dragningskrafter som påpekar produktens/servicens teknologiska, 
aspekter i Apoteket AB:s fall? 

m) Vad anser ni om dragningskrafter som påpekar produktens/servicens säkerhet, i 
Apoteket AB:s fall? 

n) Vad anser ni om dragningskrafter som påpekar produktens/servicens utseende, i 
Apoteket AB:s fall? 

 
Emotionella Dragningskrafter  

a) Vad anser ni om sex som dragningskraft, i Apoteket AB:s fall? 
b) Vad anser ni om omsorg som dragningskraft, i Apoteket AB:s fall? 
c) Vad anser ni om gemenskap som dragningskraft, i Apoteket AB:s fall? 
d) Vad anser ni om vägledning som dragningskraft, i Apoteket AB:s fall? 
e) Vad anser ni om ilska som dragningskraft, i Apoteket AB:s fall? 
f) Vad anser ni om bedrift som dragningskraft, i Apoteket AB:s fall? 
g) Vad anser ni om dominans som dragningskraft, i Apoteket AB:s fall? 
h) Vad anser ni om respekt och aktning som dragningskraft, i Apoteket AB:s fall? 
i) Vad anser ni om uppmärksamhet som dragningskraft, i Apoteket AB:s fall? 
j) Vad anser ni om självständighet som dragningskraft, i Apoteket AB:s fall? 
k) Vad anser ni om flykt från verkligheten som dragningskraft, i Apoteket AB:s fall? 
l) Vad anser ni om trygghet som dragningskraft, i Apoteket AB:s fall? 
m) Vad anser ni om visuell attraktion som dragningskraft, i Apoteket AB:s fall? 
n) Vad anser ni om att stilla nyfikenhet som dragningskraft, i Apoteket AB:s fall? 
o) Vad anser ni om fysiska behov som dragningskraft, i Apotekets AB:s fall? 

 
4. Anser ni att man kan dela upp dragningskrafter i rationella och emotionella krafter, det 

vill säga rationella som talar till oss rent informativt och emotionella som talar till våra 
känslor?  

 
5. Vilken form av dragningskraft rationell/emotionell anser ni vara passande i Apoteket 

AB:s fall? 
 

6. Är det något gällande dragningskrafter som ni skulle vilja tillägga? 
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7. Meddelanden består även av olika visuella element, däribland färg. Vilka färger tycker 
ni är lämpliga i Apoteket AB:s fall då de ska kommunicera ut ett budskap om 
förändringar? 

 
a1)   Vad symboliserar färgen röd för er? 
a2)   Vad anser ni  om rött i samband med Apoteket AB? 
 
b1)   Vad symboliserar färgen blå för er? 
b2)   Vad anser ni  om blått i samband med Apoteket AB? 
 
c1)   Vad symboliserar färgen gul för er? 
c2)   Vad anser ni  om gult i samband med Apoteket AB? 
 
d1)   Vad symboliserar färgen grön för er? 
d2)   Vad anser ni  om grönt i samband med Apoteket AB? 
 
e1)   Vad symboliserar färgen svart för er? 
e2)   Vad anser ni  om svart i samband med Apoteket AB? 
 
f1)   Vad symboliserar färgen vit för er? 
f2)   Vad anser ni  om vitt i samband med Apoteket AB? 
 
g1)   Vad symboliserar färgen grå för er? 
g2)   Vad anser ni  om grått i samband med Apoteket AB? 
 
h1)   Vad symboliserar färgen rosa för er? 
h2)   Vad anser ni  om rosa i samband med Apoteket AB? 
 
i1)   Vad symboliserar färgen orange för er? 
i2)   Vad anser ni  om orange i samband med Apoteket AB? 
 
j1)   Vad symboliserar färgen lila för er? 
j2)   Vad anser ni  om lila i samband med Apoteket AB? 

 
8. Är det något gällande färger som ni skulle vilja tillägga? 

 
Kommunikations Kanaler  

 
9. När meddelandet är skapat skall det sändas ut via olika kanaler. Vidare delas de olika 

existerande kanalerna in i personliga och icke personliga kanaler, och vi ska idag 
diskutera kring de icke-personliga kanalerna. Vilka kanaler tycker ni är lämpliga i 
Apoteket AB:s fall då de ska kommunicera ut ett budskap om förändringar? 

 
10. Vad anser ni om annonsering i Apoteket AB:s fall?  
a) Vad anser ni om annonsering i TV i Apoteket AB:s fall?  
b) Vad anser ni om annonsering i radio i Apoteket AB:s fall?  
c) Vad anser ni om annonsering i dags och kvälls tidningar i Apoteket AB:s fall?  
d) Vad anser ni om annonsering i tidskrifter i Apoteket AB:s fall?  
e) Vad anser ni om annonsering på bio i Apoteket AB:s fall?  
f) Vad anser ni om annonsering med affischer i Apoteket AB:s fall?  
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11. Vad anser ni om public relations i Apoteket AB:s fall?  
a) Vad anser ni om publicitet i Apoteket AB:s fall? 
b) Vad anser ni om marknads PR (exempel: publikationer, events, nyheter och tal) i 

Apoteket AB:s fall?  
 
12. Vad anser ni om Internet i Apoteket AB:s fall?  
a) Vad anser ni om en hemsida som informationsverktyg i Apoteket AB:s fall? 
b) Vad anser ni om en hemsida som främjar e-handel i Apoteket AB:s fall?  
 
13. Vad anser ni om sales promotion i Apoteket AB:s fall?  
a) Vad anser ni om rabatter i Apoteket AB:s fall? 
b) Vad anser ni om belöningar i Apoteket AB:s fall? 
c) Vad anser ni om gåvor i Apoteket AB:s fall? 
d) Vad anser ni om kuponger i Apoteket AB:s fall? 
 
14. Vad anser ni om direkt marknadsföring i Apoteket AB:s fall?  
a) Vad anser ni om direkt mail i Apoteket AB:s fall? 
b) Vad anser ni om telefon-marknadsföring i Apoteket AB:s fall? 

 
15. Är det något gällande de olika kanalerna som ni skulle vilja tillägga? 

 
Öppen Diskussion 
 
16. Är det någonting annat ni skulle vilja tillägga? 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


