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Abstract 

ii 

In today’s society, managers face the challenge of satisfying social and environmental 

needs beyond the corporate sphere. This endeavor is known as CSR - Corporate Social 

Responsibility and can create a competitive advantage for companies. Hence more and 

more global brands include CSR in their business strategy to distinguish themselves from 

others. For this reason, the purpose of this research is to investigate how an engagement 

in CSR can shape consumers’ brand perceptions.  

In order to gain insights into the relationship between social philanthropic CSR and brand 

awareness as well as brand image, a qualitative approach is pursued. More specifically, 

two focus groups were conducted in order to explore these phenomena and describe their 

potential outcomes.  

Our research findings indicate that a brand’s social philanthropic CSR campaign can 

create some negative thoughts among consumers, but they will most likely appreciate the 

brand’s social engagement if executed in the right way. Positive evaluations of the brand 

can be enhanced when consumers perceive a connection between the brand and the 

supported cause. Besides this, the brand’s engagement should fulfill a need in the eyes of 

consumers. Concerning the area of brand awareness, the research findings indicate that 

the brand standing behind the social initiative is recognized by its identities. However, the 

study revealed that this area deserves further attention from research, as there is much 

more to investigate. 
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Introduction 
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A) INTRODUCTION 

This first chapter will provide background information for the chosen areas in order to 

introduce this thesis. Afterwards, a problem discussion about the firm’s usage of 

Corporate Social Responsibility (CSR) initiatives and consumers’ expectations and 

demands concerning CSR will be conducted. Thereafter, both the purpose and the 

formulated research questions guiding this thesis will be presented. Additionally, the 

study’s scope will be narrowed down within the demarcations. Finally, this chapter will end 

with presenting an outline of the thesis. 

1.1. Background 

These days, consumers more and more expect and are interested in companies which 

show social and environmental responsibility without having any profit related goals. 

Possible driving forces for this increasing demand are certain events, for instance the 

climate change or the previous financial crisis connected to corporations’ greed. (Claydon, 

2011, pp. 414 - 415) Many employees lost their jobs while CEOs received immoderate 

redundancy payments. Such occurrences might have pushed the demand for companies 

to not only focus on profit, but also care about the community.  

Given the fact that there is a “growing consumer support for companies that engage in 

activities that are seen to benefit the community”, it is reasonable why many companies 

add a social touch to their advertising and other promotional campaigns (Westberg and 

Pope, 2012, p. 12). Furthermore, it is said that “advertising campaigns with a social 

dimension” can reach more consumers than conventional ones (ibid). This could explain 

the increased usage of Corporate Social Responsibility (CSR) in marketing and business 

in general. Besides several other definitions, CSR can be described as “a concept 

whereby businesses integrate social and environmental concerns in their corporate 

operations and in their interactions with their stakeholders on a voluntary basis” 

(Demetriou, Papasolomou and Vrontis, 2010, p. 268).  

According to Lichtenstein, Drumwright and Braig (cited in Hoeffler and Keller, 2002, p. 78), 

including CSR in business operations can be a way to reach a competitive advantage, 

since it can create a positive mentality towards a company among consumers. These 

days, where competition is high due to globalization, it is almost imperative for firms to 

differentiate themselves and their brands from their competitors and CSR can be a source 

for that (Hsu, 2012, p. 189).  

However, in order to achieve this competitive advantage and to improve brand 

perceptions, consumers have to be aware of such corporate initiatives and hence 

communicating these “is essential to enhance CSR awareness” (Öberseder, 



Introduction 

2 

Schlegelmilch and Gruber, 2011, p. 450). According to Drumwright and Murphy (cited in 

Hoeffler and Keller, 2002, p. 78) Corporate Social Marketing (CSM) is described as “to 

encompass marketing initiatives that have at least one non-economic objective related to 

social welfare and use the resources of the company and/or one of its partners”. Hoeffler 

and Keller argue that one of the reasons for the rapid growth of the usage of CSM is “the 

realization that consumers’ perceptions of a company as a whole and its role in society 

can significantly affect a brand’s strength and equity” (2002, p. 78). 

For instance, according to Hoeffler and Keller, CSM programs can enhance brand 

awareness. Brand recognition is enhanced by providing exposure to the brand, but brand 

recall is not that positively affected by such social activities due to a lack of adequate 

associations with the brand’s products. (Hoeffler and Keller, 2002, p. 79) On the one hand 

the authors state that brand awareness “refers to the customers’ ability to recall and 

recognize the brand” (ibid). On the other hand Hoeffler and Keller argue that brand 

awareness also influences the linking of associations to the brand (ibid). Furthermore, 

they claim that brand recognition is “the ability to confirm prior exposure to the brand”, and 

brand recall is defined as “the unaided retrieval of the brand from memory” (ibid).  

Additionally, CSM programs do not only have a positive impact on brand awareness but 

also on brand image (Hoeffler and Keller, 2002, p. 79). Hoeffler and Keller claim that 

“enhancing brand image involves creating brand meaning and what the brand is 

characterized by and should stand for in the minds of customers” (ibid). In the authors’ 

opinion CSR initiatives can create favorable brand associations and therefore generate 

brand differentiation (ibid). However, it is said that “imagery-related associations” are more 

likely to “be linked to the brand” than “product-related” ones, as CSM programs do not 

include much information about the brand’s products (ibid). Such “imagery associations” 

can be “user profiles” and/or “personality and values” (ibid). 

Hoeffler and Keller define “user profiles” as associations to “the person who uses the 

brand” (2002, p. 79). Such associations are usually of demographic or psychographic 

nature such as gender or lifestyle. The authors claim that CSM programs might establish 

“a positive image of brand users”, for example consumers perceive such users as “being 

kind, generous and doing good things” (ibid). However, the second “imagery associations” 

that might be created and linked to the brand are “personality and values” (ibid). Hoeffler 

and Keller argue that brands can also take on certain values, just as people do (ibid). 

Therefore, due to CSM activities, consumers might perceive the brand as more “sincere” 

and see “the people behind the brand as caring and genuine” (ibid). Additionally, they 

state that consumers might “think of the brand in a new light” and, for instance perceive it 

as “caring” (Hoeffler and Keller, 2002, p. 80).  
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However, a company’s social and environmental engagement especially plays an 

important role on an international basis. Torres et al. claim that it might be a challenge for 

global brands to engage locally while demonstrating global social responsibility (2012, p. 

13). For example, in 2003 Coca-Cola in India was criticized for causing “water shortage”, 

“pollution”, “distribution of toxic waste” and for “its products containing pesticides” (Hills 

and Welford, 2005, p. 2). Furthermore in 2005, Coca-Cola was criticized for abusing 

human rights in Colombia (Hills and Welford, 2005, p. 7). Both cases attracted a lot of 

attention among consumers worldwide, but especially in the UK and the United States 

where demonstrations at Coca-Cola’s shareholder meetings and protests at factories 

occurred (ibid). This example shows that consumers obviously care about a company’s 

behavior on the global market as well as on the local one. Therefore, Holt et al. (cited in 

Torres et al., 2012, p. 14) claim that “social responsibility is an important driver of global 

brand evaluations”.  

1.2. Problem Discussion 

One of the major criticisms of being active in CSR is that companies might still see it as a 

possibility to increase their profits. Therefore, the main reason why corporations execute 

CSR might be to make more money and not to deal with social problems and improve the 

quality of life. On the contrary consumers expect that firms have non-monetary goals 

behind their CSR activities and strive for making improvements in the society. (Öberseder, 

Schlegelmilch and Gruber, 2011, p. 450) However, there is no doubt that CSR has 

become an important part of business in the 21st century. In today’s global market, 

differentiation is the key to success and nowadays companies use CSR as a strategic 

marketing tool in order to achieve this goal and gain a competitive advantage over 

competitors (Hsu, 2012, p. 189). 

One example of a brand which is committed to “helping communities around the world 

improve hygiene through hand washing” is’ Lifebuoy’ (Unilever – Lifebuoy, s. a.). Its vision 

is to change the “hand washing behavior of 1 Billion people by 2015” and in order to 

achieve this, Lifebuoy produces “affordable” and “accessible hygiene products” (ibid). Due 

to the fact that respiratory infections and diarrheal diseases are the most common causes 

of child mortality, soap is a key factor (ibid). In 2010, Lifebuoy introduced a ‘Hand washing 

Behavior Change Program’ which promotes hygiene activities. According to the campaign 

‘Lifebuoy - Roti Reminder’, hygiene and especially hand washing is a crucial factor in India 

(Unilever – Lifebuoy, s. a.). The video shows India at the time of the ‘Kumbh Mela’, which 

is one of the biggest religious Hindu festivals (Wikipedia – Kumbh Mela, s. a.). It is said 

that this festival might be “the largest human gathering on a single day” and therefore 
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Lifebuoy chose this event to remind people of the importance of hygiene (Wikipedia – 

Kumbh Mela, s. a.). 

Furthermore, not only social initiatives are important, but also environmental initiatives are 

of great interest for consumers. For instance the ‘Deepwater Horizon Accident’ in the Gulf 

of Mexico in 2010, when a BP oil platform exploded and sank, had fatal environmental 

consequences (BP, s. a.). This led to noteworthy consumer reactions, for example an 

organization called ‘Seize BP’ was established which demanded that BP’s assets should 

be seized (Seize BP, s. a.). Due to these occurrences, BP created an environmental 

campaign in order to improve the capabilities and practices enhancing safety within the 

deepwater industry, called ‘Sharing lessons learned’ (BP, s. a.). Besides preventing such 

incidents through improved capabilities and helping the industry to meet requirements for 

drilling in the Gulf, BP also cooperates with several industry groups in order to develop 

effective oil spill response preparedness. By developing these preventions, interventions 

and response capabilities BP aims at sharing the acquired knowledge globally through 

presentations and workshops at industry conferences. (ibid)  

Additionally, Levi Strauss & Co. also claims that they are committed to sustainability. In 

2009 Levi’s carried out a product-lifecycle approach to measure the total impact of their 

products on the environment. (Levi Strauss & Co., 2009, p. 2) Their findings showed that, 

besides other impacts of a Levi’s jeans, the “water consumption was highest at the cotton-

production and the consumer-use phases (49% and 45% respectively)” (Levi Strauss & 

Co., 2009, p. 11). Therefore, Levi’s decided to not only improve and reconsider their 

production of jeans, but also to make consumers aware of their environmental impact by 

educating them about their washing behavior (Levi Strauss & Co., 2009, p. 19). This can 

be seen in Levi’s campaign called “Care for our Planet” which informs about the impact of 

washing clothes and how the usage might influence the environment (Levi’s YouTube 

Channel, 28.02.2012). This campaign introduces the ‘Care Tag for Our Planet’ on jeans 

stating to “wash less”, “wash cold” and “line dry” instead of using a dryer (ibid). 

Such CSR initiatives and campaigns can have a positive impact on consumers’ 

evaluations of a brand. Among several other positive effects of CSR, for instance on 

purchase intentions, the connection to brands has already been made and Demetriou, 

Papasolomou and Vrontis argue that if a company engages in CSR initiatives, consumers 

have a better feeling towards its brands than to the ones of companies that do not engage 

in CSR (2010, p. 273). Having this in mind, one might say that CSR has already 

established itself as an important strategy for establishing strong and unique brands.  
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However, consumers obviously care about CSR activities, but does this imply that any 

social engagement will automatically lead to positive consumer evaluations or do the 

effects also depend on how CSR initiatives are executed and communicated? In fact, 

previous research shows that it clearly depends on how CSR initiatives are structured and 

implemented if they will lead to a positive or negative outcome concerning brands and the 

company as a whole (Becker-Olsen, Cudmore and Hill, 2006, pp. 46 - 53). If CSR is used 

in the wrong way, it might backfire and create rather negative opinions about the brand 

than positive ones (ibid). Hence, one might say that nowadays CSR is not a matter of ‘If’ 

but a matter of ‘How’ and therefore it is crucial for companies to know which factors 

influence consumers’ perceptions and brand evaluations.  

Due to the considerations mentioned above, we see a need for investigating which CSR 

initiatives lead to positive brand evaluations and which to negative ones, concerning 

consumers. In order to do so, we need to achieve an understanding of the relationship 

between CSR and brands. Regarding this relationship it is particularly interesting to 

determine the nature of such positive or negative brand evaluations as well as factors 

influencing if a CSR activity leads to them. 

1.3. Purpose 

The purpose of this study is to gain an overall understanding of the relationship between 

social philanthropic CSR and Brand Awareness, as well as Brand Image. Possible 

negative or positive effects of social CSR initiatives on consumers’ brand perceptions are 

of special interest, but also the factors influencing these. 

This study will provide additional research in the field of CSR and its impact on 

consumers. In the past, much research has been done for investigating the impact of CSR 

on consumer behavior, for instance purchase intentions (Popoli, 2011, p. 426 and 

Chattananon et al., 2007, p. 231). Some studies stress about the effects of CSR on brand 

equity and on brand image, but still there is a need to go further with research (Popoli, 

2011, p. 426). This study provides a start to fill this gap and gives new insights into how 

and if CSR can shape and influence both brand awareness and brand image. 

1.4. Research Questions 

In order to investigate the research problem appropriately, the following research 

questions were created: 

RQ1: How can the relationship between social philanthropic CSR and Brand Awareness 

be described? 
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RQ2: How can the relationship between social philanthropic CSR and Brand Image be 

described? 

The answer to these questions will help to investigate negative and positive effects of a 

CSR campaign on consumers’ brand evaluations and the factors influencing these. 

1.5. Demarcations 

In order to narrow down the array and set the focus, the study’s scope will be reduced to a 

social philanthropic area, concerning CSR. Additionally concerning brands, brand 

awareness and brand image are of interest. A broad overview of these two main 

concepts, CSR and Brands, and the reasons why these specific parts were chosen will be 

provided within the ‘Literature Review’. 

1.6. Outline of the Thesis 

This thesis consists of seven chapters in total. The following figure A-1 will provide an 

outline of the thesis: 

 

Figure A-1: Outline of the Thesis 

As shown in figure A-1, this thesis starts with chapter one which functions as an 

introduction and provides background information, followed by a problem discussion of the 

research area and ends with stating research questions. Chapter two, the literature 

review, summarizes previous research and studies related to CSR and brands. Within 

Conclusion 

Analysis 

Empirical Data 

Methodology 

Frame of Reference 

Literature Review 

Introduction 
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Chapter three relevant theories will be examined and connected to the research 

questions. In the following chapter four the methodology will be described – how we plan 

to collect and analyze the necessary data. In chapter five the collected empirical data will 

be presented and chapter six includes the analysis of the data. In the final chapter seven 

we will answer our research questions and present conclusions, but also implications for 

further research within this area. 
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B) LITERATURE REVIEW 

This chapter will present existing concepts and previous research findings which are 

relevant for the purpose and research questions mentioned in the first chapter of this 

thesis. Firstly CSR, secondly Brand and thirdly the link between CSR and Brands will be 

in focus in order to provide a basis for the third chapter 'Frame of Reference'. 

2.1. CSR 

In this part of the literature review Corporate Social Responsibility (CSR) will be 

investigated. Several definitions of the concept will be presented in order to provide an 

overview of the subject. Afterwards CSR initiatives will be shown. This section will close 

with defining relevant areas for this study concerning CSR. 

2.1.1. CSR History and Definitions 

The impact of corporate behavior on the environment and society, and ethics in business 

were issues of controversial debates years before the definition for corporate social 

responsibility had been set. Different expectations from companies concerning their 

engagement were mentioned. (Claydon, 2011, p. 406) For example Milton Friedman 

(cited in Claydon, 2011, p. 406) stated that “the social responsibility of business is to 

increase its profits” due to the reason that business managers have to do business to the 

advantage of their shareholders and society issues would be the state’s responsibilities. 

This statement was criticized for not considering the company’s role in society (Claydon, 

2011, p. 406). Therefore, it is even more interesting that business ethics practices were 

developed by companies themselves, through “corporate philanthropy, social-give back 

policies and codes of conduct” (ibid). The globalization strengthened the importance for 

corporations to act socially responsible with regards to the cross-cultural level of impact. 

At that time, skeptics argued that CSR initiatives could be “opportunities available to 

society”, but they also claimed that the companies’ growing influence on the “local 

community, political organizations and the social infrastructure” was considered as 

“potential problems” (Claydon, 2011, p. 406). In order to implement corporations’ potential 

impacts on society and environment “governments became progressively more interested 

in monitoring corporate behaviors” (Claydon, 2011, p. 407). These have been the first 

origins of companies acting socially responsible. In the following, first definitions of the 

concept of CSR will be elaborated on. 

In literature, a long discussion about how to define Corporate Social Responsibility (CSR) 

had been launched. Van Marrewijk stresses about the diverse perspectives on CSR when 

he claims that “it means something, but not always the same thing to everybody” (2003, p. 

96). The author describes several perspectives on CSR that have been developed over 
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time. The “shareholder approach”, defined by Friedman (cited in Van Marrewijk, 2003, p. 

96), considers a “classical view” to define CSR as “the social responsibility of business to 

increase its profits”. With that perspective, CSR would neglect the social responsibility of 

the company and only contribute to the maximization of profit which benefits shareholders 

(ibid). The second point of view is the “stakeholder approach” which considers 

shareholders and stakeholders affected by the company’s businesses (Van Marrewijk, 

2003, p. 96). Additionally, in 1971, the Committee for Economic Development (cited in 

Van Marrewijk, 2003, pp. 96 - 97) defined the “societal approach” of CSR as to “serve 

constructively the needs of society to the satisfaction of society” illustrating a general 

definition. Another more recent perspective is the “philanthropic approach” which is 

considered as a “strategic response to changing circumstances” that enhances 

companies to “act in terms of the complex societal context of which they are a part” (Van 

Marrewijk, 2003, p. 97). The great challenge is to get a universal definition for the term 

CSR which is applicable to diverse perspectives in business. Therefore, the definition 

provided by the Commission of the European Communities in 2001, where CSR is defined 

as “a concept whereby companies integrate social environmental concerns in their 

business operations and in their interaction with their stakeholders on a voluntary basis”, 

was made (European Commission, 2011, p. 3). Additional support for this definition is 

contributed by Demetriou, Papasolomou, Vrontis who claim that CSR spreads to social 

and environmental issues (2010, p. 268). Due to the need of more general applicability, 

the European Commission revised its definition in 2011 and stated that CSR is “the 

responsibility of enterprises for their impacts on society” (European Commission, 2011, p. 

6). Therefore, the definition developed from a company based view on CSR in 2001 to a 

broader view in 2011. In order to achieve a common interpretation and practice of CSR on 

an international basis, this new framework of CSR is supported by the OECD Guidelines 

for Multinational Enterprises including two statements concerning CSR. A company 

should both “contribute to economic, environmental and social progress with a view to 

achieving sustainable development” and “develop and apply effective self-regulatory 

practices and management systems that foster a relationship of confidence and mutual 

trust between enterprises and the societies in which they operate” (OECD Guidelines for 

Multinational Enterprises, 2011, p. 19). Furthermore, these guidelines state that 

contributions of companies concerning “social and environmental” issues have a positive 

impact on the “relationships between enterprises and the societies in which they operate” 

(OECD Guidelines for Multinational Enterprises, 2011, p. 23).  

A slightly further definition is provided by Angelidids et al. (cited in Lii, Lee, 2012, p. 69) 

who claim that companies have to not only concern themselves with their impacts on 

society, but also consider exceeding commitments to society. This view is shared by 
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Davis and Blomstrom (cited in Sen and Bhattacharya, 2001, p. 226), Brown and Dacin 

(cited in Torres et al., 2012, p. 14) and Werther and Chandler (cited in Torres et al., 2012, 

p. 14) who see CSR actions as compulsory for companies. Many expectations on CSR 

emerge from the definition provided by Van Marrewijk who interprets the concept of CSR 

as a universal remedy for issues on a global level (2003, p. 96).  

In order to allocate an overview, several definitions of Corporate Social Responsibility will 

be summarized in the following:  

Table B-1: Overview of Corporate Social Responsibility Definitions 

Source: CSR Definition: 

European Commission, 

2011, p. 3 

“A concept whereby companies integrate social and 

environmental concerns in their business operations and in 

their interaction with their stakeholders on a voluntary basis.” 

European Commission, 

2011, p. 6 
“The responsibility of enterprises for their impacts on society.” 

Angelidids et al. (cited in 

Lii, Lee, 2012, p. 69) 

“CSR includes corporate social acts that satisfy social needs 

beyond the legal obligations of a firm.” 

Davis and Blomstrom (cited 

in Sen and Bhattacharya, 

2001, p. 226) 

“The managerial obligation to take action to protect and 

improve both the welfare of society as a whole and the interest 

of organizations.” 

Brown and Dacin (cited in 

Torres et al., 2012, p. 14) 

“CSR is the company’s status and activities with respect to its 

perceived societal obligations.” 

Werther and Chandler 

(cited in Torres et al., 2012, 

p. 14) 

“CSR is about incorporating common sense policies into 

corporate strategy, culture, and day-to-day decision making to 

meet stakeholders’ needs, broadly defined.” 

Van Marrewijk, 2003, p. 96 
“CSR is regarded as the panacea which will solve the global 

poverty gap, social exclusion and environmental degradation.” 

Source: see in the table 
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The definition of the European Commission describing CSR as “a concept whereby 

companies integrate social and environmental concerns in their business operations and 

in their interaction with their stakeholders on a voluntary basis” appears relevant 

concerning this thesis. Additionally, Angelidids view on CSR defining it as “corporate 

social acts that satisfy social needs beyond the legal obligations of a firm” is also 

important for this study. Among the other definitions, shown in table B-1, these two seem 

to be most appropriate for this research, since they contain the social aspect of CSR and 

describe it as a voluntary act and beyond the company’s “legal obligations” (Angelidids et 

al. cited in Lii, Lee, 2012, p. 69). 

2.1.2. CSR Models and Concepts 

After naming several definitions of CSR and discussing its development, two CSR 

concepts will be explained. The following figure B-1 illustrates Carroll's ‘Pyramid of CSR’ 

which is one of the earliest models regarding CSR and commonly used (Claydon, 2011, p. 

410): 

 

Figure B-1: Carroll's Pyramid of CSR 
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As shown in figure B-1, Carroll (cited in Claydon, 2011, pp. 409 - 410) argues that 

Corporate Social Responsibility is divided into “economic, legal, ethical and philanthropic” 

areas, where the philanthropic aspect is described as to “contribute resources to the 

community” and to “improve quality of life”. Additionally, Carroll (cited in Matten, Crane, 

2005, p. 167) outlines four responsibilities of CSR which are “the economic responsibility 

to be profitable”, “the legal responsibility to abide by the laws of society”, “the ethical 

responsibility to do what is right, just, and fair” and “the philanthropic responsibility to 

contribute to various kinds of social, educational, recreational, or cultural purposes”. 

Furthermore, Carroll (cited in Claydon, 2011, p. 409) states that the economic 

responsibility is the foundation of this pyramid and has priority over the other three. 

Therefore, a company can only deal with the other three responsibilities, if the economic 

aspect is fulfilled (ibid). 

On the contrary, there is a more “recent” view on CSR which brings in the consumers' 

perspectives and demands for CSR (Claydon, 2011, p. 415). The following figure B-2 

explains Claydon's new model of 'Consumer-Driven Corporate Responsibility' (CDCR): 

 

Figure B-2: Claydon's new Model of Consumer-Driven Corporate Responsibility 

Source: Claydon, 2011, p. 416 

With her model, illustrated in figure B-2, Claydon argues that more and more customers 

demand that companies are active within CSR. This motivates companies to practice CSR 

which will lead to an increased customer base, as consumers favor firms executing CSR, 

and therefore to profitability. This increased customer base again increases consumers' 
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demands for CSR and the cycle continues. (Claydon, 2011, p. 415) Furthermore, Claydon 

states that the reason why companies should execute CSR is because it is a “direct and 

prompt response to consumer demand” (ibid). 

2.1.3. CSR Initiatives 

Within this section of the literature review, different Corporate Social Responsibility 

initiatives will be explained. 

Starting with the differentiation of types of CSR programs provided by Pirsch et al. (cited 

in Öberseder, Schlegelmilch and Gruber, 2011, pp. 450 - 451), on the one hand Pirsch et 

al. name ‘promotional CSR’ which aims at “selling products”. On the other hand Pirsch et 

al. mention ‘Institutional CSR’ which is defined as programs which “provide a 

comprehensive approach to CSR, attempting to fulfill a company’s social obligations 

across all stakeholder groups and touching on all aspects of the company” (ibid).  

According to Sen and Bhattacharya (cited in Torres et al., 2012, p. 14) CSR involves 

initiatives which can be in the areas of “community support, employee support, and 

diversity”. However, Torres et al. differentiate “CSR initiatives to community, customers, 

shareholder (corporate governance), employees, and suppliers” and therefore even more 

specifically distinguish between relevant groups (2012, p. 15). Another approach is 

provided by Drumright, Smith and Varadarajan and Menon (cited in Sen and Bhattacharya 

2001, p. 225) who claim that CSR initiatives can be “corporate philanthropy, cause-related 

marketing, minority support programs, and socially responsible employment and 

manufacturing practices with real financial muscle”.  

Additionally, Fombrun and Shanely (cited in Lii, Lee, 2012, p. 69) claim that CSR 

initiatives “are one means firms utilize to gain a positive reputation” which would endorse 

the view that those initiatives would have impact on the brand. However, Lii and Lee 

classify CSR initiatives in a different way and argue that they can fall under the concepts 

of ‘Sponsorship’, ‘Cause-Related Marketing’ (CRM) and ‘Philanthropy’ (2012, p. 71). They 

state that “sponsorship is a strategic investment, in cash or in kind (people or equipment), 

in an activity to access the exploitable commercial potential associated with the sponsored 

entity or event” (Lii, Lee, 2012, p. 71). Furthermore, they define CRM as “a company's 

promise to donate a certain amount of money to a nonprofit organization or to a social 

cause when consumers purchase the company’s products/services” (ibid). Finally, 

philanthropy is defined as “a firm’s making a contribution of money or kind (people or 

equipment) to a worthy cause simply because the firm wishes to be a good citizen without 

any expectation of a benefit tied to that effort” (ibid). 
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2.1.4. Area of Relevance concerning CSR 

The following figure provides an overview of the previous mentioned main concepts 

relating to CSR: 

 

Figure B-3: Area of Relevance concerning CSR 

Source: Hsu, 2012, p. 190; Lii, Lee, 2012, p. 79, Caroll, 1991, p. 42 

The parts highlighted in black, in figure B-3, are the ones this study will focus on. This 

thesis concentrates on the social area of CSR. Additionally, the focus is on the 

philanthropic part which is also known as philanthropy. The reason why these 

components were chosen is due to the fact that “corporation’s socially responsible 

behavior can positively affect consumers’ attitudes towards the corporation”, according to 

Lichtenstein et al. (cited in Hsu, 2012, p. 190). Moreover, Lii and Lee argue that especially 

the philanthropic aspect improves consumers’ brand attitudes (2012, p. 79). 

2.2. Brand 

The following part of the literature review will deal with the second main concept of this 

thesis, namely brands. Firstly, definitions of a brand in general will be provided and after 

that the term brand equity will be under investigation. This section will end with 

determining which aspects of a brand will be most relevant for this study.  

2.2.1. Brand Definitions 

Nowadays companies need to differentiate their products in order to survive in today’s 

markets. Brand management can be one strategy for achieving this differentiation (Chen, 

Chen and Huang, 2012, p. 105). Various definitions of a brand exist in previous literature. 

According to Kotler (cited in Keller, 1993, p. 2) a brand is a: 
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“name, term, sign, symbol, or design, or combination of them which is intended to 

identify the goods and services of one seller or group of sellers and to differentiate 

them from those of competitors”. 

Furthermore, the author claims that these parts of a brand can be called ‘brand identities’ 

and that all of them together constitute ‘the brand’ (ibid). However, Aaker (1991) argues 

that: 

“a brand is a distinguishing name and/or symbol (such as logo, trademark or 

package design) intended to identify the goods or services of either one seller or a 

group of sellers, and to differentiate those goods or services from those of 

competitors”.  

Kotler’s and Aaker’s definitions of a brand are quite similar to each other and both explain 

a brand with components such as name and symbol.  

Additionally, Aaker claims that creating “unique brand associations” is needed for 

differentiating one brand from another (1991). Such associations can relate to “product 

attributes, names, packages, distribution strategies and advertising” (ibid). Furthermore, 

the author argues that “the underlying value of a brand name is often based upon the 

associations linked to it” since they create positive “attitudes and feelings that can become 

linked to a brand” (ibid). However, it is not only Aaker who stresses about the importance 

of brand associations. Keller also gives much thought to this concept and states that 

brand associations are additional information that “contain the meaning of the brand for 

consumers” (1993, p. 3). Since the author argues that a brand’s success depends on the 

ability to create “strong”, “favorable” and “unique brand associations”, it appears that a 

brand is much more than just a name or symbol (1993, p. 6). 

However, Kapferer (cited in De Chernatony and Dall’Olmo Riley, 1998, p. 420) offers a 

quite different definition of a brand and argues that:  

“A brand is not a product. It is the product’s essence, its meaning, and its direction, 

and it defines its identity in time and space…Too often brands are examined through 

their component parts: the brand name, its logo, design, or packaging, advertising or 

sponsorship, or image or name recognition, or very recently, in terms of financial 

brand valuation.” 

This definition distances itself from Aaker’s and Kotler’s and criticizes that there is too 

much focus on the brand components, for instance name or symbol (De Chernatony and 

Dall’Olmo Riley, 1998, p. 420). Additionally, the American Marketing Association defines a 

brand as “a name, term, design, symbol or any other feature that identifies one seller’s 
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good or services as distinct from those of other sellers” (s. a.). This definition varies from 

Aaker’s and Kotler’s in the way that the term “any other feature” leaves room for intangible 

aspects, for instance image (Wood, 2000, p. 664). 

The following table B-2 provides an overview of the just mentioned definitions and views 

on brands: 

Table B-2: Overview of Brand Definitions 

Source: Brand Definition: 

Kotler (cited in 

Keller, 1993, p. 

2) 

“A brand is a name, term, sign, symbol, or design, or combination of 

them which is intended to identify the goods and services of one seller 

or group of sellers and to differentiate them from those of competitors.” 

Aaker (1991) 

“A brand is a distinguishing name and/or symbol (such as logo, 

trademark or package design) intended to identify the goods or services 

of either one seller or a group of sellers, and to differentiate those goods 

or services from those of competitors.” 

Kapferer, 1992, 

p. 11 (cited in De 

Cherantony and 

Dall’Olmo Riley, 

1998, p. 420) 

“A brand is not a product. It is the product’s essence, its meaning, and 

its direction, and it defines its identity in time and space…Too often 

brands are examined through their component parts: the brand name, 

its logo, design, or packaging, advertising or sponsorship, or image or 

name recognition, or very recently, in terms of financial brand 

valuation.” 

American 

Marketing 

Association 

“A brand is a name, term, design, symbol or any other feature that 

identifies one seller’s good or services as distinct from those of other 

sellers.” 

Source: See in the Table 

As shown by the summarized brand definitions in table B-2 brands are often described 

with their brand identities, for instance “name, term or symbol” (Kotler cited in Keller, 

1993, p. 2). However, Keller’s and Aaker’s concepts of brand associations which “carry 

the meaning of a brand for consumers” is of interest, since this thesis deals with brand 

perceptions (1993, p. 3). 



Literature Review 

17 

2.2.2. Brand Equity 

Brand equity is often defined as a term which explains “the relationship between 

customers and brands” (Wood, 2000, p. 662). Furthermore, Winters (cited in Wood, 2000, 

p. 663) “relates brand equity to added value by suggesting that brand equity involves the 

value added to a product by consumers’ associations and perceptions of a particular 

brand name”. This implies that consumer perceptions make the brand and its products 

valuable. Keller and Lehmann argue that “customer based”, “company based” and 

“financially based” brand equity are the three different perspectives of that term (2006, p. 

745).  

Firstly, customer based brand equity is defined as: 

“A part of the attraction to or repulsion from a particular product from a particular 

company generated by the ‘nonobjective’ part of the product offering, i.e. not by the 

product attributes per se” (Keller and Lehmann, 2006, p. 745). 

Secondly, company based brand equity is defined as an “additional value that accrues to 

the firm because of the presence of the brand name that would not accrue to an 

equivalent unbranded product” (ibid). Thirdly, financially based brand equity describes a 

brand as an “asset” which has a specific price and can be bought or sold (ibid).  

However, according to Keller customer based brand equity is “the differential effect of 

brand knowledge on consumer response to the marketing of the brand” (1993, p. 2). 

Brand knowledge is all the information that consumers hold in mind about a specific brand 

and it is created through a corporation's marketing efforts (ibid). As this thesis deals with 

consumer perceptions of a brand, the financial and company perspective of brand equity 

will not be discussed any further. 

Keller argues that the concept of brand knowledge can be described with the ‘Associative 

Network Memory Model’. This model claims that knowledge consists of nodes and links, 

where knowledge is defined as stored information and links are the connections between 

diverse nodes. Various nodes, which are connected to each other by links, can be 

activated through external or internal information. (Keller, 1993, p. 2) This process is 

called ‘spreading activation’ and enables retrieval of information from memory (ibid). 

Finally, Keller states that “brand knowledge is conceptualized as consisting of a brand 

node in memory to which a variety of associations are linked” (Keller, 1993, p. 3). 

Additionally, Keller claims that brand knowledge consists of brand awareness and brand 

image (1993, p. 2). Brand awareness describes if customers are able to “identify” a 

specific brand and this identification ability is strengthened by the so called brand 
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identities, for instance the brand name, sign or symbol (Keller, 1993, p. 3). The concept of 

brand awareness spreads in brand recognition, which describes that consumers have 

heard or seen the brand, and brand recall, which means that consumers can retrieve the 

brand from memory when a certain cue is given (Keller, 1993, p. 3). The second 

component of brand knowledge is called brand image and is defined “as perceptions 

about a brand as reflected by the brand associations held in consumer memory” (ibid). 

Such associations can be “benefits”, “attributes” and “attitudes” and their “favorability”, 

“strength” and “uniqueness” can distinguish brand knowledge (Keller, 1993, pp. 3 - 4). 

Furthermore, these associations should be congruent to each other which means that one 

brand association should “share content or meaning with another brand association” 

(Keller, 1993, p. 7). This congruence influences how easily consumers can recall “existing 

brand associations” and how easily new information can be added to them (ibid). If brand 

associations are not consistent with each other, consumers can get “confused” about the 

brand and its “meaning” (Keller, 1993, p. 8). Therefore, new associations can be “weaker 

or less favorable” since there is no existing information to which they can be added (ibid). 

However, Keller states that one prerequisite for establishing brand image is that a brand 

node is already created in consumers' minds (Keller, 1993, p. 3). 

2.2.3. Brand Image 

After examining Keller’s concept of brand equity and brand knowledge, brand image will 

be under investigation. As mentioned above, Keller defines brand image as “perceptions 

about a brand as reflected by the brand associations held in consumer memory” (1993 p. 

3). According to Aaker (1991), brand image is defined as “a set of associations, usually 

organized in some meaningful way”, which implies that associations have specific 

interconnections to describe the brand image. Both authors, Keller and Aaker, describe 

brand image with brand associations. However, Dichter (1985, p. 75) states that: 

“an image is not anchored in just objective data and details, it is the configuration of 

the whole field of the object, the advertising, and, most important, the customer’s 

disposition and the attitudinal screen through which he observes”.  

This perspective on image especially puts value on the consumer’s attitude towards the 

company.  
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In the following table B-3 an overview of various brand image definitions will be provided: 

Table B-3: Overview of Brand Image Definitions 

Source Brand Image Definition 

Keller, 1993, p. 3 
“Brand image is the perceptions about a brand as reflected by the b-

rand associations held in consumer memory.” 

Aaker, 1991 
“Brand image is a set of associations, usually organized in some 

meaningful way.” 

Dichter, 1985, p. 75 

“An image is not anchored in just objective data and details. It is the 

configuration of the whole field of the object, the advertising, and, 

most important, the customer’s disposition and the attitudinal screen 

through which he observes.” 

Source: See in the Table 

Concerning this study, Keller’s definition, shown in table B-3, of brand image describing it 

as “the perceptions about a brand as reflected by the brand associations held in consumer 

memory” is the most appropriate due to the very reason that the focus is on brand 

associations held in consumers’ minds (1993, p. 3). 
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2.2.4. Area of Relevance concerning Brands 

The following figure B-4 illustrates the brand concepts mentioned previously in this thesis:  

 

Figure B-4: Relevant Brand Concepts 

Source: Modified from Keller, 1993, p. 7 

This study will focus on brand knowledge, which is crucial for customer-based brand 

equity. Within brand knowledge, brand image is of interest as this thesis tries to achieve 

an understanding of how consumers perceive social philanthropic CSR and how these 

perceptions influence what consumer think about a brand. However, brand awareness is 

the second component of brand knowledge and since it influences how strong the “brand 

node or trace in memory” is it is also of importance for this study (Keller, 1993, p. 3). 

2.3. Linking CSR and Brands 

In the following part, the connection between Corporate Social Responsibility and Brands 

will be made. Several factors which can influence consumers’ brand evaluations, due to a 

CSR initiative, will be shown. Additionally, potential negative and positive outcomes of 

these influencing factors will be under investigation. This part will end with branding of 

CSR activities, which can be differentiated in three ways.  
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2.3.1. Factors influencing CSR impacts on Brand Perceptions 

The following section will stress about factors influencing CSR impacts on consumers’ 

brand perceptions. Several different factors will be presented in the following order: 

- Brand-Cause Fit 

- Perceived Motivations behind the CSR Initiative 

- Timing of the CSR Activity 

- Consumers’ support of CSR Initiatives 

- Awareness, Knowledge and Relevance of the Cause 

Brand-Cause Fit 

Bigné, Currás-Pérez and Aldás-Manzano define the fit between a brand and a cause “as 

the degree of similarity and compatibility that consumers perceive exists between a social 

cause and brand” (2012, p. 577). Additionally, they claim that this perceived fit can be “a 

functional type fit”, which relates to “product functions”, and an “image fit”, which relates to 

similar “characteristics in the brand and social cause image or positioning” (Bigné, Currás-

Pérez and Aldás-Manzano, 2012, p. 576). However, Becker-Olsen, Cudmore and Hill 

define the brand-cause fit “as the perceived link between a cause and the firm's product 

line, brand image, position, and/or target market” (2006, p. 47). Moreover, the brand-

cause fit is crucial since it influences “how much thought people give to the relationship”, 

what thoughts are generated and how both, the cause and the brand are evaluated 

(Becker-Olsen, Cudmore and Hill, 2006, p. 47). In general, consumers can perceive this fit 

between a brand and a cause as either high or low (ibid). 
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The following figure B-5 illustrates the concept of the brand-cause fit: 

 

Figure B-5: Concept of Brand-Cause Fit 

Source: Adapted from Bigné, Currás-Pérez and Aldás-Manzano, 2012, pp. 576-577 and Becker-Olsen, 

Cudmore and Hill, 2006, p. 47 

As illustrated in figure B-5, the perceived fit between a brand and a cause can be of a 

functional type and of an image one. Regarding the functional fit, it is said that consumers 

compare product “characteristics” or “functions” of a brand with the intentions of the social 

activity or cause, for instance a “food company” being active within “humanitarian aid” is a 

good example for a functional brand-cause fit (Bigné, Currás-Pérez and Aldás-Manzano, 

2012, p. 579). However, image fit means that consumers perceive a similar image 

between the brand and social cause or activity. Hence consumers compare the image of 

the brand with the image of the cause and seek some kind of congruity between them. 

(ibid) For instance, if an insurance company tries to integrate immigrants through sport 

activities, one might argue that there is no connection between the company’s products 

and this social engagement and therefore no fit. But if this insurance company has an 

image connecting to sports, for instance through prior sponsorship activities of soccer 

teams, a perceived image fit between these two parties can be established even if the 

firm's products per se do not have any connection to the cause. (Bigné, Currás-Pérez and 

Aldás-Manzano, 2012, pp. 579 - 580)  

Additionally, Bigné, Currás-Pérez and Aldás-Manzano argue that if brands support a 

social cause or pursue social engagement, associations with this cause or engagement 

can be created (2012, p. 576). Hence, values of this social cause can be transferred to the 

brand and therefore the brand can appear as being “socially responsible” (ibid). However, 

if the fit between a brand and social activity is high, the association between these two 

objects will be facilitated and more positive consumer responses, for instance on brand 

image, will follow (Bigné, Currás-Pérez and Aldás-Manzano, 2012, pp. 577 - 578). This 

statement is supported by Becker-Olsen, Cudmore and Hill who also claim that a high fit 

leads to positive outcomes concerning brands (2006, p. 47). Furthermore, they argue that 

if a social initiative fits well to a company’s prior “actions” or “associations”, the connection 
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between the brand and the social initiative among consumers will be stronger (ibid). The 

authors claim that their statements relate to the 'Associative Network Memory Model' 

which is also used by Keller when he argues that brand knowledge consists of a brand 

node and linked associations (Becker-Olsen, Cudmore and Hill, 2006, p. 47 and Keller, 

1993, p. 3). 

On the one hand Bigné, Currás-Pérez and Aldás-Manzano argue that a high brand-cause 

fit has various types of positive effects (2012, p. 578). For instance it improves the 

“transfer of meaning” from the social activity to the brand and it prevents that consumers 

perceive “egoistic motives” behind the social engagement (ibid). If the brand-cause fit is 

high, consumers do not give so much thought to the firm's motivation for the social activity 

and the risk of assuming egoistic motives is lower. Therefore, skepticism is reduced, the 

company's trustworthiness is strengthened and brand image is enhanced. (Bigné, Currás-

Pérez and Aldás-Manzano, 2012, pp. 577 – 578 and p. 580) The authors also present an 

inverse impact of the brand-cause fit when they state that a low fit could lead to an 

increased “brand recall and awareness” (Bigné, Currás-Pérez and Aldás-Manzano, 2012, 

p. 578). They refer to the 'Cognitive Dissonance Theory' and state that if there is a low fit, 

individuals have to think more and might change attitudes towards the brand or the other 

party in order to establish congruity between the two objects as incongruity “is an 

undesirable state” (ibid). Therefore, “this cognitive production towards the brand will 

improve brand recall and awareness” (ibid).  

On the other hand Bigné, Currás-Pérez and Aldás-Manzano claim that a low brand-cause 

fit makes consumers elaborate on possible reasons for the brand’s social engagement 

and makes them think of the “egoistic and lucrative nature of companies” (2012, p. 580). 

Hence, they might perceive these motives behind the brand’s social engagement as well 

(Becker-Olsen, Cudmore and Hill, 2006, p. 48). This is strengthened by Becker-Olsen, 

Cudmore and Hill who also state that a low brand-cause fit produces negative thoughts 

and evaluations of a brand (2006, p. 47). They say that if the social initiative is not 

congruent with the firm’s other actions or associations, negative attitudes towards the firm 

and the initiative can occur. Therefore, a low fit increases “skepticism” towards the brand 

and firm. (ibid) 

Perceived Motivation behind CSR Initiatives 

Another crucial aspect of social initiatives are the perceived firm's motives, as these 

influence what consumers think and how they feel about a firm's social engagement 

(Becker-Olsen, Cudmore and Hill, 2006, p. 47). Therefore, the assumed “underlying 

motives drive consumers' evaluations of the firm and impact beliefs, attitudes, and 
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intentions” (ibid). If consumers question the motivation behind such social activities, even 

if the brand-cause fit is high, they give more thought about why companies pursue this 

and evaluate their motives more in depth (ibid). The authors argue that there are two 

different types of perceived motives: “firm-self serving” or “public serving” (Becker-Olsen, 

Cudmore and Hill, 2006, p. 48). On the one hand firm-self serving motives are the 

consumers' perceptions that the corporation has “profit” or “sales” related interests behind 

the social initiative (ibid). Such “profit-related” motivations lead to negative evaluations of 

the firm and therefore “attitudes towards the firm are likely to diminish” (ibid). For instance 

such negative outcomes could be that the social activity evokes consumers’ “skepticism” 

as they think that firms pursue selfish goals, for example to increase profits (ibid). On the 

other hand public serving motives lead to positive outcomes and “enhance attitudes 

towards the firm” as consumers perceive that companies strive for developing the 

community and stressing about social concerns (Becker-Olsen, Cudmore and Hill, 2006, 

p. 48). Therefore, consumers believe that corporations pursue social interests behind their 

social initiatives (ibid). 

However, Ellen et al. (cited in Öberseder, Schlegelmilch and Gruber, 2011, p. 450) have a 

slightly different view on underlying firm’s motivations and differentiate consumers’ 

perceptions of companies’ motives for engaging in CSR in three types of attributions: 

“other-centered”, “self-centered”, and “win-win”. Other-centered is connected to consumer 

perceptions which expect companies to feel “morally committed and see it as their 

responsibility to help”, whereas self-centered attributions stigmatize “companies engaging 

in CSR for strategic reasons, for instance increasing their profits” (ibid). The authors also 

state that “values-driven”, other-centered, motives have a positive impact, while 

“egotistically driven”, self-centered, motives produce negative outcomes (ibid). 

Timing of the CSR Activity 

Becker-Olsen, Cudmore and Hill argue that besides brand-cause fit and perceived 

motivations, a third component, namely “timing”, is of importance when it comes to CSR 

initiatives (2006. p. 50). The authors claim that there are two different approaches 

concerning timing: “reactive” and “proactive” (ibid). Reactive behavior implies that 

corporations engage in CSR due to prior “crises”, for instance “natural disasters” or 

“consumer boycotts” (ibid). Furthermore, they state that reactive CSR initiatives produce 

“less favorable outcomes” than proactive ones (Becker-Olsen, Cudmore and Hill, 2006, p. 

51). The reason for these different evaluations is that reactive CSR engagement leads 

consumers to “elaborate more on the firm´s actions” and therefore “lowers CSR 

evaluations” (ibid). However, proactive behavior concerning CSR might “exceed 

consumers’ expectations” and therefore generates positive thoughts and attitudes (ibid). 
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Consumers’ Support of the CSR Initiatives 

Apart from the influencing factors mentioned above, Sen and Bhattacharya argue that 

consumers’ support of a CSR initiative will influence how and if consumers evaluate 

companies regarding their CSR efforts (2001, pp. 227 - 228). They claim that “consumers' 

personal support of a CSR domain appears to be a key determinant of their sensitivity to a 

company’s CSR efforts” (Sen and Bhattacharya, 2001, p. 238). Furthermore, the reactions 

of consumers on CSR efforts are also influenced by the degree to which consumers see 

similarities between their own character and the one of the company. This congruence 

between a consumer's character and the one of the company is strengthened by the 

consumer support of the CSR program. (Sen and Bhattacharya, 2001, p. 228) Therefore, 

if there is an overlap between the company’s and consumer’s characters and if 

consumers support the CSR effort, the positive effect of CSR initiatives on company 

evaluations is higher (Sen and Bhattacharya, 2001, p. 238). 

Awareness, Knowledge and Relevance of the Cause 

Finally, Hoeffler and Keller also illustrate potential factors influencing the outcomes of a 

CSR initiative on a brand. The authors claim that consumers have to be aware of the 

cause and know about it, but even more important is that the cause has to be relevant for 

them (Hoeffler and Keller, 2002, pp. 82 – 83). Due to the fact that the cause can be 

defined in “terms of what exists in the minds of consumers - that is, in terms of cause-

related thoughts, feelings, images, experiences, perceptions, beliefs and opinions”, which 

are “similar to the brand itself”, there might be an overlap with consumers’ perceptions of 

the brand image (Hoeffler and Keller, 2002, p. 82). Hoeffler and Keller claim that 

supporting prerequisites for creating positive CSR outcomes, which should be given that 

associations can be transferred, are that consumers are “aware of the cause”, and further 

“hold some strong, favorable, and unique associations towards the cause” connected with 

“positive judgments and feelings about the cause” (ibid). In order to transfer consumers’ 

current associations of the cause to the brand, it is crucial for the company to consider 

“the strength and favorableness” of these associations (Hoeffler and Keller, 2002, p. 82). 

Additionally, the authors claim that an unforgettable cause might enhance the link 

between the cause and brand (ibid). Furthermore, the authors mention the relevance of 

the cause as a further crucial factor influencing consumers’ perceptions of the brand 

(Hoeffler and Keller, 2002, p. 83). Hoeffler and Keller claim that “consumers may be more 

likely to notice the impact of a cause if they can see the impact in their local community” 

(ibid). Therefore, if consumers can take notice of the initiatives due to the reason that it 

affects their direct environment, they would perceive the brand as valuable (ibid). 
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2.3.2. Branding of CSR Activities 

After presenting factors influencing the effects of a CSR activity, the following section will 

investigate three alternative categories of branding CSR initiatives:  

Creating Own ‘Self-Branded’ Cause 

Applying this alternative means that the company “takes ownership of a cause and 

develops an entirely new organization to deliver benefits associated with the cause” 

(Hoeffler and Keller, 2002, p. 84). Hence the firm would apply its own brand to the cause 

and therefore would build a connection to the cause. The cause could be connected with 

the company’s name or a specific product brand. (Hoeffler and Keller, 2002, p. 84) An 

example for this alternative would be the ‘Ronald McDonald House Charities’ which 

“provides comfort and care to children and their families” and supports initiatives that “help 

children in need” (ibid).  

Co Branding: Link to Existing Cause 

With this alternative the company chooses an existing cause and supports it with an 

amount of money (Hoeffler and Keller, 2002, p. 84). With this way the company would 

take over the role of a “sponsor or supporter” of the cause (ibid). Furthermore, this would 

imply that the cause is not directly connected to the brand. For example, American 

Airlines supports the ‘Komen Foundation’ and offers education programs about breast 

cancer to employees. (Hoeffler and Keller, 2002, p. 85)  

Jointly Branded: Branded Link to Existing Cause 

Within this alternative companies “partner with an existing cause but explicitly brand their 

program that links to the cause” (Hoeffler and Keller, 2002, p. 85). For example American 

Express partnered with ‘Share our Strength’ and introduced the ‘Charge Against Hunger’ 

campaign in order to “raise money and create awareness of the problem of hunger in 

America” (ibid). ‘Share our Strength’ is a non-profit organization fighting against childhood 

hunger in the United States (Share our Strength, 2013). This is an example for a joint-

branded relationship in which American Express can participate in various promotions 

offered by the ‘Share our Strength’ non-profit organization 

 

 

.
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C) FRAME OF REFERENCE 

The following chapter will present theory and previous research which we believe is most 

relevant for this thesis based on the previous literature in chapter two. The focus will be on 

the concept of the ‘Brand-Cause Fit’, and the ‘Associative Network Memory Model’, 

conceptualized by Keller. This will provide a theoretical background. In the end, by 

providing a conceptualized model, we will determine on what data will be collected 

concerning the purpose and research questions mentioned in chapter one. 

This study aims at investigating how social philanthropic Corporate Social Responsibility 

can shape consumers’ perceptions of brand image and influence brand awareness. The 

following table C-1 will illustrate the purpose and research questions of this study:  

Table C-1: Purpose and Research Questions of this Thesis 

Purpose 

The purpose of this study is to gain an overall understanding of 

the relationship between social philanthropic CSR and Brand 

Awareness, as well as Brand Image. Possible negative or positive 

effects of social CSR initiatives on consumers’ brand perceptions 

are of special interest, but also the factors influencing these. 

Research 

Questions 

RQ1: How can the relationship between social philanthropic CSR 

and Brand Awareness be described? 

RQ2: How can the relationship between social philanthropic CSR 

and Brand Image be described? 

Source: Our own Approach 

As shown in table C-1, the focus of this study is on social philanthropic CSR and brand 

image as well as brand awareness. Keller argues that brand image is how consumers 

perceive the brand (1993, p. 3). Furthermore, these perceptions relate to the various 

brand associations held in their mind. Brand image, together with brand awareness, builds 

brand knowledge which influences what consumers know about the brand and what kind 

of thoughts they have about it. (Keller, 1993, p. 3) Keller explains brand knowledge with 

the ‘Associative Network Memory Model’, which claims that knowledge consists of nodes 

and links (Keller, 1993, p. 2). Nodes are “stored information” and links connect various 

nodes with each other (ibid). If one node gets activated by receiving new information or by 

retrieving already existing information from memory, this activation can spread among 

other nodes (ibid). This occurrence is called “spreading activation” and enables retrieval 

from memory, which means that more information can be recalled (ibid).  
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According to this model Keller argues that brand knowledge consists “of a brand node in 

memory to which a variety of associations are linked” (1993, p. 3). Brand awareness, 

recall and recognition of the brand, describes if consumers are able to identify the brand 

and influences how strong the brand node is. Associations contain additional information 

about the brand and are other nodes linked to the brand node and they influence what 

consumers think about a brand and what it means for them. The totality of all brand 

associations in a consumer’s mind is called brand image. (ibid)  

However, the fact that these various associations should be congruent to each other 

implies that consumers perceive similarities in meaning or content. On the one hand if 

new information is congruent with other brand information, it is easier for consumers to 

add it to their memory structure. On the other hand if new information is incongruent to 

other brand associations, consumers can get confused about the meaning of the brand 

and negative thoughts about it can be produced. (Keller, 1993, p. 7) This congruence 

theory between brand associations provided by Keller presents a theoretical background 

for the brand-cause fit concept (Becker-Olsen, Cudmore and Hill, 2006, pp. 46 - 47, 

Hoeffler and Keller, 2002, p. 83). Brand-cause fit explains to what extent consumers 

perceive similarities between a brand and the cause of its CSR initiative, and therefore 

how well they fit to each other (Bigné, Currás-Pérez and Aldás-Manzano, 2012, p. 577). A 

CSR initiative is information about the brand and this should be congruent to other brand 

information. Hence, the cause of the CSR initiative should fit to the brand. (Hoeffler and 

Keller, 2002, p. 83) In general consumers can perceive this fit as being high, which may 

lead to positive outcomes, or as being low, which may lead to negative effects and 

attitudes towards the brand (Bigné, Currás-Pérez and Aldás-Manzano, 2012, pp. 577 – 

578 and Becker-Olsen, Cudmore and Hill, 2006, p. 47). 
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Figure C-1 will illustrate a conceptualized model concerning the research questions 

mentioned above and it will present on what data will be collected: 

 

Figure C-1: Conceptualized Model 

Source: Our own Approach 

RQ1: How can the relationship between social philanthropic CSR and Brand Awareness 

be described? 

The relationship between CSR and brand awareness can be described in the way that a 

CSR initiative can be external information enabling consumers to recall existing 

information about the brand from memory, therefore enhancing brand awareness (Keller, 

1993, p. 2 and Hoeffler and Keller, 2002, p. 79). However, it is said that brand recognition 

will be more positively affected than brand recall, since the CSR initiative is an exposure 

to the brand. Brand recall might not be that strongly affected since it requires product 

related information and this is normally not given within CSR campaigns. (Hoeffler and 

Keller, 2002, p. 79) 

RQ2: How can the relationship between social philanthropic CSR and Brand Image be 

described? 

As illustrated by figure C-1 above, the relationship between social philanthropic CSR and 

brand image can be described with the brand-cause fit, meaning how well the cause of 

the CSR initiative fits to the brand. This fit is of great importance as it influences “how 
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much thought” consumers give to the relationship, what they think about it and how the 

brand and cause are evaluated. (Becker-Olsen, Cudmore and Hill, 2006, p. 47) 

On the one hand a social philanthropic CSR initiative can lead to the fact that consumers 

change their mind and thoughts about a brand and see it from a “new light” (Hoeffler and 

Keller, 2002, p. 80). For instance consumers could perceive “the people behind the brand 

as caring” as well as the brand itself (Hoeffler and Keller, 2002, p. 79). Additionally, the 

brand could be seen as being more sincere (ibid). Moreover, consumers might think that 

the brand is “socially responsible” and its trustworthiness can be strengthened (Bigné, 

Currás-Pérez and Aldás-Manzano, 2012, p. 576 and p. 581, Hoeffler and Keller, 2002, p. 

80). However, such positive effects of social philanthropic CSR initiatives are more likely 

to occur if consumers perceive a high brand-cause fit (Bigné, Currás-Pérez and Aldás-

Manzano, 2012, pp. 577 - 578 and Becker-Olsen, Cudmore and Hill, 2006, p. 47). 

Additionally, it is said that a high brand-cause fit decreases the risk that consumers are 

skeptical towards a brand’s CSR initiative and, for instance perceive “egoistic” reasons 

behind it (Bigné, Currás-Pérez and Aldás-Manzano, 2012, p. 580). 

On the other hand if consumers perceive the brand-cause fit as low, they might evaluate 

the brand in a negative way (Becker-Olsen, Cudmore and Hill, 2006, p. 47). For instance 

as there is no or a weak congruence between the CSR initiative and other brand 

information, consumers might think “skeptically” about the brand and its social 

engagement (ibid). Additionally, due to the lack of “fit”, consumers give more thought to 

the brand’s motivation behind a social activity as they try to connect “the new information 

into a pre-existing schema” (Bigné, Currás-Pérez and Aldás-Manzano, 2012, p. 580). This 

in depth analysis of a brand’s motives makes consumers think about the “lucrative or 

egoistic nature of companies” (ibid). Hence consumers might perceive that the brand has 

these egoistic or lucrative motives behind the social CSR initiative as well, since 

consumers intuitively perceive selfish motives behind “social initiatives” (Becker-Olsen, 

Cudmore and Hill, 2006, p. 48). 
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D) METHODOLOGY 

This part will present the methodology which includes a description of the chosen 

research methods considering the purpose of the thesis. This chapter will start with the 

research purpose, the research approach and then the research strategy will be 

discussed. Thereafter, the data collection method followed by sample selection and data 

analysis will be explained. Subsequently, the quality standards, divided into validity and 

reliability, will be discussed. 

Saunders, Lewis and Thornhill state that “research can be used to get an idea or product 

noticed by people and to suggest that people should have confidence in it” (2007, p. 5). 

Furthermore, the authors “define research as something that people undertake in order to 

find out things in a systematic way, thereby increasing their knowledge” (ibid). The 

definition is based on three characteristics which are “data are collected systematically”, 

“data are interpreted systematically”, and “there is a clear purpose: to find things out” 

(Saunders, Lewis and Thornhill, 2007, p. 5). According to Ghauri and Grønhaug (cited in 

Saunders, Lewis and Thornhill, 2007, p. 5), the systematic part of this definition is based 

on logical relationships and not just beliefs. Additionally, Ghauri and Grønhaug argue that 

“to find out things” implies that there is a multiplicity of possible purposes of the research 

containing describing, explaining, understanding, criticizing and analyzing (ibid). In 

addition to this, the authors differentiate between basic research and applied research 

(Saunders, Lewis and Thornhill, 2007, p. 8). Basic research is used to expand knowledge 

and to find out significance and value to society in general. Whereas applied research is 

used to improve the understanding of a specific issue which might end in providing 

solutions to it. (ibid) 

  



Methodology 

32 

Figure D-1 illustrates the methodology process concerning this study: 

:  

Figure D-1: Steps of the Methodology Process 

As shown by figure D-1, there are seven steps concerning the methodology. Firstly, the 

three general purposes of a research will be discussed and afterwards it will be stated 

which purpose this study follows. Secondly, the two research approaches, qualitative and 

quantitative, will be under investigation. Thereafter, the focus will be on research strategy, 

followed by a discussion about data collection methods. The fifth step will stress about 

sample selection and afterwards it will be shown how empirical data will be analyzed. 

Finally, the last step will focus on reliability and validity, which are important issues 

throughout the entire thesis.  

4.1. Research Purpose 

One of the first steps of conducting research is to define its purpose. According to Yin the 

research purpose can be differentiated into three different types: “exploratory”, 

“descriptive” and “explanatory” (1994, pp. 3 – 4 and Saunders, Lewis and Thornhill, 2007, 

p. 133). However, research might have more than one purpose due to the fact that there 

can be overlaps among them (Yin, 1994, p. 4). Furthermore, the research purpose can 

change over time (Saunders, Lewis and Thornhill, 2007, p. 133). 

An explanatory purpose of research aims at explaining and usually is applied for studying 

“a situation or a problem in order to explain the relationships between variables” 

(Saunders, Lewis and Thornhill, 2007, p. 134). Furthermore, the authors suggest using 
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this approach when a quantitative study with statistical tests, such as correlations, is 

executed in order to find out more detailed information about the relationship (ibid).  

A descriptive purpose of research means to describe and therefore used to illustrate, to 

point out and “to portray an accurate profile of persons, events or situations” as well as to 

describe backgrounds and procedures, according to Robson (cited in Saunders, Lewis 

and Thornhill, 2007, p. 134). Furthermore, Saunders, Lewis and Thornhill mention that it is 

necessary to have prior knowledge about the phenomenon someone wants to study and 

collect data on (2007, p. 134). Gummesson states that there is no description without 

analysis and interpretation, which would be based on choices and these choices are 

guided through the researcher’s paradigm, access, and pre understanding (2000, p. 85). 

Saunders, Lewis and Thornhill further criticize that a descriptive research only describes 

something, but does not come to a conclusion of the studied issue (2007, p. 134). In 

addition they state that descriptive studies can be seen as a forerunner to an exploratory 

or explanatory research (ibid).  

An exploratory purpose of research means to explore and it describes the way to find out 

circumstances, causes and effects, as well as reasons in order to gain insight and assess 

phenomena, according to Robson (cited in Saunders, Lewis and Thornhill, 2007, p. 133). 

Gummesson recommends to use exploratory research as a basis for formulating more 

precise questions or testable hypotheses (2000, p. 85). Furthermore, Saunders, Lewis 

and Thornhill suggest to use exploratory studies to get an understanding of a problem and 

to investigate the precise nature of a problem (2007, p. 133). Additionally, Saunders, 

Lewis and Thornhill name three ways of conducting such a research (ibid):  

 A search of the literature, 

 interviewing ‘experts’ in the subject and 

 conducting focus group interviews. 

Moreover, the authors mention advantages of an exploratory study, for instance the 

flexibility and adaptability to change due to new data appearance and new insights that 

might occur during the process of research (Saunders, Lewis and Thornhill, 2007, p. 134). 

This implies that “the focus is initially broad but becomes progressively narrower” within 

the progress of the research (ibid). 

Since the purpose of this thesis is to gain an overall understanding of the relationship 

between social philanthropic CSR and brand awareness as well as brand image, the 

focus will be on exploratory study elements. However, considering the descriptions of 

each research purpose, this thesis will also include elements of a descriptive study since 

negative and positive effects of social philanthropic CSR on consumers’ brand 
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perceptions will be described, which is an additional purpose of this study. This thesis will 

not include explanatory elements, since the aim is not to explain relationships and their 

correlations.  

4.2. Research Approach 

After stating the purpose of the study, one has to decide which approach will be used in 

order to fulfill the purpose. In general, research differentiates in two different approaches, 

namely qualitative and quantitative research. The choice of research approach depends 

on the type of data which will be collected.  

Yin claims that qualitative research comes from the same area of sociological, 

psychological or education research (2011, p. 7). Due to the diversity of meaning, Yin 

recommends to consider five features of qualitative research to find a definition. The first 

feature is “studying the meaning of people’s lives, under real-world conditions”, which 

implies that researchers will investigate the behavior and words of a study’s participants 

and not “limit the participants answers” to a set of questions (Yin, 2011, p. 8). The second 

feature, according to Yin, is “representing the views and perspectives of the people in a 

study” and this might “represent the meaning given to the real-life events by the people 

who live them, not the values, preconceptions, or meanings held by researchers” (Yin, 

2011, pp. 7 - 8). Thirdly, Yin states “covering the contextual conditions within which people 

live” as a further feature which includes “the social, institutional, and environmental 

conditions” that show the influence on real life situations (Yin, 2011, p. 8). The fourth 

feature is “contributing insights into existing or emerging concepts that may help to explain 

human social behavior” (ibid). Finally, the fifth and the last feature mentioned by Yin is 

defined as “striving to use multiple sources of evidence rather than relying on a single 

source alone” which implies to use a combination of research tools as for instance: 

interviews, observations or documentation in order to increase the validity of a research 

(ibid).  

Hence, it can be said that qualitative research is done with the purpose to gain an 

understanding of situations, events and peoples’ behavior in “real life” situations which 

includes research that is of non-numeric nature, and therefore words are the main focus of 

evaluation and interpretation (Miles and Huberman, 1994, p. 10 and Saunders, Lewis and 

Thornhill, 2007, p. 145). Additionally, according to Miles and Huberman researchers 

collect data on perceptions of participants through qualitative research (1994, p. 6). 

However, quantitative research lays the focus on numeric data and therefore, on numbers 

(Saunders, Lewis and Thornhill, 2007, p. 145). Furthermore, the authors state that this is 

predominantly used as a synonym for any data collection technique such as a 
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questionnaire or data analysis procedures, such as graphs or statistics that generate or 

use numerical data (Saunders, Lewis and Thornhill, 2007, p. 472).  

This thesis deals with consumer perceptions, how they are shaped or influenced through 

companies’ CSR initiatives. Furthermore, their thoughts and feelings concerning 

companies’ CSR activities and their brand perceptions are of special interest. Therefore, 

the focus will be on analyzing the meaning of words rather than numbers (Saunders, 

Lewis and Thornhill, 2007, p. 472). A more in depth insight into peoples’ thoughts and 

feelings can be gained through qualitative research since it focuses on peoples’ views, 

perspectives and perceptions (Yin, 2011, pp. 7 - 8). Hence the qualitative approach will be 

pursued.  

4.3. Research Strategy 

Selecting an appropriate research strategy will enable investigators to answer the stated 

research questions (Saunders, Lewis and Thornhill, 2007, p. 135). Yin claims that there 

are five different research strategies, namely “experiment”, “survey”, “archival analysis”, 

“history” and “case study”, which can all be used for either an exploratory, descriptive or 

explanatory research purpose (1994, p. 3). These five strategies can be distinguished with 

the following three conditions: “type of research question posed”, “the context of control an 

investigator has over actual behavioral events” and “the degree of focus on contemporary 

as opposed to historical events” (Yin, 1994, p. 4). In general, research questions can be 

formulated as “who”, “what”, “where”, “how”, and “why” questions (Yin, 1994, p. 5).  
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Table D-1 shows the five research strategies, distinguished by the just mentioned 

conditions: 

Table D-1: Relevant Situations for Different Research Strategies 

Strategy 
Form of Research 

Question 

Requires control over 

behavioral events? 

Focuses on 

contemporary events? 

Experiment how, why yes yes 

Survey 

who, what, where 

how many, 

how much 

no yes 

Archival Analysis 

who, what, where 

how many, 

how much 

no yes/no 

History how, why no no 

Case Study how, why no yes 

Source: Yin, 1994, p. 6 

The way research questions are formulated provides a clue as to which research strategy 

should be used. On the one hand “what” questions can be formulated in the way that they 

imply an exploratory approach. If this is the case, every research strategy can be used. 

On the other hand “what” questions can carry the meaning of “how many” and “how 

much”. (Yin, 1994, pp. 5 - 6) In this second case a survey or an archival analysis would be 

the preferred strategy, and the method of using a case study is not recommended (Yin, 

1994, p. 5). Additionally, “who” and “where” questions are also a clue for either surveys or 

archival analyses, since they describe an incidence of a “phenomenon” or predict “certain 

outcomes” (Yin, 1994, p. 6). Finally in order to answer “how” and “why” questions, the 

most adequate strategies are experiments, histories and case studies (ibid). These kinds 

of questions deal with “operational links” rather than with “frequencies or incidence” (ibid). 

The other two criteria helping to decide which strategy to choose are the “extent of control 

over behavioral events” and the “degree of focus on contemporary as opposed to 

historical events” (Yin, 1994, p. 8). Yin claims that when there is no control over 

“behavioral events”, histories are the preferred strategy (ibid). Furthermore, he states that 

many times histories deal with events in the past, but they can also be used for 

“contemporary” ones (ibid). However, according to Yin the case study strategy should be 
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used when the focus is on contemporary events and when there is no control over 

behaviors (ibid). The most significant difference between case studies and histories is that 

the case study can use various sources of evidence, for instance “direct observation” or 

“systematic interviewing” (ibid). Finally, experiments are appropriate when the researcher 

is able to influence behavior, one situation where this is possible is for example in a 

“laboratory setting” (ibid). It is important to note that these five strategies are not “mutually 

exclusive”, but due to a given situation one might be more suitable than the other (Yin, 

1994, p. 9). 

This thesis will use the case study strategy, since the research questions are stated as 

“how” questions and deal with contemporary events which cannot be controlled (Yin, 

1994, p. 9). However, case studies can be distinguished according to the following 

aspects: “single case study”, “multiple-case study”, “holistic” and “embedded” (Yin, 1994, 

p. 39). 

Firstly, a single-case study is normally used when the aim is to test an existing theory, 

when the case is “extreme” or when it was not possible to conduct such a kind of case 

before (Yin, 1994, p. 38 - 40). Secondly, a multiple-case study, also called “comparative 

case study” should follow a replication logic, which implies that first of all the cases have 

to be analyzed individually and afterwards “cross-case conclusions” can be drawn (Yin, 

1994, p. 45 and p. 49). It is important to say here that the replication logic should not be 

confused with the so called “sample logic”, where conclusions about a population can be 

made due to results based on a sample (Yin, 1994, p. 30). Furthermore, the initial step of 

conducting a multiple-case study is to develop a ‘theoretical framework’ which can be 

used for the study (Yin, 1994, p. 46). However, both, single and multiple case studies, can 

either be holistic or embedded. Holistic means that there is only a “single unit of analysis” 

and embedded implies that there are “multiple units of analysis” (Yin, 1994, p. 39). 

Concerning this thesis, a multiple and holistic case study will be done due to the reason 

that a theoretical framework has been established and consumers’ brand perceptions will 

be compared between two cases. 

4.4. Data Collection 

After describing the research strategy, several methods for collecting empirical data will 

be explained. Different types of data and six different types of case study evidence will be 

presented. 

4.4.1. Secondary and Primary Data 

Research can be based on two general types of data, primary and secondary. Secondary 

data refers to already existing data, for example raw data and published summaries that 
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can be used for reanalyzing data (Saunders, Lewis and Thornhill, 2007, p. 246). The 

authors differentiate secondary data in three types: documentary, multiple sources and 

survey secondary data (Saunders, Lewis, and Thornhill, 2007, p. 249). Firstly, 

documentary can be in the form of “emails”, “letters” or “memos” and secondly, multiple 

sources can be “books”, “journals” or “industry reports” (ibid). Finally, survey secondary 

data can be in the form of “censuses”, “continuous and regular surveys” or “ad hoc 

surveys” (ibid). 

Using secondary data provides many advantages for researchers. Firstly, the usage of 

secondary data can save time and money, since data does not have to be collected by the 

researcher himself. Therefore, more time can be spent on data analysis and money can 

be saved as data is already available. (Saunders, Lewis, and Thornhill, 2007, p. 257 and 

p. 259) Secondly, in some cases when studies are fairly extensive, secondary data might 

be the only possible source due to money and time restrictions (Saunders, Lewis, and 

Thornhill, 2007, p. 259). This is especially the case when “regional or international 

comparisons” are pursued within the study (ibid). Additionally, secondary data can serve 

as a means to generalize findings, since researchers can compare their own findings with 

the ones of other studies (ibid). 

On the contrary, secondary data also brings disadvantages with it. First of all, studies are 

conducted due to a certain purpose and to answer certain questions. Hence, researchers 

might not be able to use secondary data as it does not match their own objectives or 

research questions. (Saunders, Lewis and Thornhill, 2007, p. 260) Secondly, getting 

access to secondary data can also be fairly cost intensive, this is especially the case for 

“market research reports” (Saunders, Lewis and Thornhill, 2007, p. 261). Furthermore, 

one shall not forget that researchers using secondary data have no “real control over data 

quality” and hence one has to be cautious when selecting sources (Saunders, Lewis and 

Thornhill, 2007, p. 262).  

However, secondary data can provide a basis, a complementary data set or a means to 

compare for primary data (Shiu et al., 2009, p. 63). Primary data refers to gathering new 

information. According to the authors primary data represents “firsthand” raw data and 

data structures that have not had any type of meaningful interpretation (ibid). Furthermore, 

Shiu et al. state that primary data is the result of conducting some type of exploratory, 

descriptive, or causal research project that employs mainly surveys, focus groups, depth 

interviews or observation to collect the data (ibid). 
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4.4.2. Sources of Evidence 

According to Yin, information can be gathered through the following six different sources 

of evidence: documentation, archival records, interviews, direct observations, participant - 

observation and physical artifacts (1994, pp. 79 - 80). Due to the various strengths and 

weaknesses, Yin recommends combining the sources since no source has complete 

advantage over the others (ibid).  

Figure D-2 will provide an overview and will list the strengths and weaknesses of each 

source of evidence: 

Table D-2: Six Sources of Evidence: Strengths and Weaknesses 

Source of 

Evidence 
Strengths Weaknesses 

Documentation 

 Stable – can be reviewed 

repeatedly 

 Unobtrusive – not created as a 

result of the case study 

 Exact – contains exact names, 

references, and details of an event 

 Broad coverage – long span of 

time, many events, and many 

settings 

 Retrievability – can be low 

 Biased selectivity, if collection is 

incomplete 

 Reporting bias – reflects 

(unknown) bias of author 

 Access – may be deliberately 

blocked 

Archival 

Records 

 [Same as above for 

documentation] 

 Precise and quantitative 

 [Same as above for 

documentation] 

 Accessibility due to privacy 

reasons 

Interviews 

 Targeted – focuses directly on 

case study topic 

 Insightful – provides perceived 

causal inferences 

 Bias due to poorly constructed 

questions 

 Response bias 

 Inaccuracies due to poor recall 

 Reflexivity – interviewee gives 

what interviewer wants to hear 

Direct 

Observations 

 Reality – covers events in real 

time 

 Contextual – covers context of 

event 

 Time – consuming 

 Selectivity – unless broad 

coverage 

 Reflexivity – event may proceed 

differently because it is being 
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observed 

 Cost – hours needed by human 

observers 

Participant – 

Observation 

 [Same as above for direct 

observations] 

 Insightful into interpersonal 

behavior and motives 

 [Same as above for direct 

observations] 

 Bias due to investigator’s 

manipulation of events 

Physical 

Artifacts 

 Insightful into cultural features 

 Insightful into technical operations 

 Selectivity 

 Availability 

Source: Yin 1994, p. 80 

According to Yin, documentation can have many forms such as “letters, agendas, 

administrative documents, formal studies and newspaper clippings” and these examples 

are used for explicit data collection (1994, p. 81). Due to the reason that the research 

team will only refer to the participants’ statements from the focus groups and not further 

documents, documentation will not be relevant for this study. Yin states that archival 

records can be highly quantitative, accurate and precise (1994, p. 84). Since this study is 

a qualitative one, archival records are not applicable and will not be discussed any further. 

Moreover, Yin mentions direct observation and participant observation which are both 

used for field visits to get a better understanding of the behavior or the phenomena of 

interest (1994, pp. 86 - 87). Since the research team does not investigate a certain type of 

behavior during a certain period of time and the research team is not part of the 

phenomena and just asking questions at a specific point of time, direct-observation and 

participant-observation will not be included. Furthermore, Yin describes physical artifacts 

as a technological device, a tool or instrument, a work of art, or some other physical 

evidence and further as insightful when it comes to cultures (1994, p. 90). Given the fact 

that this thesis will ask questions about attitudes and perceptions of consumers, physical 

artifacts are not relevant. 

Concerning this thesis, the chosen source of evidence and main data collection source 

will be interviews, due to their strength of allowing direct focus on case study topics and of 

providing the interviewer with perceived causal inferences. However, through conducting 

interviews, primary data will be generated. (Shiu et al, 2009, p. 63) 

Interview types 

Yin differentiates interviews in three types, namely open–ended, focused and structured 

interviews (1994, pp. 84 – 85). Open-ended interviews are commonly used when the 

researcher can ask key respondents for the facts of a matter as well as for the 
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respondents’ opinions about events (Yin, 1994, p. 84). According to Morgan, the 

researcher can ask unstructured questions which illustrates a less structured approach, 

and this method is especially useful for exploratory research (1997, p. 40). This approach 

would provide an opportunity for participants to contribute more to the discussion since 

they pursue what interests them without much guidance from the researcher’s questions 

or the moderator’s direction (ibid). One potential disadvantage is that the less structured 

groups might be more difficult to compare (ibid). But the major advantage is that the 

researcher might learn about the participants’ perspectives in their own words (Morgan, 

1997, p. 40).  

The second type of interview, according to Yin, is the focused interview, where 

respondents are asked questions for a short period of time (1994, pp. 84 – 85). This may 

still be open-ended, but it is more likely to be following a certain set of questions (Yin, 

1994, p. 85). A possible purpose for such interviews might be to confirm certain facts and 

check propositions that are known to the researcher (ibid).  

The third and last type of interview is structured interview (Yin, 1994, p. 85). For this type 

of interview the researcher follows a formal survey or standardized questionnaire which 

lists every question to be asked. Therefore, the relationship between the interviewer and 

the participant is carefully scripted, in turn excluding the use in qualitative studies. (Yin, 

1994, p. 85, and Yin, 2011, p. 133) 

For this thesis, the focused interview will be executed since the aim is to check the 

developed frame of reference and thereby to answer the research questions. As 

mentioned above, this way of interview enables approving or rejecting certain facts based 

on theory. In order to make sure that important issues will be covered, a moderator’s 

guide will be used. Moreover, this thesis will use the one-to-many approach, since this 

provides the opportunity to find out more details through additional questions if necessary. 

(Saunders, Lewis and Thornhill, 2007, p. 313) 

Focus Groups 

According to Morgan (cited in Threlfall, 1999, p. 102), conducting focus groups is a 

technique of qualitative research that allows “the explicit use of group interaction to 

produce data and insight that would be less accessible without the interaction found in a 

group”. Furthermore, it provides the ability to represent the view and perspectives of the 

participants which might reveal new insights (Yin, 2011, pp. 8 - 9). Additionally, Threlfall 

states that if focus groups are conducted properly, it can capture the meaningful 

experiences and ideas of participants on a given topic (1999, p. 103). The topic of 

discussion is determined by the researcher and the size of a focus group ranges from 6 to 
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10 participants (Morgan, 1997, p. 6 and p. 43). On the one hand if the size is below 6, it 

may be difficult to sustain a discussion. On the other hand if it is above 10, it may be 

difficult to control one. (Morgan, 1997, p. 43) 

One of the potential strengths of such interviews is the speed and flexibility of conducting 

focus group investigations (Threlfall, 1999, p. 103). Flexibility in this case means to 

explore beyond the boundaries of tightly worded questions and to allow for rich and 

experiential data to evolve, which generally enables an easy understanding of findings 

(ibid). Furthermore, it provides a more natural environment than that of an individual 

interview since participants influence others and are influenced by others, just as they are 

in life (Krueger and Casey, 2000, p. 11). Another important advantage of focus groups is 

their ability to establish group interaction, which creates the perspective of multiple 

realities within the group while at the same time collaboratively focusing on themes and 

commonalties on the chosen topic. Hence attitudes, beliefs, values, feelings and thoughts 

being truly assessed through focus groups. (Threlfall, 1999, pp. 103 – 104 and Shiu et al., 

2009, p. 177) However, consumer focus groups can capture meaningful experiences and 

ideas of participants on a given topic relative to the research study (Threlfall, 1999, p. 

103). 

However, according to Krueger and Casey a skillful moderator is a fairly important 

ingredient for successful focus groups (2000, p. 97). Focus group sessions can be guided 

by a moderator whose involvement in the discussion varies depending on the purpose of 

the research. The moderator’s involvement can be high in order to keep the discussion to 

the topic of the research and to receive comparable information. (Morgan, 1997, p. 39) On 

the contrary the involvement can also be low in order to let participants speak about what 

they are interested in. However, as previously discussed this raises the risk of receiving 

information which is difficult to compare. (Morgan, 1997, p. 40) Additionally, the moderator 

should respect the participants’ perspectives and should believe that they have wisdom no 

matter what their level of education, experience or background, as discussed by Krueger 

and Casey (2000, p. 97). Furthermore, empathy and positive regard are critical qualities of 

the moderator, since it influences the entire focus group environment (Krueger and Casey, 

2000, p. 98). 

In order to answer the stated research questions and to fulfill the purpose of this study, 

two focus group sessions are conducted. This will enable the research team to 

understand how consumers react on companies’ social philanthropic CSR initiatives, and 

how their brand perceptions are influenced and shaped. However, the focus groups will be 

run by a moderator’s team, consisting of a principle moderator and an assistant (Krueger 

and Casey, 2000, p. 101). The principal moderator is in charge of guiding the discussion 
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through the important topics, keeping the conversation flowing and taking a few notes 

when necessary. The assistant moderator is in charge of taking comprehensive notes and 

running the technical devices. (ibid) Furthermore, the two focus group sessions will be 

videotaped in order to analyze and recall participants’ statements as well as their body 

language. 

4.5. Sample Selection 

Asking the right questions to the right respondents contributes to a successful focused 

interview (Krueger and Casey, 2000, p. 97). Therefore, interviewees have to be chosen 

carefully. The following section will deal with the sampling of focus groups participants, 

their recruitment and a demographic description of them will also be provided. However, 

the brands chosen for discussion and even more important their CSR campaigns will also 

be introduced. 

4.5.1. Choice of Participants 

According to Morgan, using “random sampling” for choosing focus group participants is 

not appropriate since the aim is not to make any generalizations (1997, p. 35). Even more 

it is almost impossible to make generalizations due to the fact that focus groups involve a 

small number of participants. Therefore, a larger population cannot be represented. 

Additionally, if participants are selected randomly, it is fairly unlikely that these will have 

similar perspectives on a topic and hence the discussion flow can be jeopardized. (ibid) 

Due to these reasons, the usage of a “purposive” or “theoretical” sampling is suggested 

(Glaser & Strauss and Patton cited in Morgan, 1997, p. 35). Segmentation is defined as 

“the decision to control the group composition to match carefully chosen characteristics of 

participants” (ibid). One of the most important factors of “segmented samples” is the 

concept of homogeneity as this will aid in generating “free-flowing” discussions (Morgan, 

1997, p. 35). If homogeneity among participants is given, they are more likely to talk to 

each other as they feel comfortable (ibid). Although congruence in “social background” or 

“lifestyle” is desired, homogeneity in attitudes should be avoided since this could lead to 

an uninteresting discussion (Morgan, 1997, p. 36). 

Focus groups are often segmented with the following aspects: “sex, race, age, and social 

class” (Morgan, 1997, p. 36). Whether to separate genders or not is a fairly important 

decision to make since mixing sexes might make participants uncomfortable when certain 

issues are discussed and therefore prevent them from discussing freely. The age variable 

could also be seen as critical since participants from different generations may also have 

problems talking openly to each other. (ibid) 
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Another important aspect which requires consideration is the decision if participants 

should know each other or not. According to Morgan it is important to keep in mind that a 

focus group with strangers will create a different group dynamics than one where 

participants know each other. (Morgan, 1997, p. 37) Generally speaking it is not a problem 

to have “acquaintances” in focus group discussions as long as the researcher keeps in 

mind that this will influence the group dynamic (Morgan & Krueger cited in Morgan, 1997, 

p. 38). 

Concerning this study, the focus group participants have to fulfill the following sampling 

criterion: 

 Participants have to know the discussed brands 

Every participant has to know the brands that will be discussed to some extent. This is a 

prerequisite since this study aims at gaining an understanding of how CSR initiatives can 

shape and influence consumers’ brand perceptions. In order to investigate this issue, it is 

essential that participants know the brand or at least confirm that they have seen it or 

heard about it.  

However, the focus group sessions are not segmented by sex since the research team 

believes that the topic, brands and their CSR campaigns, does not require separating 

genders in order to ensure comfort among participants. Moreover, both focus groups 

consist of strangers and acquaintances. This is not seen as a problem since the most 

important aspect is that participants feel comfortable among each other (Morgan, 1997, p. 

36). 

4.5.2. Recruitment and Participants’ Description 

All participants are students at Luleå University of Technology. This improves the 

homogeneity of the focus groups since students are within a specific age range and enjoy 

a certain education level. Homogeneity of participants is desirable as it increases the 

likelihood that they will feel comfortable and hence talk to each other openly (Morgan, 

1997, p. 36). Each participant was contacted personally and they were asked if they knew 

the brands that were under investigation. The participants that knew these brands were 

asked for their participation in one of the focus groups. Furthermore, all were informed 

about the purpose of this study and about the procedure of the focus groups. The 

research team created separate events on facebook and invited participants according to 

their time, date and brand agreement. Facebook is especially useful to organize such 

events, since participants are reminded as soon as they enter the social network. 
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Moreover, an additional reminder was posted in each group one day before it was due to 

be conducted. 

Table D-3 will show descriptive characteristics of the participants of the first focus group: 

Table D-3: Focus Group 1 Participants - Dove 

Focus Group 1 - DOVE Gender Nationality 

Interviewee 1 Male Belgium 

Interviewee 2 Male Sweden 

Interviewee 3 Male Sweden 

Interviewee 4 Female Germany 

Interviewee 5 Male Sweden 

Interviewee 6 Female France 

Interviewee 7 Female France 

Interviewee 8 Female Scotland 

Interviewee 9 Female Germany 

Interviewee 10 Male France 

As illustrated by table D-3, this focus group includes 5 women and 5 men. The age ranges 

from 20 to 25 years, and the average age is 22.2 years. Furthermore, two participants are 

from Germany, 3 from France, 3 from Sweden, 1 from Scotland and 1 from Belgium. 
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Table D-4 will show descriptive characteristics of the participants of the second focus 

group: 

Table D-4: Focus Group 2 Participants - Coca-Cola 

Focus Group 2 – Coca-Cola Gender Nationality 

Interviewee 1 Male Scotland 

Interviewee 2 Female France 

Interviewee 3 Female Spain 

Interviewee 4 Male Iran 

Interviewee 5 Male Germany 

Interviewee 6 Female Sweden 

Interviewee 7 Male Sweden 

Interviewee 8 Female Spain 

As shown in table D-4, the second focus group consists of 4 women and 4 men, and the 

age ranges from 20 to 26 years with an average age of 23 years. This time 2 participants 

are from Sweden, 1 from Scotland, 1 from France, 1 from Iran, 2 from Spain and 1 from 

Germany. 

4.5.3. Choice of CSR Campaigns 

After presenting the choice of participants, the focus will now be on the chosen campaigns 

which are shown in the focus group sessions and are the basis for discussion. Coca-

Cola’s ‘Little Red Schoolhouse’ campaign and Dove’s ‘Real Beauty Sketches’ campaign, 

which are both videos made by the companies themselves, were chosen. Each video is in 

English and additionally Coca-Cola’s campaign includes English subtitles. However, 

potential misinterpretations due to translation faults were prevented as both focus groups 

were conducted in English. Furthermore, the reason these companies were chosen was 

due to the fact that they are famous worldwide and both are active within CSR. Also both 

campaigns can be seen as social philanthropic which is the focus of this study. The 

following section will provide a description of the chosen videos.  
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Dove’s ‘Real Beauty Sketches’ campaign 

The video starts with a man introducing himself as a forensic artist. After his introduction, 

different women appear explaining that first they did not know what was expected from 

them or what purpose the artist had. The women and the forensic artist are separated 

from each other through a white curtain and therefore cannot see each other. After 

answering several questions about their looks, the women realized that the man with the 

drafting board is drawing them according to their descriptions. Questions by the artist 

were asked, for instance what their hair looks like or what their most prominent features 

are. Meanwhile he draws the women according to their own descriptions. Once the artist 

has finished his drawings the women leave the room without seeing him or their pictures. 

The women explain that before they went into the room, they were only asked to talk with 

a specific person. The people that talked with the women are then asked to describe them 

and the artist proceeds to draw a second picture of the women according to the other 

peoples’ descriptions. After these second pictures are drawn, the women are asked to 

come back into the room and the artist shows them the two pictures, one drawn according 

to their own description and the other drawn according to the description of someone else. 

The women react quite heavily to the difference of the two sketches and one woman 

states that she should be more grateful for her natural beauty. The artist asks all the 

women if they think that they are more beautiful than they say and the question is 

answered with a “Yes” by all of them. Then one of them explains that women should stop 

analyzing things that are quite right and that they should spend more time on things that 

they like. After that the statement “You are more beautiful than you think” appears on a 

white screen with a dark font. The video ends with showing a link to Dove’s Real Beauty 

Sketches website and Dove’s logo appears last. It lasts 3:01 minutes and the spoken 

language is English. 

Coca-Cola’s ‘Little Red Schoolhouse’ campaign 

This video starts with a little girl introducing herself as ‘Jenny D. Sanchez’ from ‘Sitio 

Mabilog Anopol, Bamban, Tarlac’, which is situated in the Philippines. She explains that 

her father and mother make charcoal, and she is the second child from four children in the 

family. After that she describes her daily routine and lists her main tasks in the household. 

At 6 am she wakes up and sweeps the house, then she goes and fetches water from a 

faraway place and when she comes back she starts cooking. Afterwards, she is 

interviewed in front of the Malasa Elementary School and she explains that she wants to 

finish school so that she can help her family. Thereafter, the President of the Coca-Cola 

Foundation in the Philippines, Cecile Alcantara, is interviewed and she states that 
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“education is one of the gifts that you can give to a community that would really change 

the community”. She further argues that they saw that the community was very welcoming 

and that they really wanted to do something for the school which illustrates the reason 

why Coca-Cola is active in the Philippines. After that Grace Ann Maristela, a teacher at 

the ‘Little Red Schoolhouse’, is interviewed and she talks about the excited feelings she 

had when Coca-Cola came to open the school. Afterwards, Jenny D. Sanchez is shown 

leaving the house for school. She explains that she brings clothes with her, because she 

and her friends are taking a bath along the way to school, which is in a brook. School 

begins at 8am in the morning. Thereafter, the President of the Coca-Cola Foundation 

explains the main objective of the Little Red Schoolhouse, which is to provide kids access 

to a complete elementary education due to the reason that these are kids in very remote 

areas and have very little resources. Hereafter, the teacher is shown and she describes 

how motivated the kids became to go to school and how active they are now. Jenny D. 

Sanchez continues and says that she likes going to school because she learns a lot. 

Furthermore, she continues in saying that science is her favorite subject and that she 

wants to go to high school and college to become a teacher. Thereafter, her parents, Mr. 

and Mrs. Sanchez, are interviewed and they say that even if life is difficult for them, they 

work hard to be able to send their children to school. Jenny D. Sanchez states that she is 

the only one of her tribe who will graduate at the moment. Afterwards the teacher 

continues that it was a dream of her to see an ‘Aeta’ graduate and that she saw that 

somehow Jenny changed and became more confident and developed a more positive 

outlook on life. The teacher continues and says that Jenny started to dream and saw that 

she could make it come true because people are helping her. Thereafter her father 

explains that it is seldom to see an educated person in their tribe and that after a very long 

time Jenny is the only one to finish elementary. The teacher continues in saying that 

Coca-Cola did not only bring education to Malasa but they were also able to give new 

hope to the people and their community. In the following, Coca-Cola claims to complete 

and turnover its 100th Little Red Schoolhouse in this year. Thereafter, Jenny is shown and 

she says that her dream of becoming a teacher will now come true. In the last seconds of 

the video a red Coca-Cola bottle with white background is shown, and next to the bottle 

there is a text that states “Every bottle has a story” and the text afterwards says: “Open 

Happiness”. The video on the whole lasts 3:20 minutes and is with English subtitle.  

4.6. Data Analysis 

Collecting empirical data in a well thought manner is only half the rent for conducting a 

good research. It is also of importance that the collected data is analyzed appropriately. 

According to Yin, data analysis “consists of examining, categorizing, tabulating, or 

otherwise recombining the evidence to address the initial propositions of a study” (1994, 
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p. 102). In general there are two main strategies for analyzing case studies. One strategy 

focuses on “theoretical propositions” illustrating the literature review and research 

questions developed for the study (Yin, 1994, p. 103). Yin states that this strategy is 

especially appropriate when the research questions are designed as “how” or “why” 

questions (ibid). Additionally, the author claims that one of the strategy’s benefits is that it 

helps the investigator to decide on which data he has to focus and which can be 

neglected (1994, p. 104). The other strategy aims at developing “a descriptive framework 

for organizing the case study” and it should be used when there are no theoretical 

propositions to which the researcher can refer (ibid). Furthermore, Yin argues that the so 

called ‘Pattern-Matching’ technique is especially suitable for case studies (1994, p. 106). 

This method compares patterns resulting from empirical data with predicted ones and can 

add to the study’s internal validity (ibid). 

However, Miles and Huberman claim that the analysis of qualitative data should be done 

with the following three steps: data reduction, data display and conclusion drawing and 

verification (1994, p. 10). Data reduction should not be seen as something which is 

separated from data analysis but rather as a part of it, since making the decision what is 

worth mentioning and what not is also a form of analysis. Furthermore, reduction is 

already done before the data is actually collected due to the development of a conceptual 

framework or even through the research questions. (Miles and Huberman, 1994, pp. 10 - 

11) In general it is “the process of selecting, focusing, simplifying, abstracting, and 

transforming the data that appear in written-up field notes or transcriptions” (Miles and 

Huberman, 1994, p. 10).  

Data display helps to understand data and to draw first conclusions by showing important 

information in a “compact form” (Miles and Huberman, 1994, p. 11). Furthermore, the 

authors claim that researchers should be cautious in using too much text, as human 

beings are not able to process large quantities of information. Therefore, they suggest the 

usage of graphs or matrices for displaying fairly important data rather than words. (Miles 

and Huberman, 1994, p. 11) 

Additionally, Miles and Huberman claim that conclusion drawing implies to “decide what 

things mean” which, for instance can be done through noting regularities or patterns 

(1994, p. 11). Furthermore, the authors claim that “conclusions are also verified as the 

analyst proceeds” and verification can be fairly diverse in itself (ibid). However, one has to 

keep in mind that these steps interact with each other and occur in the whole data 

analysis process (Miles and Huberman, 1994, p. 12). 
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Concerning this research, Yin’s strategy of using theoretical propositions will be employed 

since a frame of reference was developed providing these propositions to which empirical 

data can be compared. Furthermore, Miles and Huberman’s three steps of data analysis 

will be used and a within and a cross case analysis will be done. Firstly, data reduction will 

mainly take place in the within case analysis, where the empirical data will be compared 

with the frame of reference showing the most important data (Miles and Huberman, 1994, 

p. 11). Secondly, data display will be done within the cross case analysis where the two 

cases will be compared with each other, but also with the frame of reference. Within this 

comparison, differences and patterns will be illustrated with matrices. It is important to 

mention that the within case analysis will also include parts of data display since matrices 

will be used to compare the data with the frame of reference. Moreover, the cross case 

analysis will also have parts of data reduction, for instance through deciding which data is 

included in the matrices (Miles and Huberman, 1994, p. 11). Finally, the conclusion 

drawing and verification will be done in both analyses, within and cross case, since 

patterns with theory and between the cases are of importance (ibid). 

4.7. Quality Standards: Validity and Reliability 

The most common concepts, with which the quality of a study is assessed, are reliability 

and validity. According to Saunders, Lewis and Thornhill, reliability and validity of a study 

are fairly important aspects since they make the research and its findings more credible 

(2007, pp. 149 - 150). Reliability implies if the research will lead to congruent findings if it 

is repeated by another researcher at a point of time in the future (ibid). According to 

Easterby-Smith et al. (cited in Saunders, Lewis and Thornhill, 2007, p. 149) the following 

three questions should be asked in order to measure the degree of the study’s reliability:  

 “Will the measures yield the same results on other occasions?” 

 “Will similar observations be reached by other observers?” 

 “Is there transparency in how sense was made from the raw data?”  

However, there are four threats to reliability that researchers should be aware of 

(Saunders, Lewis and Thornhill, 2007, p. 149). The first one is called “subject or 

participant error” which implies that studies are influenced by external factors, for instance 

on which day of the week the research is conducted (ibid). Secondly, researchers also 

have to be aware of the “subject or participant bias” which means that participants of a 

research might say what they think the investigator wants to hear (ibid). Finally, a study’s 

reliability can also be weakened through “observer errors” and the so called “observer 

bias” which implies that interpretations are influenced by the person who conducts them 

(Saunders, Lewis and Thornhill, 2007, pp. 149 - 150). The second important factor for 



Methodology 

51 

improving a study’s credibility, validity, stresses about the fact if “the findings are really 

about what they appear to be about” (Saunders, Lewis and Thornhill, 2007, p. 150).  

However, Yin extents the previous mentioned concepts of reliability and validity and 

provides four tests assessing the research’s quality: construct validity, internal validity, 

external validity and reliability (1994, p. 33).  

Table D-5 gives an overview of these four tests, provides tactics for case studies and 

shows at which stage of the study they can occur: 

Table D-5: Case Study Tactics for Four Design Tests 

Tests Case Study Tactic 
Phase of Research in 

which Tactic occurs 

Construct 

Validity 

 use multiple sources of evidence 

 establish chain of evidence 

 have key informants review draft 

case study report 

 data collection 

 data collection 

 composition 

Internal Validity 

 do pattern matching 

 do explanation building 

 do time-series analysis 

 data analysis 

 data analysis 

 data analysis 

External validity 
 use replication logic in multiple 

case studies 

 research design 

Reliability 
 use case study protocol 

 develop case study data base 

 data collection 

 data collection 

Source: Yin, 1994, p. 33 

Construct validity refers to the establishment of “correct operational measures for the 

concepts being studied” (Yin, 1994, p. 33). According to Yin, construct validity appears to 

be the most crucial factor in assessing the research’s quality (1994, p. 34). The author 

argues that the researcher’s subjectivity can influence the study when an “operational set 

of measures” is missing (ibid). As illustrated by the table above, construct validity is most 

likely to occur at the data collection stage and the composition. The three following tactics 

can be used in order to improve construct validity: the usage of “multiple sources of 

evidence”, the establishment of a “chain of evidence” and to let key informants proof read 

a draft of the case study report (Yin, 1994, pp. 34 - 35). The usage of multiple sources of 
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evidence is also called “triangulation” and it allows the research “to address a broader 

range of historical, attitudinal, and behavioral issues” (Yin, 1994, p. 91 and p. 92). 

Establishing a chain of evidence enables an external observer “to follow the derivation of 

any evidence from initial research questions to ultimate case study conclusions” (Yin, 

1994, p. 98). 

The second concept, mentioned by Yin, is called internal validity. According to the author, 

internal validity is explained by the establishment of “a causal relationship, whereby 

certain conditions are shown to lead to other conditions, as distinguished from spurious 

relationships” (Yin, 1994, p. 33). Furthermore, he claims that internal validity is only of 

importance when the research follows a causal or explanatory purpose (1994, p. 35). 

Since this thesis focuses on an exploratory and partly on a descriptive purpose, the 

concept of internal validity will not be discussed any further.  

Thirdly, external validity describes the establishment of a “domain to which a study’s 

findings can be generalized” (Yin, 1994, p. 33). Yin claims that one has to remember that 

the sample logic used in surveys cannot be applied to case studies, as they deal with 

“analytical generalization” and surveys deal with “statistical generalization” (1994, p. 36). 

Within an analytical generalization findings are compared to an earlier developed theory 

(ibid). As shown in the table above, external validity has to be dealt with at the research 

design stage. Moreover, Yin states that using “replication logic in multiple-case studies” 

can improve external validity (1994, p. 33).  

Finally, reliability refers to “demonstrating that the operations of a study such as the data 

collection procedures can be repeated with the same results” (Yin, 1994, p. 33). According 

to Yin reliability can reduce biases and one condition is that the methods used in the case 

study have to be documented by the researcher. If this is not the case the study cannot be 

repeated. (Yin, 1994, p. 36) However, reliability is especially important during data 

collection and the following tactics can be used for dealing with it: using a “case study 

protocol” and developing a “case study data base” (Yin, 1994, p. 33). Developing a case 

study data base can be in the form of “data” or “evidentiary base”, but it can also be the 

investigator’s “report” (Yin, 1994, p. 94). 

Concerning this thesis reliability is strengthened due to the following activities: Firstly, the 

conducted focus group sessions will be videotaped and additionally empirical data will be 

documented in written form. Furthermore, a demographic description of every focus group 

participant, including sex and nationality, is provided. Secondly, a moderator’s guide is 

used for conducting the focus groups sessions, which can be found under appendix I1 

and I2. All these activities enable another researcher to repeat the study. However, the 
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used guide was read by another researcher, who is familiar with this study, in order to 

ensure that the asked questions are not biased.  

External validity will be tested in the way that two different focus groups will be conducted 

and the results will be compared with each other, but also with the established frame of 

reference (Yin, 1994, p. 33). Construct validity is maintained due to the reason that 

external observers are able to track the derivation of evidence since all articles, books and 

websites can be looked up in the reference list and all statements of the focus group 

participants can be read in the thesis under the point ‘Empirical Data’ (Yin, 1994, p. 98). 

Internal validity does not have to be tested since it is only relevant for causal or 

explanatory studies. 
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4.8. Overview of the Methodology Process 

Figure D-2 will provide an overview of the methodology used concerning this thesis:  

 

Figure D-2: Overview of the Methodology Process 

As illustrated by figure D-2, this thesis serves an exploratory and descriptive purpose with 

the focus lying on exploratory. Furthermore, the study follows a qualitative approach. 

Concerning the research strategy, multiple and holistic case studies were chosen and 

empirical data will be collect with conducting two focus group sessions. However, the 

participants of the focus groups have to fulfill one requirement. All of them have to know 

the brands Dove and Coca-Cola, since social philanthropic CSR campaigns of these two 

brands will be shown and discussed. Finally, the collected empirical data will be analyzed 

with a within and cross-case analysis. The within case analysis will compare the collected 

data with the frame of reference and afterwards the two cases will be compared with each 
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other within the cross case analysis. However, reliability and validity need to be taken care 

of throughout the whole research. Creating a chain of evidence, conducting a multiple 

case study and documenting the research procedure as much as possible aid to reliability 

and validity.  
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E) EMPIRICAL DATA 

After discussing the theoretical basis and the methodology of this thesis in the previous 

chapters, in this chapter the collected empirical data will be presented in order to be able 

to answer the research questions. Data was collected through two focus group sessions, 

of which each session constitutes one case. Two interview guides were used depending 

on the studied campaign. First, we will present the gathered empirical data for case one 

which is about the brand ‘Dove’. Secondly, we will present the gathered empirical data for 

case two, which is about the brand ‘Coca-Cola’. Both focus group interviews followed the 

logic of the frame of reference, starting with questions about the brands and after that the 

CSR campaigns were shown, followed by questions concerning brand awareness, CSR 

and brand image. Questions about the perceived brand-cause fit were asked last.  

5.1. Case one: Dove’s Real Beauty Sketches Campaign 

This focus group took place on the 2nd of May 2013 from 5pm till 6.15pm in a classroom at 

Luleå University of Technology. The discussion was hold in English, and therefore the 

research team did not have to translate statements. As mentioned earlier, the participants 

of this focus group were numbered from 1 to 10 and their demographic description can be 

found under the point ‘Sampling’. Whenever presenting a given statement, the person 

speaking will be referred to according to his or her number and gender, where ‘m’ stands 

for male and ‘w’ stands for female. According to Krueger and Casey eating together tends 

to promote conversation and communication within the group (2000, p. 104). Therefore, 

coffee, water and orange juice as well as cookies and further snacks were served in order 

to create an informal atmosphere and help participants to relax and feel comfortable. 

Before the discussion started, participants were reminded that this focus group is done for 

conducting research and writing a bachelor thesis. Furthermore, they were informed that 

their statements will be analyzed and presented within the thesis. Thereafter, the 

moderator asked if everyone agrees to the fact that the discussion will be videotaped and 

since every participant agreed, the two cameras were switched on.  
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The following section will present the empirical data collected in the first focus group about 

‘Dove’: 

Moderator: “What do you know about Dove?” 

In order to provide a compact overview of the received information about Dove, the 

following figure E-1 will present aspects which were mentioned by participants: 

 

Figure E-1: Brand Awareness Dove before video 

As illustrated by figure E-1, the answers range from body care products, natural, blue or 

white colors and normal models to average pricing and feminine brand which are all 

connected to Dove in the minds of focus group participants. 

After participants finished their thoughts about ‘Dove’, they were informed that now one of 

the brand’s campaigns is shown. After watching the campaign, the moderator started the 

conversation: 

Moderator: “When did you recognize Dove and by what?” 

Summarized it can be said that the brand was recognized in the end, when the logo 

appeared because it was not obvious who made the video for participants. After these 

statements, the focus moved away from the brand itself and participants started to discuss 

the campaign: 
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5, m: “They want to get a deep emotional connection between peoples’ feelings about 

their own appearance and their own products. But it felt cheesy…it was something every 

company does to highlight themselves.” 

1, m: “If you would not know that the campaign is from Dove, it would be some kind of 

surprise effect.” 

7, w: “The way people see each other is more important than the way you see yourself. If 

you think you are good looking, you do not need this product.” 

1, m: “…or self-confident…” 

6, w: “I think it can bring a nice image of the brand because when you see that… this 

brand is nice because they think in a nice way that it is original. For me it is a nice brand.” 

10, m: “Yes it is true. I think it is to expose their belief…because if you like their belief than 

you like their products.” 

6, w: “…it is really simple, with normal people.” 

9, w: “…normal models…” 

7, w: “I think it is pretty pure, even the room it is clear and with much space.” 

2, m: “They try to show that this product can help you in your ordinary life and at the end 

they say something about work and stuff…” 

5, m: “It feels like in the end they can change how I feel, about how I look. Really it is a 

strange concept, an approach like that.” 

3, m: “I agree to what you say. But to be honest…in the end did you feel that when you 

watched it? I felt confident that Dove is good and I would buy their product. If you analyze 

it too much it is negative. It is good I think… it is really good.” 

4, w: “Yeah, they make compliments to you. You think you look bad, but there are others 

who think you look nicer or better.” 

8, w: “I did not really feel like that they were too strongly trying to sell their products to you. 

They were not advertising their products. It was more like just changing your self-

confidence.” 

5, m: “They work good on some segments and bad on some segments. I guess I am a 

bad segment. I do not use any product at all, so I am not their target.” 

6, w: “But when you see the advert… do you not feel like quiet, calm and peaceful.” 
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5, m: “Yeah, yeah…but that is psychological.” 

3, m: “So it works.” 

5, m: “Yeah, but it does not work for me that I want to buy it. It does not even feel like that 

it makes the brand better to me. It feels like the brand is hollow.” 

7, w: “Of course this is not the first one I see (pointing at the video). For me it is like they 

try to make us feel like you can…I mean rely on this brand. You can use it. They do lots of 

adverts like this, for us to rely on them. You just know that we can believe that it is a good 

one.” 

Moderator: “These other adverts that you mentioned. Can you describe them?” 

7, w: “Yes…they use a Photoshop and they show some pictures of models that they used. 

They use a Photoshop to delete everything and you can see the woman as she is. And 

she is really nicer than previously. Delete everything and make it beautiful. And I think it is 

a problem with our actual models. They change everything on the pictures. I think this was 

to think different…It is another step in the ‘real’ image of Dove. It is not to sell 

something…it is for us to think that they are reliable.” 

After this statement, the moderator asked participants if they can recall any other 

advertisements. After this question, participants were asked if they can describe Dove’s 

products, the shape for instance.  
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The following figure E-2 illustrates which aspects about Dove, highlighted in blue, were 

added by participants due to the moderator’s questions: 

 

Figure E-2: Brand Awareness Dove after video 

As illustrated by figure E-2, participants talked about further advertisement of Dove. They 

mentioned that they have seen adverts with naked women, bigger ones, older ones, one 

advert was about a mother and a daughter and that they use all kinds of skin types in their 

commercials. Furthermore, participants said that Dove’s bottles are simple, regular, curvy 

shaped, not much colored, plain and only with a few words on them. Additionally, they 
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said that the lid is blue and the rest of the bottle is white, that there is a dove on it and that 

they are easy to organize in the shop.  

Moderator: “Why do you think Dove did this video? What is the purpose behind it?” 

5, m: “It feels like positive brand enforcement. Making us feel like it is something really 

positive… again reinforces us to make those fast purchases in the shop… buying their 

products… a nice commercial.” 

1, m: “…make us think that they are different than others, selling artificial stuff, an artificial 

image of beauty and women. Actually they might not be selling anything… they are just 

stating the truth. Nobody could not agree on the message behind the video… it is 

something anybody agrees on, very…” 

7, w: “…positive.” 

8, w: “Maybe…if we cannot disagree with the message we cannot really disagree with 

their brand. That is the purpose behind the brand. It is for everyone and anyone.” 

2, m: “They kind of want to show you that you are beautiful as you are.” 

7, w: “Yes…You do not need all these extra things to actually be more beautiful, since you 

are that by nature.” 

8, w: “They are not telling you that you do not need products to look beautiful… they are 

really not promoting anything that does not make sense.” 

1, m: “I think it makes sense because it does not feel like you are forced in any way to buy 

anything, and that is probably the best way to sell something. Just tell people that you are 

free…but we are stating the truth…and that is that beauty is that. If you think that it is the 

reality than you feel free to by whatever you want, but we have that to offer.” 

6, w: “We do not feel like that they sell us something…and that is a good thing. So we 

want to buy the products more.” 

10, m: “The first goal is to build their brand image… and after with other advertisements to 

sell products better.” 

1, m: “It does not look like an advertisement.” 

7, w: “It makes me feel like…they state the truth… and in the end their logo. It is enough 

that we believe that it is good. You do not need to proof something.” 
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6, w: “You just see beautiful pictures and people in real life and from all around the world. 

Yeah it is really nice.” 

Moderator: “So you think that the message behind this video is not for selling their 

products but it is more that they want to show you that you can be beautiful. Did I 

get that right?” 

7, w; 2, m; 5, m: “Yes.” 

7, w: “…and it is about natural beauty.” 

8, w: “It is more peoples’ views of themselves and that they appreciate themselves.” 

4, w: “I think they want to make compliments to you. And if so…that you like it.” 

2, m: “You kind of connect with the brand, like a friend. As you said they give you 

compliments. You cannot feel bad about a brand that says that you are beautiful.” 

4, w: “Everyone is beautiful.” 

Moderator: “Do you think that this is important that Dove tells you that you are 

beautiful as well? And that you should accept that?” 

7, w: “Of course.” 

5, m; 3, m: “Yes.” 

2, m: “At least I prefer to buy a brand that says ‘I am beautiful’ rather than to buy a brand 

that says ‘I am ugly, but you need my product to look good.” 

4, w: “The new way, because usually they show that you are ugly and that you have to get 

rid of something.” 

7, w: “They show us like fantastic women and of course we know that these are 

models…so anyway they do not say us that we are ugly, but they show us just the perfect 

one. Of course it is not that comfortable to buy… It is new, but it works.” 

Moderator: “Do you think that Dove is responsible in some way to tell you that and 

to teach you about this natural beauty?” 

4, w: “No.” 

5, m: “Responsible is a hard word.” 

3, m: “No it is not their mission.” 
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5, m: “It is not their job to be my psychologist…so in that sense no.” 

8, w: “If they try to sell their products then they need to have a good message behind 

them. And they promote it to people. They have the responsibility to not promote an 

unhealthy message. They know so many people are going to watch it…young people and 

stuff.” 

7, w; 3, m; 5, m: “Yes.” 

8, w: “So I think they maybe do have this responsibility.” 

1, m: “Even it may sound a little weird, I think it would be Dove’s responsibility to make it 

clear that they are showing this kind of ad to actually make money. I mean the real 

purpose in it is not to make anybody feel beautiful, even naturally beautiful, because it 

offers a distorted view of reality. It is not how real life works, I might be wrong…but…and it 

is about money. So it should be Dove’s responsibility maybe to play a little less. I mean… 

do not be evil and say that you are doing an ad and this is in the end about branding.” 

7, w: “But I mean it can happen in real life. It is not something like saying you are perfect, 

just do not change. It is to compare what you see and what others see about you. It is not 

so obvious that they want us to feel really good. It was a test. I do not think it is like… it 

was something really true, it is not played, I think.” 

5, m: “Yeah… and I mean this advert would not have worked if people did not know the 

brand.” 

3, m: “But if they ended the commercial with the product that would have ruined it.” 

5, m: “It would have been even weirder.” 

7, w: “Of course.” 

Moderator: “Could you imagine any other area or problem where Dove could help?” 

1, m: “Environment…it is very common and makes a lot of money.” 

7, w: “Yeah they did it, I think…they made like soft bottles that can be used to refill. 

Another thing could be maybe the age because lots of women want to be younger than 

they are. They showed it a few years ago, a cream to feel sweeter and more comfortable. 

Do you not remember the advert? It was just old women with younger ones, but really old, 

65 maybe 70 and they were looking good, but they were not really pretty. It is not like in 

real life. They showed that you can and you do not have to do surgery, Botox or 
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stuff…you are beautiful as you are. …and they could help in skin problems any 

allergies…” 

1, m: “Worker safety in production process but that is something that is hard to sell 

because it is cost associated. And when you actually improve the life of your workers you 

have costs, it is automatic.” 

Moderator: “What do you in general think about Dove? How do you feel about it? 

How would you characterize it?” 

2, m: “For me it is just a brand.” 

1, m: “Very neutral…it is not the first brand that comes in mind.” 

5, m: “Yeah, it is just like all the other brands. It is not special.” 

8, w: “But I think they have one of the best messages. I cannot think of any other skin 

brand that uses a lot of normal women like that, models like that. Most of them I see are 

models with perfect skin.” 

2, m: “This is a female product.” 

5, m: “It feels like a feminine product…” 

1, m: “It is aimed towards women.” 

2, m: “white…sensual” 

7, w: “sensitive” 

2, m: “like clean” 

7, w: “silky” 

5, m: “It feels like an okay brand… the brand feels very clean. Compared to other brands 

that have the same products, they always used a lot of messages and text on their 

bottles…so it feels like too many promises…but Dove feels really clean. So that is a 

positive thing.” 

7, w: “When I think about Dove, I remember the adverts. They used mirrors and they put 

some soap on it and then they washed it with other soaps…lots of sticky stuff on the 

mirror…And then when they washed with the Dove soap – there was nothing. Like nothing 

to add. I mean it is like something really pure. No extra, only soap.” 
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6, w: “If we talk about buying it, I think if I go to the supermarket then it will depend on the 

price. I will not directly go to that one, but if the price is the same as just the supermarket 

brands, then okay.” 

8, w: “It is nothing really special with it. It is just a standard product.” 

6, w: “Maybe if there is an offer I would buy it.” 

3, m: “I would, honestly. If I would buy something that is more expensive than the 

cheapest, because I always go for the cheapest, I would buy Dove because I really like 

them. I think they are consistent and that is important for me. In that industry everything 

changes all the time but Dove stays the same. At least the message stays the same, it is 

only Dove and that is it. They are consistent and they have a clear message.” 

5, m: “You know what they are going to help you with.” 

9, w: “I like Dove because of the adverts but I have never bought a product of them. 

Maybe because I know that I have this brand and this brand and the other brands, which 

are good for me. I do not know if I go to the supermarket and choose another brand if it 

would be Dove.” 

4, w: “I would go for the cheapest one.” 

Moderator: “Do you think that there is something about Dove that would maybe 

differentiate it from other brands?” 

1, m: “Yes, the fact that they are not always looking for to add new ingredients, which is a 

growing trend among creams, let us say beauty business., to look for some kind of exotic 

plant or high-tech molecule that you cannot even pronounce the name. In fact that works 

better, that is also the case.” 

5, m: “It feels like a hard market to be the best in….it is really hard to excel to be the 

best…I do not even know who is the best in that market…they all feel the same and on 

the same level.” 

3, m: “I would buy Dove because it does not feel like trash. It is clean.” 

5, m: “simple.” 

3, m: “yes, it is not like a clown bottle or something...” 

Moderator: “What kind of people do you think use Dove?” 
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The participants’ answers were women, men, pretty much everybody, and with average 

income. 

Moderator: “And what do you think that they value about it apart from that it is not 

expensive?” 

Eight of the participants agreed on the statement that it has a good result on your skin and 

that is what customers value about Dove. 

Moderator: “What do you think about the quality of Dove’s product? How do you 

perceive it, do you think it is high or low or constant?” 

Two participants agreed that the quality is high. One participant said that Dove has a 

constant quality and five said the quality is neutral, because Dove feels like everything 

else.  

1, m: “That might be a side effect of marketing a natural product, which is that if you do 

not add anything and you just go for pure…somehow it might be perceived as very neutral 

and …I would say almost like water.” 

4, w: “Yes maybe you do not get any allergies because it is not acidic on your skin. So you 

are safe to take this. You do not have to worry that they put something in it that is not 

good for your skin.” 

Moderator: “You kind of trust them?” 

Every participant agreed on that they would trust Dove by nodding or by saying “yes”.  

10, m: “Yes it is reliable…constant.” 

8, w: “If you do not have any reaction to it, you can keep using it because you know that 

they are not changing all the time so if you use it once and it is fine, then you can use it 

again and you will be fine, because they are not adding different ingredients and stuff.” 

1, m: “Well, I am not actually sure that it is more natural than others. That may be the part 

of marketing. I did not have a close look at it that is for sure… I will not trust them based 

on natural commercial line.” 

Moderator: “If we go back to the campaign and the message, did you perceive a 

caring attitude in Dove’s message?” 

2, m: “Well I thought at least what do they really want? It is a commercial and they did not 

really say ‘buy my product’. It was really interesting but…” 



Empirical Data 

67 

5, m: “…you pretty much knew how it is going to end… it also felt fake… the other person 

cannot really describe the other person that well… it felt really made up, too.” 

3, m: “Yeah, I thought so too. He must have watched them before…just a glimpse at 

least.” 

7, w: “I mean…when you watch it…you do not think about it. You have to think about it 

later. Normally you do not have time to think about that.” 

3, m: “Yeah, but I thought about that a little before. It also depends on what brand comes 

out in the end. If it were Greenpeace or something then I would think it was not fake.” 

1, m: “I think over time we got used to commercials. So it is kind of…” 

7, w: “…boring.” 

1, m: “Yeah boring. It is true and then we are like okay they try to sell whatever… I do not 

pay attention…but since this does not begin with the brand…even a picture of the product 

then you somehow lower your barriers… you become more vulnerable to the 

message…and then in the end you realize that…alright…too late…because they got the 

time of your brain that they wanted to have so it is done.” 

5, m: “I will pretty much remember that a couple of weeks later. This got the positive 

connection with yourself and your mind and your feelings.” 

Moderator: “What do you think about the people who made this video? Do you 

think that they care about that beauty issue?” 

8, w: “Yes if they did not believe in it, I do not think they would spend time doing it. So they 

must believe in it. They must be working for Dove…” 

7, w: “Yes, you can feel emotions in the end. I mean it is really hard to catch it in an 

advert. I felt it how the women felt when they saw that. They must care.” 

2, m: “I have no idea. I felt really neutral to that.” 

1, m: “It is hard to say what people think behind the camera. They might be doing their 

job.” 

6, w: “To be persuasive I think you need to trust in something when you are selling a 

product. Or just if you take that in an advert and you do not trust it, I don’t know you would 

not be real.” 

7, w: “Somehow you can believe it.” 
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1, m: “Yeah it is a very good realization. It is a good quality clip. Maybe a little too much to 

be realistic because you can still feel that it is been carefully studied…the colors, the light, 

it is a very bright minded color…so it is designed to be neutral.” 

Moderator: “After seeing this video, would you say that you would be more likely to 

buy Dove?” 

In general this question was answered with ‘No’. 

Moderator: “Why do you think Dove did that?” 

2, m: “They do not really want to be like everyone else. They stick out of the ordinary. 

They do something extreme but in this case it is not extreme, but this is the extreme way.” 

5, m: “It felt like a reminder for the customer that they are still there, still selling their 

products.” 

4, w: “Yes and they are still honest.” 

5, m: “A regular reminder… they do it every year… to keep their sales high… reinforce the 

positive feeling about the brand Dove.” 

4, w: “Yeah, they did not change.” 

6, w: “It seems like they want to create a community because we can read that there is a 

whole experience that you can see on their website and you can join conversations, so 

they want people to talk about it. They want us to be with them…to gather people.” 

1, m: “But then the thing is in that case, since everybody agrees on the message, it is 

really easy to gather people around a common idea. It is really original in itself. It is 

something anybody can accept: ‘very simple bird, very simple message’. Nothing to be 

elaborated, or selected in any way. Their main target must be women, but even a guy 

could join the community. Also the hash tag it is very symptomatic. It is ‘we are beautiful.” 

Moderator: “So do you also think they did that because they want to help to accept 

your beauty?” 

5, m: “It feels too deep for a company.” 

10, m: “No it is to build the brand image…and when you show your believe it is much 

more easier to convince…like politicians...” 

5, m: “It feels like they want to start a discussion about a very common problem, which is 

everybody has a complex about their bodies and they want to use that to their own 
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advantage. I mean everybody does this. It feels like it has been done millions of times. So 

it is nothing new.” 

Moderator: “So you also relate the motives to the financial aspect?” 

5, m: “Yes of course. It is a company, they want to sell more.” 

1, m: “…trying to build a social network through videos. Even though it is getting old in 

marketing techniques, it is to proof it that it still works…” 

7, w: “I do not think that will change something about selling.” 

5, m: “That will probably give them brand recognition, but nothing more.” 

Moderator: “If you think of the concept that Dove wants to tell you that you are 

beautiful as well, do you think that this matches to the company?” 

8, w: “Yeah, they sell beauty products for beautiful skin. If you start feeling better about 

yourself while using their products, you are subconsciously linking it to it. And you think 

the products are helping you. But maybe just you are feeling better about yourself… the 

products do not do anything. But you keep buying it because…” 

2, m: “It is still a company.” 

5, m: “Yeah…if you use their cream you can change the way other people or the way you 

view yourself, but you will still be the same person and they have not changed a thing. 

You just put on some lotion. It is easy to link them together.” 

4, w: “…the guy who paints you and the women…they feel afterwards better and 

lighter…maybe Dove is like the guy who painted you…” 

1, m: “I think having a guy drawing you and trying to associate hair, her style, body care, 

nature and art. So in the end you are art and well we can help you with that because you 

are art and we want you to be seen as art and that is it. I did not really get why a guy from 

the FBI…so there must be some kind of use for it otherwise they could have said a normal 

drawer or artist.” 

8, w: “Because he is just used to drawing people…based on descriptions…” 

Moderator: “Is there anything that you want to add to the discussion?” 

3, m: “I think the commercial was interesting, so at least I continue watching it with sharp 

eyes, because it was interesting to know how the outcome would be. So it caught my 

interest and it would have done it when it was on TV. Not just because it was a silent, 
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smooth commercial but because it was an experiment and I had a good feeling 

afterwards. I would have had it if it would be on TV as well. You do not have it after every 

commercial.” 

5, m: “It feels like they have to do a commercial that is on another topic to make you feel 

interested in their products. So it is really negative as well, it has nothing to do with the 

brand. It is brand association. They could have used some other topic, being more reliable 

to…cosmetic, because in the end you are altering yourself using products. And that it felt 

like natural. And I know Dove wants to be natural but using products is not natural…so in 

a sense it is contradictory.” 

1, m: “It is a very women centered video and it does not use the image of women as the 

usual shower gels or stuff…half naked women. Well that is something very common when 

you sell shampoo and stuff. I mean you show skin and women, I could understand that 

some women do not agree on that. I mean they do not feel respected in the way 

commercials and marketing are.” 

7, w: “I feel like it is possible to see how they think about the beauty. Not really to sell 

something, it is to show their feelings and thoughts. And it is pretty comfortable to see it, it 

is really nice. Even if I am not going to buy it, but it does not matter it is good to see it. 

Even the Photoshop stuff…it is really original and new.” 
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5.2. Case two: Coca-Cola’s Little Red Schoolhouse Campaign 

This focus group took place on the 3rd of May 2013 from 5pm till 6pm in a classroom at 

Luleå University of Technology. This time the participants are numbered from 1 to 8. Apart 

from that, the same procedure as with Dove was followed. The following section will 

present the empirical data collected in the second focus group about ‘Coca-Cola’: 

Moderator: “What do you know about Coca-Cola?” 

The following figure E-3 will provide an overview about the answers given by participants 

relating to the brand ‘Coca-Cola’: 

 

Figure E-3: Brand Awareness Coca-Cola before video 

As shown in figure E-3, the answers range from taste, something everyone can recognize, 

red, big company, big profits, very competitive, unhealthy, different drinks and secret 

formula to the thought that they bought the Santa Claus image. 

After participants finished their thoughts about ‘Coca-Cola’, they were told that now one of 

Coca-Cola’s campaigns will be shown. After the video ended, the moderator continued the 

conversation: 

Moderator: “When did you recognize the brand and by what?” 

Overall Coca-Cola was recognized by ‘Little Red’, ‘the music’ and ‘the bottle’ in the end. 

Furthermore, it is said that one participant did not realize it until they said Coca-Cola in the 

video. One participant mentioned that he “would not expect Coca-Cola in this kind of 

marketing”. 
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Moderator: “These elements that you mentioned, can you connect them to any 

other situation when you were confronted with Coca-Cola?” 

As with Dove, the conversation moved away from the brand itself and participants started 

to discuss the campaign: 

6, w: “I think maybe if you buy Coca-Cola you might think you are helping that school, that 

you are part of that project. So that is what you are supposed to feel, maybe.” 

3, w: “They also do it because they want to catch more people, to be more conscious. 

Maybe other brands do not do it, so buy mine.” 

8, w: “I think that with that advertisement they want to show that they do not only care 

about their customers but also about the whole world.” 

After these statements, the moderator asked the participants if they can think of any other 

commercials of Coca-Cola. After this question, the moderator asked the participants if 

they can describe how Coca-Cola’s products look like.  
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The following figure E-4 illustrates which aspects were mentioned by participants due to 

the moderator’s questions:  

 

Figure E-4: Brand Awareness Coca-Cola after video 

As shown in figure E-4, participants mentioned that Coca-Cola is attractive, cool, special 

and great to remember and especially the bottle which is a trade mark for Coca-Cola. 

Furthermore, it has been said that Coca-Cola sponsors sport activities and that they are 

present at soccer commercials in stadiums. Furthermore, the following statements were 

given: 

1, m: “I remember one where a guy buys a drink of Coca-Cola from a vending machine. 

And inside the vending machine there are lots of little creatures and things doing an 

amazing amount of work to make this drink. Maybe this is to show how much effort they 

put in and how much pride they put into their drink, just for you.” 

4, m: “But when I see this it is like…they usually put their logo and text or something on 

the package that we see they help. In Sweden I see that the bottles are environmental 
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friendly and something like this. Well, I feel better. I feel that it is a good product. But in 

reality, I do not know if they are really helping or not.” 

1, m: “I think not only the Coca-Cola drink, but the most of the products stand out from 

other brands just general brand appeals. They are well designed something that you want 

to buy…” 

3, w: “I think that they spend a lot of time, thinking about advertisement and the bottle. 

They change every bottle for each country, for example in Spain the bottle is different from 

those in Sweden. So I think they spend a lot of time thinking about who is going to buy my 

drink. For example the advertisements, you can see that they talked about it before…and 

a lot of people are thinking that this is a good idea.” 

5, m: “I think it is unique that a brand tells us in which temperature we have to drink this 

drink. Do you remember that ‘Coca-Cola by 3 degrees’? I do not think that I heard 

something similar before because it is very good. I think that is very special about Coca-

Cola, and I remember it, so it works.” 

Moderator: “So what do you think about this video? What do you think is the 

purpose of it, what do they want to tell you?” 

7, m: “They want to show that they take the responsibility they have to take in the world.” 

3, w: “They want to improve the world and make us more comfortable buying this drink. 

But for me it is to catch customers.” 

2, w: “Yeah, it is good but in the end they say that it is only 100 schools, but they own so 

much money. I do not know how much you need to open this kind of schools. I mean 100 

schools is nothing.” 

4, m: “There are always a lot of negative discussions about these big companies. So they 

need to use these advertisements to cover the other news, or to change the idea of the 

people.” 

1, m: “Yeah I mean it is obviously great what they do with these schools but maybe the 

way they advertise it to us makes it as if they are almost trying too hard to convince us to 

buy their product rather than caring so much about what is happening with the school. 

Obviously they do care. They want to make a difference but sometimes it is hard not to 

feel like they are doing it just to catch our attention buying their drink.” 



Empirical Data 

75 

2, w: “Because they really want to defend that when you buy one bottle you contribute to 

that. It is better to buy Coca-Cola than the cheapest one, because you help these 

children.” 

Moderator: “And you think that the video was about helping children?” 

For two participants it was about to help people through buying their products.  

5, m: “For me it seems to cover the bad thinking ‘Economy kills stuff’, and that there are 

not only bad things Coca-Cola does. They like to show that we can be environmental 

friendly and do a little bit more to help people, to make it a little bit more equal. For me I 

do not like to drink more Coca-Cola if I see such a commercial. I am just thinking maybe 

they are not so bad because they do a little bit for all the people, for poor countries. So for 

me it was to get a better image.” 

2, w: “I mean in the video you cannot really see Coca-Cola. You hear something in the 

end that it is Coca-Cola.” 

8, w: “I think this is a very deep advertisement. I think they wanted to touch our weak side 

and then as soon as we get into a conversation with any other person, then you just speak 

about it because it is so deep that you have to speak about it. With that they get that more 

than one person starts to speak about the brand…so now everyone is talking about that 

thing and what Coca-Cola does but also the name Coca-Cola.” 

1, m: “I think that one thing that was in the video is that there was no advertisement for 

Coca-Cola within the advert. The only thing that makes it sound that it was Coca-Cola was 

‘Little Red’. So they are not showing off that they have done this. They are getting 

recognition from the schools they are helping but they are not trying to show off that they 

have done this in the video or how they present the advert…that they try to sell the brand.” 

3, w: “But one thing that is clear is that they want to help this people because they want 

everybody to know that they are helping there. So maybe in this video Coca-Cola does 

not appear everywhere but they put a video in YouTube about this, therefore, they do not 

do this without any interest. Maybe to catch more customers or to improve the brand, the 

image but they do it for something that is sure because they do not do this for free.” 

Moderator: “If you think about the content of that video. What do you think was the 

issue or the problem Coca-Cola wants you to be aware of?” 

1, m: “In this area people are not getting the education that they deserve.” 
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2, w: “Yeah, I think that it was to realize that we are quite lucky to go to school because 

sometimes you just do not have a school or you have to pay for it and it is really 

expensive.” 

Moderator: “Do you think that it is important that Coca-Cola tells you that?” 

3, w: “I do not need a brand to tell me that. I know it.” 

2, w: “I do not think it is their job. We were already aware of that. That we have to give 

more education.” 

2 other participants agreed to these statements by nodding. 

Moderator: “So what do you think about Coca-Cola? How are your feelings about 

it?” 

8, w: “fresh” 

3, w: “red” 

1, m: “successful” 

4, m: “It is good for thirst.” 

8, w: “Do you really think so? …because as soon as I finished my glass I want to have 

more.” 

1, m: “It is refreshing.” 

4, m: “In most cases when I am at home and I have cold water. I never choose Coca-Cola 

or any kind of these drinks. But sometimes when it has hot weather and I went for some 

activities… I really want to have Coca-Cola.” 

1, m: “Coca-Cola the sugary drink… It is good for you.” 

4, m: “But personally I think that it is not really healthy but it is always available, 

everywhere.” 

8, w: “addictive” 

3, w: “Yeah I think that I am addicted to it. I like it.” 

1, m: “But I like their other drinks, I do not like the taste of Coca-Cola.” 
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2, w: “Yes, for me it is too much sugar. After I drink it, I feel the sugar on my teeth and I 

hate that. I cannot taste the difference between Coca-Cola and another one for example 

Pepsi.” 

3, w: “I drink Coca-Cola almost every day and I can differentiate it from other brands. And 

even between Coca-Cola you can distinguish Coca-Cola light and Coca-Cola Zero.” 

5, m: “I drink Coca-Cola sometimes when I study and when I am tired. I drink it because I 

like to stay awake.” 

Moderator: “So what do you think is it that differentiates Coca-Cola from other 

brands?” 

4, m: “Their advertisement.” 

2, w: “image” 

4, m: “I feel like the taste is different and the taste is good.” 

8, w: “It has a long history. It has been there since we were born…since our parents were 

born. We know them since… always.” 

3, w: “And the thing with the secret formula makes them even more famous.” 

6, w: “I also believe that when you see Coca-Cola advertisement everywhere and you 

then are thirsty…you go to the store and you have the Coca-Cola image in your mind, that 

is why you choose Coca-Cola instead of Pepsi.” 

2, w: “Yeah you do not even have to look for the name.” 

3, w: “Everyone knows it.” 

Moderator: “You have discussed Coca-Cola’s image quite a bit now, so what is 

Coca-Cola’s image for you?” 

6, w: “For me it is like…Every advertisement I have seen from them is that everybody is 

just so happy and smiling. So whenever I think of Coca-Cola it is not like a bad image 

even though I have heard that maybe for example, I do not know if it is true, but the 

working conditions for children in some factories in India are not very good and that they 

destroy the water. But still you see all this advertisement where everybody is so happy 

and there is not always but many times children playing and they are so happy. So for me 

I see it as a happy brand but I try to remember the other things too.” 
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2, w: “Yeah I also see it as a brand for young people and party because I mean you drink 

it more in this locations.” 

4, m: “I think it is just a normal company thinking about money. It is not good or bad, it is 

just that they think about money.” 

Moderator: “So what kind of people do you think drink Coca-Cola? And what do 

they value about it? Why do they drink it apart from the taste?” 

1, m: “Younger people.” 

2, w: “I think you are right that when you say that some people drink it to wake up.” 

5, m: “It starts very early but my Dad for example likes Coca-Cola as well, sometimes. I 

think it is a wide range of people drinking Coca-Cola.” 

1, m: “I think children like it a lot more because they know it is unhealthy. Their parents tell 

them that it is unhealthy, so they let them have it as a treat. So if they can have it, they are 

going to have it as much as possible because they know it is not allowed.” 

Moderator: “After seeing this video did your opinion about Coca-Cola change in 

some way?” 

In general it can be said that everyone answered this question with ‘No’. 

2, w: “No, but maybe next time…often I make no difference between Coca-Cola and other 

soft drinks. But maybe next time I will think about if I buy Coca-Cola I know I will give 

money for something but it is not a lot…but so maybe I will be okay to pay a little bit more 

for that.” 

1, m: “Definitely, I will think about it next time and choose the brand differently.” 

5, m: “I think it is better than nothing. I know it is a commercial, but a little bit help for some 

people. Okay they could do more of these things I think. But it is something and it helps 

some people so it could be worse if they do nothing.” 

3, w: “Yeah, but I think that other brands like Coca-Cola for example Pepsi. They also 

have this advertisement and we are discussing now this, so we saw only this. But if you 

search for it on YouTube and it appears a video from Pepsi with the same content. Then 

you go to the supermarket and now what are you choosing?” 

2, w: “Yeah I do not say the image changed, but I would buy Coca-Cola more. But I mean 

tomorrow when I see a lot of such advertisements, no chance, I will do what I have ever 

done.” 
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8, w: “I think that these kinds of advertisement are kind of trendy because when natural 

disasters happened, such adverts appear too. Really famous companies try to help. So I 

guess what Coca-Cola wants to do in this situation is kind of not cleaning the image but 

building a good one like a company that cares about these things.” 

Moderator: “Do you think that the people who made this video care about this 

issue?” 

3, w: “The children? I don’t know. Maybe the teacher that is there yes. But I think that the 

big boss of Coca-Cola does not even know about this advertisement.” 

2, w: “No but the people that have done that. I mean you cannot be like a stone. You have 

to be concerned or you are really tough. So I mean yeah, the people who have done that 

must be concerned.” 

6, w: “I think that maybe at some part they are concerned but I do not think that this is the 

reason they made the video, because if their goal is to help children we would see a lot 

more. I still believe that they did this to make a better image, to make us feel to some 

extent that Coca-Cola cares. I do not think that they made the video to help the people.” 

2, w: “No, for sure. I mean you do not have to make a video to help them just only give 

them money.” 

Moderator: “So let us talk about the quality of Coca-Cola, how do you perceive it?” 

3, w: “I feel thirsty after this advertisement. They are really good. So for me it is like a lot of 

ideas and a lot of people were thinking before broadcasting it on television. That makes 

me feel that it is a good product.’ 

1, m: ‘Yeah, I think the quality of the adverts reflect the quality of the drink and all the 

products all the time.” 

5, m: “I think the quality is good. If you travel and you are at places where the water is 

really dirty then you can buy a Coca-Cola because there is good water inside it. It would 

be the same Coca-Cola as everywhere because I think Coca-Cola has always the same 

standard for their products and this does not harm your body.” 

4, m: “Yes these global scales companies are good because you are sure that 

everywhere it is the same thing.” 

1, m: “Yes you can trust them.” 

Moderator: “Could you sum up the motives why Coca-Cola did this?” 
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1, m: “Brand image, more customer awareness and more demand.” 

4, m: “They show that to show that Coca-Cola is thinking about the world. They want to 

help not only to rob your money, really smart.” 

1, m: “We have to be aware that a proportion of the money is going towards that and they 

are helping and they want to do more. So the more you buy the more they will help at 

these schools.” 

Moderator: “So you also think that there are profit related goals behind this 

campaign?” 

In general it can be said that the answer to that question was ‘Yes Coca-Cola has profit 

related goals behind this campaign.’ 

Moderator: “When you think about the fact that Coca-Cola helps children with 

education, do you think that this matches to Coca-Cola? Does it make sense?” 

In general the answer was “No”. 

4, m: “No, not really. Coca-Cola is just a drink and this is education.” 

2, w: “Yes it is really difficult.” 

1, m: “It makes sense though that they are very successful and have a lot of money. So 

they should help. It is a good thing to do but charities do most of the work for these kids. 

Coca-Cola is more product based, that is their main goal then helping these people. They 

could give their money to a charity instead of doing it themselves.” 

5, m: “Yes without the profit and commercial.” 

Moderator: “Is there anything that you want to add to the discussion?” 

2, w: “Just to make a résumé. The more you buy, the more you help. It is really to support, 

that we can do better.” 

4, m: “I think it is not bad that we do not trust those big companies. That they are making 

some schools is not bad, anyway. So we should negatively discuss about these 

companies so they are more likely to do this charity stuff more.” 

1, m: “It is good that they do all this charity things but I do not think that this is going to 

change any of our opinions of them. We are still going to buy their products because of 

the quality and we trust them.” 
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4, m: “I just remember, it is at least more useful than what Red Bull did when they sent the 

guy just out of the atmosphere and sent him back. It was a really good video and we 

spend 3 hours in front of YouTube, but why? It was not scientific reason. So at least it is 

good that Coca-Cola makes 100 schools, which is useful. It is a charity and it is better 

than what other companies do.” 

1, m: “I agree. But some companies maybe try too hard. But Coca-Cola is good.” 

 

 

 



Data Analysis 

82 
 

F) DATA ANALYSIS 

In this chapter the previous empirical data will be analyzed and compared to the 

established ‘Frame of Reference’ in Chapter C. This chapter will start with a “within-case 

analysis” for both of the following cases, case one Dove and case two Coca-Cola. 

Thereafter data will be reviewed with the help of a “cross-case analysis” where a 

comparison between both cases will be made in order to find out similarities and 

differences. The analysis is the basis for the conclusion which constitutes the final chapter 

of this thesis. 

6.1. Within-Case Analysis: Case one – Dove’s Real Beauty Sketches 

Campaign 

Analyzing the collected data is the last step for drawing a conclusion concerning the 

research questions. Firstly, data concerning brand awareness will be analyzed and 

thereafter the focus will be on brand image.  

6.1.1. RQ1: Brand Awareness 

The following table F-1 provides a reminder of the ‘Frame of Reference’ concerning brand 

awareness: 

Table F-1: Summarized Frame of Reference concerning Brand Awareness 

A CSR initiative can be external information about the brand which enables consumers to 

recall existing information about the brand from memory. 

Brand recognition might be more positively affected than brand recall due to the reason 

that CSR campaigns do not include much product related information. 

As illustrated by table F-1, a CSR initiative could enable consumers to remember 

additional information about the brand form memory. Furthermore, brand recognition 

might be more positively affected than brand recall.  

The moderator started the focus group asking participants what they knew about the 

brand Dove. The purpose of this question is to find out what participants can recall about 

the brand from their memory before they were exposed to the campaign. From this 

question participants recalled a diverse range of products relating to Dove, for example 

“soaps” or “shower gels” which were more connected to women than to men since Dove 

was seen as a “feminine brand”. Additionally, Dove’s products were described as 

“natural”, “simple designed”, “white” and with the “Dove bird” on them. Furthermore, 

participants talked about Dove’s usage of “normal models”, “old and young” ones, without 

marks and with different skin types.  



Data Analysis 

83 
 

After participants finished their thoughts about what they know about Dove, the brand’s 

campaign was shown. Thereafter, the research team investigated if participants 

recognized the brand. Generally speaking, the brand was recognized by its logo at the 

end of the video. However, one must keep in mind that this is actually the only moment 

when the brand appears in the video, before that there was no direct sign of it. One 

participant stated the following: “If you would not know that the campaign is from Dove, it 

would be some kind of surprise effect”. This statement implies that the campaign and 

content were evaluated with interest and afterwards the connection to Dove was 

surprising for participants. Due to the fact that participants only gave a few thoughts to the 

brand and started to discuss the campaign’s content and purpose shortly after the video 

was shown, it seems that the brand itself was not as interesting as the cause of the 

initiative. However, one participant talked about other Dove campaigns which included a 

similar purpose. Due to the moderator’s question, the participant described the other 

campaign in detail. An interesting point is that the participant remembered this other 

campaign on her own, without the help of the moderator. This implies that she could recall 

additional stored information from her memory. 

After the participant’s description of this campaign, the moderator guided the group back 

to the brand and asked if they can remember other communication efforts and if they 

could describe Dove’s products. Further advertisement of Dove were remembered 

containing “old women”, and one participant could remember a commercial with a “mother 

and daughter” in it. Although these adverts could be remembered, participants could not 

describe them in detail. Additionally, they connected the adverts with “ordinary” and “real” 

people. The word “real” can be connected to Dove’s image, which will be discussed later 

under ‘RQ2: Brand Image’. Furthermore, participants could describe the products as 

“simple”, “regular”, “curvy shaped”, with “not much color”, “plain” and with only a few 

words on the bottles. One participant could recall that the lid of the bottle is blue and the 

rest white, with the “Dove bird” on them. Hence Dove’s products could be described more 

detailed after the campaign. Additionally, one participant mentioned Dove’s real beauty 

concept.  

Considering the ‘Frame of Reference’, it is questionable if participants recalled further 

information about the brand due to Dove’s campaign. Although participants could describe 

Dove’s products in detail and were able to remember further campaigns, the majority of 

the focus group had to be explicitly asked for it. This implies that they could remember this 

information, but they could not retrieve it from memory on their own. Only one participant 

out of ten recalled an additional campaign, without the moderator’s help. A possible 

reason for that could be that Dove’s products were not promoted in the campaign. This 

would support that brand recall is not that strongly enhanced due to the lack of product 
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related information. On the contrary brand recognition was positively affected since 

participants recognized Dove’s logo. 

6.1.2. RQ2: Brand Image 

After discussing brand awareness, collected data concerning brand image will be 

analyzed. In order to simplify the comparison of empirical data with the theory for brand 

image, the potential negative and positive effects of a social philanthropic CSR initiative 

are summarized in the following table F-2: 

Table F-2: Summarized Frame of Reference concerning Brand Image 

Positive effects of a CSR initiative Negative effects of a CSR initiative 

Consumers change their mind and thought 

about the brand and see it from a new light 

Consumers are skeptical about the brand 

and its social engagement 

The people behind the brand could be 

perceived as “caring” 

Consumers perceive egoistic motives 

behind the social CSR initiative 

The brand could be perceived as “caring” 
Consumers perceive lucrative motives 

behind the social CSR initiative 

The brand could be seen as “sincere”  

The brand could appear to be “socially 

responsible” 
 

The brand’s trustworthiness could be 

strengthened.  
 

A perceived low brand-cause fit could lead to the negative effects illustrated in table F-2. 

On the contrary, a perceived high brand-cause fit could create positive effects for the 

brand image. Furthermore, this high fit could also reduce the risk that consumers think 

skeptically and perceive egoistic motives behind the social initiative. 

Perceived purpose of Dove’s campaign 

Before presenting the empirical data referring to possible outcomes for brand image, the 

statements concerning the campaign’s purpose will be analyzed. However, it is important 

to mention here that some of the participants’ statements relating to the campaign’s 

purpose also provide information about Dove’s image.  
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With Dove’s campaign, participants perceived that Dove aims to tell consumers that they 

should see their own beauty. Such an engagement can be seen as social philanthropic, 

since it can improve the quality of life in our society. As mentioned above, the purpose 

and content of the video were already heavily discussed straight after the video. By telling 

consumers that they should see their own beauty, participants thought that Dove wants to 

“expose its believe” and show the “truth” about beauty with this video. Dove’s campaign 

was perceived as “positive”, “nice” and “good”. Additionally, participants did not see it as a 

“normal” advertisement, which caused irritation for some since not advertising products 

did not “make sense”. Apart from this main purpose, some participants also mentioned 

that Dove wants to “build its image” with this campaign and then sell its products with 

further advertisement.  

After these statements, the moderator asked if participants think that Dove’s engagement 

is important. Five answered with “yes” and the others had “no opinion” or felt “neutral”. It is 

important to mention here that participants answering with “yes” were mainly women. 

However, earlier in the discussion, participants talked about the problem that models 

usually are too perfect within commercials. A possible reason why Dove’s campaign was 

seen as positive and important could be that the brand does not follow the “problematic” 

definition of beauty communicated by the rest of the industry. 

Although participants thought that Dove’s engagement is important, they did not that 

strongly agree to the question if it is Dove’s responsibility. On the one hand, one 

participant illustrated that Dove’s commercials are seen by many people, especially young 

ones, and therefore the brand has the responsibility to not communicate an “unhealthy” 

message. Hence the participant stated that Dove “maybe does have this responsibility” 

which was also agreed to by further participants. On the other hand, it was also said that 

Dove’s responsibility is “to make it clear that they are showing this kind of ad to actually 

make money”. The same participant suggested that Dove could be active within 

“environmental issues”. Another participant mentioned that responsible is a “hard word” 

and therefore could not decide. 

Overall it can be said that participants thought that Dove’s campaign and its message are 

important, but not all of them saw it as the brand’s responsibility. However, in general the 

campaign was perceived as “positive”.  

Potential positive effects of Dove’s campaign on brand image 

Table F-3 below summarizes participants’ statements relating to the campaign’s potential 

positive effects on Dove’s brand image. The last column shows the research team’s 
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decision if a certain effect is supported or not, due to the statements made by the focus 

group. 

Table F-3: Potential positive effects of Dove’s campaign on Brand Image 

Positive effects of a CSR 

initiative 
Statements Supported 

Consumers change their 

mind and thoughts about 

the brand and see it from a 

new light 

“I think this was to think different… it is not to sell 

something…it is for us to think that they are reliable”; 

“…when you see that…this brand is nice because they 

think in a nice way… it is original”; 

“…it does not even feel like that it makes the brand better 

to me”; 

“…I felt confident that Dove is good… “; 

“For me it is just a brand”; 

“Just like all the other brands, it is not special”; 

“I will pretty much remember that a couple of weeks 

later…this got the positive connection with yourself, your 

mind and feelings”; 

“…they stick out of the ordinary”; 

“…I had a good feeling afterwards… “; 

Yes 

The people behind the 

brand could be perceived 

as ‘caring’ 

“Yes if they did not believe in it, I do not think they would 

spend time doing it. So they must believe in it. They must 

be working for Dove”; 

“…Yes they must care… “; 

“…it is hard to say what people think behind the camera, 

they might be doing their job”; 

“…to be persuasive, I think you need to trust in something 

otherwise you would not be real”, 

Yes 

The brand could be 

perceived as ‘caring’ 

“…you kind of connect with the brand, like a friend as you 

said they give you compliments… “; 
Yes 

The brand could be seen 

as ‘sincere’ 

“…another step in the real image of Dove… “; 

“…I felt confident that Dove is good… “; 

“…you just know that we can believe that it is a good one”; 

“…they state the truth…it is enough that we believe it is 

good…you do not need to proof something… “; 

“…it is something really true, it is not played I think… “; 

“…Dove stays the same… “; 

“…I would buy Dove because it does not feel like trash, it 

is clean… “; 

“…they must believe in it…“; 

Yes 
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Firstly, the positive effect of “changing one’s mind about the brand” will be analyzed 

(Hoeffler and Keller, 2002, p. 80). In general, participants had a good feeling about the 

brand after the video. They said that Dove is “reliable”, “nice”, “original” and that they 

“stick out of the ordinary” due to this type of campaigns. Furthermore, it was said that “this 

got the positive connection with yourself, your mind and feelings” and one participant 

mentioned that he “felt confident that Dove is good” after the campaign. On the contrary, 

one participant claimed that Dove is just a normal brand and that there is nothing special 

about it. Due to the fact that the overall judgment of the brand after the campaign was 

positive and that participants felt good about it, this positive outcome can be supported.  

“Perceiving the people behind the brand as caring” is another positive effect of a CSR 

activity (Hoeffler and Keller, 2002, p 79). Participants thought that the people “working for 

Dove” must believe in what they are doing, otherwise they could not be “persuasive” and it 

would not appear as “real”. On the contrary one participant argued that it is hard to say 

what people behind the camera think. Due to the fact that the overwhelming majority 

believed that the people behind the video and brand care about the beauty issue, this 

effect can be supported.  

However, not only the people behind the brand, but the brand itself can also “be perceived 

as caring” due to a social engagement (Hoeffler and Keller, 2002, p. 80). One participant 

compared Dove with a friend. As a friend normally cares about the other person, it could 

be said that the brand takes over this caring attitude as well. Five other participants 

agreed to this statement by saying “yes” or by nodding. However, participants did not 

“Somehow you can believe it”; 

“Yes, they are still honest”; 

“…it is possible to see how they think about the beauty… 

not really to sell something…”; 

“…I think they are consistent…” 

The brand could appear to 

be ‘socially responsible’ 

“…they have one of the best messages... “; 
No 

The brand’s 

trustworthiness could be 

strengthened. 

“…it is pretty pure… “; 

“…you can rely on this brand… “; 

“…Dove feels really clean… “; 

“…I think they are consistent…”; 

“…Dove stays the same…”; 

“…it might be perceived as very neutral…almost like 

water…”; 

“…it is reliable…”; 

“Yes they are still honest”; 

Yes 
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directly say that the brand cares. Considering the previous statements about the people 

behind the brand and keeping in mind that they represent and build the brand, these 

positive statements can also be applied to the brand itself. Hence this variable is also 

supported by the focus group.  

Additionally, another positive outcome is that “the brand could be seen as sincere” 

(Hoeffler and Keller, 2002, p. 79). Participants argued that Dove’s campaign illustrates 

“another step in the real image of Dove”. Furthermore, they perceived that the video 

shows the brand’s “truth” about beauty, which it wants to communicate to consumers. 

Dove’s message and the brand itself are evaluated as “honest”, “true” and “consistent”. 

Hence participants believed that Dove “really” wants to make consumers see their beauty. 

Additionally, since Dove is perceived as believing in its own message and concept, 

consumers can believe it too. Due to the participant’s statements, the effect of sincerity 

can be supported.  

However, the brand could also “appear as being socially responsible” (Bigné, Currás-

Pérez and Aldás-Manzano, 2012, p. 576). As mentioned earlier, no clear decision could 

be made if participants see Dove’s engagement as the brand’s responsibility. Participants 

agreed that Dove communicates a good message and some of them saw it as the brand’s 

responsibility to not communicate an unhealthy one. It can be said that some participants 

thought that Dove could have this kind of responsibility to some extent, but the brand itself 

did not appear as being “socially responsible”. Hence this outcome is not supported by the 

focus group. 

Finally, the variable of “strengthened trustworthiness” will be analyzed (Bigné, Currás-

Pérez and Aldás-Manzano, 2012, p. 581 and Hoeffler and Keller, 2002, p. 80). Overall it 

can be said that participants trust Dove, both the brand and its products, since they 

described it as “honest”, “consistent”, “reliable”, “pure”, “clean” and as something that is 

“safe”. Therefore, this statement is supported by participants.  
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Potential negative effects of Dove’s campaign on brand image 

Table F-4 illustrates statements relating to potential negative outcomes of Dove’s CSR 

campaign: 

Table F-4: Potential negative effects of Dove's campaign on Brand Image 

Negative effects of a CSR 

initiative 
Statements Support 

Consumers are skeptical 

about the brand and its 

social engagement 

“…if it was Greenpeace or something then I would think it 

was not faked… “; 

“…it also felt faked… it felt really made up too… “; 

“…maybe a little too much to be realistic because you can 

still feel that it has been carefully studied”; 

“it feels too deep for a company”; 

“… I thought what do they really want?…“; 

Males: 

Yes to some 

extent 

Females: 

No 

Consumers perceive 

egoistic motives behind the 

social CSR initiative 

“…they want to use that to their own advantage…”; 

“…it is to build the brand image...when you show your 

belief it is easier to convince…”; 

“…a commercial on another topic to make you feel 

interested in their products…”; 

Males: 

Yes 

Females: 

No 

Consumers perceive 

lucrative motives behind 

the social CSR initiative 

“…they want to sell more…”; 

“…they do it every year to keep their sales high…”; 

“…I think it would be Dove’s responsibility to make it clear 

that they are showing this kind of ad to actually make 

money…”; 

“…I feel like it is possible to see how they think about the 

beauty. Not really to sell something…”; 

Males: 

Cannot be 

verified 

Females: 

No 

Before analyzing negative statements about Dove’s campaign, it is important to say here 

that all of them were given by men. On the one hand, one possible reason for this could 

be that Dove’s campaign was perceived as directed towards women and hence male 

participants were not that affected by the campaign. On the other hand, another possible 

reason might be that women in general have a more positive feeling towards CSR 

campaigns than men (Chattananon et al., 2007, p. 235 and Westberg and Pope, 2012, p. 

5). However, due this occurrence the negative effects will be analyzed according to 

genders. 

One possible negative outcome of a CSR activity is that “consumers think skeptically 

about the brand and its social engagement” (Becker-Olsen, Cudmore and Hill, 2006, p. 

47) On the one hand, some of the male participants thought that the video is “faked” or 
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“made up” since they did not believe in the artist’s ability to draw women only based on 

descriptions. Additionally, one participant claimed that he was “not quite sure about what 

Dove wants to achieve with the video”. Generally speaking, male participants perceived 

the campaign as positive rather than negative but they remained skeptical concerning 

some aspects. Conversely, it does not make the impression that women thought 

skeptically about Dove and its social engagement. However, at some parts women were 

irritated that Dove does not promote its products and does not try to sell something, but 

this was not evaluated with skepticism. Hence this negative effect is supported by male 

participants to a certain extent, and it is not supported by female participants.  

Besides skepticism, another potential negative outcome is that “consumers could perceive 

egoistic motives behind the social CSR initiative” (Bigné, Currás-Pérez and Aldás-

Manzano, 2012, p. 580). Although men agreed that the campaign’s purpose is to make 

consumers see their beauty, they also saw egoistic motives behind it, for instance 

“building brand image”. On the contrary, women did not give any direct statements about 

possible egoistic motives and hence this statement is not supported concerning females. 

Finally, “perceiving lucrative motives behind the social CSR initiative” illustrates the last 

negative effect within table F-4 (Bigné, Currás-Pérez and Aldás-Manzano, 2012, p. 580). 

On the one hand, two of the male participants clearly stated that, “Dove has lucrative 

motives behind the campaign and that the brand wants to make money since it is a 

company”. On the other hand, the other three did not make a clear statement concerning 

that issue. Due to the fact that the perception of lucrative motives does not apply to the 

majority of male participants and that some were contradictory in their statements, this 

variable cannot be verified. Concerning female participants, it can be said that there were 

no direct statements which imply that they perceived lucrative motives behind Dove’s 

campaign. On the contrary, one participant claimed that “she does not believe that Dove 

wants to sell something” with that campaign. Hence this negative outcome is not 

supported by women.  

Brand-Cause Fit 

After analyzing the empirical data relating to possible negative and positive outcomes of 

Dove’s campaign for its brand image, another analysis will be conducted to see if 

participants perceived a fit between the brand and its social engagement. 

Participants claimed that since Dove sells beauty products, the cause can be linked to the 

brand. For instance one participant stated that “it is easy to link them together”. However, 

theory argues that if consumers perceive a high brand-cause fit, the CSR initiative can 
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create positive outcomes for the brand (Bigné, Currás-Pérez and Aldás-Manzano, 2012, 

pp. 577 – 578 and Becker-Olsen, Cudmore and Hill, 2006, p. 47). As illustrated by table F-

4, participants perceived the brand as sincere, trustworthy and caring. Additionally, they 

believed that the people behind the brand “must care” about this issue and the majority of 

participants changed some of their thoughts about Dove. Hence five of six potential 

positive effects are supported by the focus group. The variable of appearing socially 

responsible is not supported due to the reason that even if participants agreed that Dove’s 

engagement is important, they could not clearly decide if it is Dove’s responsibility. 

Besides generating positive outcomes for the brand, a high brand-cause fit can also 

reduce the risk of consumers’ skepticism and of perceiving egoistic reasons behind the 

initiative (Bigné, Currás-Pérez and Aldás-Manzano, 2012, p. 580). This occurrence can be 

supported for the female participants of the focus group, since there were no “strong” 

indicators for these negative outcomes. On the contrary, male participants thought 

skeptically about Dove’s social initiative and some also perceived egoistic motives behind 

the campaign. 
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6.2. Within-Case Analysis: Case two – Coca-Cola’s Little Red 

Schoolhouse Campaign 

After analyzing the case of Dove, Coca-Cola will be in focus. The analysis will follow the 

same procedure as with Dove.  

6.2.1. RQ1: Brand Awareness 

Before Coca-Cola’s campaign was shown, participants talked about what they know about 

the brand. Their answers included information about various product types such as Coca-

Cola light, Coca-Cola Zero and Coca-Cola original. Then the size of Coca-Cola was 

mentioned in connection with its profit. Additionally, it was said that the color red is 

connected to the brand and that the company is famous all over the world due to its big 

amount of commercials and unique taste. After these statements, the campaign ‘Coca-

Cola Little Red Schoolhouse – Jenny Sanchez Story’ was shown. 

As with Dove, the research team asked the focus group when and by what they 

recognized Coca-Cola in the video. The answers ranged from “Little Red”, “the music”, 

“the Coca-Cola bottle”, which was shown at the end of the video, to “Coca-Cola’s 

employee” who was interviewed in the video. Further indications of Coca-Cola in the video 

are the brand name and its logo on the school’s banner, which were not mentioned by 

participants. 

The moderator’s next question was if participants can connect the recognized elements to 

any other situation where they were confronted with the brand. The purpose of this 

question was to find out if participants can recall further information about the brand, after 

they were exposed to Coca-Cola’s campaign. Noticeable is that the content of Coca-

Cola’s campaign was of much more interest that the brand itself. Hence participants 

started to discuss the campaign’s content and purpose and did not react to the 

moderator’s question.  

After participants finished their statements, the moderator brought the focus back on the 

brand and asked if they can think of any other commercial and if they can describe Coca-

Cola’s products. Participants mentioned that the products are “attractive”, “cool” and 

“special”, but none of them described the products in detail. This is interesting as it was 

said before that “everyone recognizes” Coca-Cola and that its products are “great to 

remember”. Furthermore, participants were able to recall four additional Coca-Cola 

commercials. Firstly, the “Christmas Truck” was mentioned where “Santa Claus is coming 

to the children”. Secondly, one participant remembered a commercial with a “guy 

delivering Coca-Cola to a girls’ office”. Thirdly the same participant recalled a commercial 

with a “caravan in the shape of Coca-Cola”. Finally, another participant remembered a 
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“commercial with a vending machine and lots of little creatures inside it, working to offer 

us the drink”. Additionally, it was said that Coca-Cola is an active sponsor of sport events, 

and the participant remembered Coca-Cola banners in the stadium. Another participant 

seemed to be both impressed and surprised by Coca-Cola telling its customers to drink its 

products “by 3 degrees”.  

Participants could not retrieve further information about the brand without the moderator 

explicitly asking for it. However, due to the questions, they could describe further 

communication efforts fairly detailed, but still did not describe how Coca-Cola’s products 

look like. It is unclear if participants recalled this further information about the brand due to 

the campaign or the moderator’s questions. Hence, concerning theory relating to brand 

awareness, it remains questionable if participants recalled further information about Coca-

Cola due to its CSR campaign (Keller, 1993, p. 2). Additionally, it is said that brand 

recognition is more positively enhanced than brand recall due to the lack of product 

related information (Hoeffler and Keller, 2002, p. 79). Participants recognized some brand 

elements, for instance “the bottle” or “the music”. On the contrary, brand recall was not 

that positively affected. This is interesting due to the fact that the campaign included 

product related information, the bottle, but the focus group did not recall further 

information about the brand and its products.  

6.2.2. RQ2: Brand Image 

As with Dove, firstly the perceived purpose of Coca-Cola’s campaign will be analyzed. 

Thereafter, potential positive and negative outcomes, followed by the perceived fit, will be 

under investigation.  

Perceived purpose of Coca-Cola’s campaign 

Coca-Cola’s social engagement can be described as social philanthropic since the brand 

gives something back to society, in form of education, and improves the quality of life. As 

mentioned earlier, participants already talked a lot about Coca-Cola’s purpose straight 

after the video. Participants argued that Coca-Cola shows the “responsibility it has to take 

in the world”. Furthermore, one participant mentioned that Coca-Cola “wants to show that 

they do not only care about their customers, but also about the whole world”. However, it 

is interesting that the connection to buying Coca-Cola’s products was made from the very 

beginning. For instance participants mentioned that “if you buy Coca-Cola you might think 

you are helping that school”, “when you buy one bottle you contribute to that” and “make 

us more comfortable buying this drink”. Overall it can be said that the majority believed 

that Coca-Cola indeed wants to help. However, participants also perceived a selling 
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purpose behind the campaign. This was neither evaluated as negative nor positive, since 

Coca-Cola “is just a normal company thinking about money”. 

The research team continued the discussion with asking what issue is addressed by 

Coca-Cola’s campaign. Participants perceived the lack of education as the problem which 

Coca-Cola wants them to be aware of. Additionally, it was of interest if participants think 

that Coca-Cola’s clarification of this issue is important. In general, participants claimed 

that they are already aware of that issue and that they do not need Coca-Cola to tell them. 

However, one has to keep in mind that this does not imply that this issue in general is not 

important for them. For instance one participant stated that “we have to give more 

education” which is a sign that participants are concerned about this problem.  

Potential positive effects of Coca-Cola’s campaign on brand image 

The following table F-5 summarizes participants’ statements referring to the potential 

positive outcomes of Coca-Cola’s campaign: 

Table F-5: Potential positive effects of Coca-Cola’s campaign on Brand Image 

Positive effects of a CSR 

initiative 
Statements Supported 

Consumers change their 

mind and thoughts about 

the brand and see it from a 

new light 

“…for me I do not like to drink more Coca-Cola if I see 

such a commercial”; 

“…my opinion about Coca-Cola did not change”;  

“…I will think about it next time and choose the brand 

differently”; 

“I do not say the image changed”;  

“…I do not think that this is going to change any of our 

opinions of them”;  

No 

The people behind the 

brand could be perceived 

as “caring” 

“…maybe the teacher there yes…but I think that the big 

boss of Coca-Cola does not even know about this 

advertisement”; 

“…the people who have done that must be concerned”;  

“…I think that maybe at some part they are concerned”; 

Yes/No 

The brand could be 

perceived as “caring” 

“…do not only care about their customers, but also about 

the whole world”; 

“…obviously the brand cares”; 

“…it is good that Coca-Cola makes 100 schools which is 

useful”;  

“…they want to make a difference…”; 

“…I think it is better than nothing…”; 

Yes 
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One positive effect suggested by Hoeffler and Keller is that “consumers change their mind 

and thoughts about the brand and see it from a new light” (2002, p. 80). In general 

participants agreed that Coca-Cola’s campaign does not “change any of their opinions 

about the brand”, but the majority of the focus group believed that it is positive that Coca-

Cola helps these people. Still, two participants explained that they might “choose the 

brand differently” the next time when they buy soft drinks. However, this is not because 

they now think differently about the brand, but instead they know that by buying Coca-

Cola they can support the cause. Hence this positive effect is not supported by the focus 

group. 

Furthermore, another positive outcome stated by Hoeffler and Keller is that “the people 

behind the brand could be perceived as caring” (2002, p. 79). On the one hand 

participants believed that the employees of Coca-Cola which are directly in contact with 

this project are “concerned” to some extent. On the other hand participants assumed that 

the “big boss of Coca-Cola does not even know about this”. Hence considering these 

statements, this variable can be supported for the people directly working with this project, 

but not for Coca-Cola’s CEOs.  

The brand could be seen 

as “sincere” 

“…they want to make a difference…”; 

“…when you buy one bottle you contribute to that”; 

“…they are not trying to show off that they have done this 

…they are not trying to sell the brand”; 

“…next time I will think about if I buy Coca-Cola, I know I 

will give money for something… so maybe I will be ok to 

pay a little bit more for that”; 

“…I would buy Coca-Cola more”; 

“…a portion of the money is going towards that”;  

“…Coca-Cola is more product based, that is their main 

goal and then helping these people”;  

“…it is really to support, that we can do better”;  

“…Coca-Cola is good”;  

Yes 

The brand could appear to 

be “socially responsible” 

“They want to show that they take the responsibility they 

have to take in the world”; 

“…make it a little bit more equal”; 

“…it makes sense… they have a lot of money…so they 

should help…”; 

Yes 

The brand’s 

trustworthiness could be 

strengthened 

“…if you buy Coca-Cola you might think that you are 

helping that school”; 

“…you can trust them”;  

Cannot be 

verified 
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Another positive statement from Hoeffler and Keller, which was investigated by the 

research team, is that “the brand could be perceived as caring” (2002, p. 80). Although 

participants connected Coca-Cola’s initiative with selling their products, they still believed 

that Coca-Cola wants to “make a difference” and does “not only care about its customers 

but also about the whole world”. Furthermore, one participant mentioned that the brand 

“obviously cares”. Therefore, it seems that participants believed that the brand wants to 

make money, but that Coca-Cola also wants to help. Additionally, even if it seemed like a 

commercial, one participant stated that it is still “better than nothing”. Due to these 

statements, this positive effect can be supported with the findings of the focus group.  

Hoeffler and Keller state that one of the positive outcomes is that “the brand could be 

seen as sincere” (2002, p. 79). According to the gathered information, it can be said that 

participants believed that Coca-Cola wants to “to make a difference”. Some participants 

mentioned that they would buy more Coca-Cola products since they know that they will 

support a good cause with that. Additionally, one participant said that she would be “okay” 

with paying more, as she is convinced that the money will be used for the school. Due to 

the fact that participants believed that Coca-Cola uses a part of its revenue for this cause, 

it can be said that the focus group saw Coca-Cola’s engagement and the brand itself as 

sincere. Therefore, this statement can be supported with the findings of the focus group. 

Bigné, Currás-Pérez and Aldás-Manzano claim that another positive effect is that “the 

brand could appear to be socially responsible” (2012, p. 576). One participant mentioned 

that Coca-Cola appears to be socially responsible, as this campaign shows that Coca-

Cola “takes the responsibility they have to take in the world”. Additionally, it was said that 

Coca-Cola strives for improving social injustices by providing a school for children in need. 

Furthermore, another participant explained that it is Coca-Cola’s responsibility to help, 

since they own a lot of money and the brand can fulfill its duty with such an activity. 

However, participants perceived that Coca-Cola helps people by providing education. This 

engagement was seen as Coca-Cola’s responsibility by some participants. Therefore, this 

statement can be supported with the findings of the focus group. 

Moreover, another potential positive effect stated by Bigné, Currás-Pérez and Aldás-

Manzano and Hoeffler and Keller is that “the brand’s trustworthiness could be 

strengthened” (2012, p. 581 and 2002, p. 80). According to the findings of the focus 

group, participants claimed that they have trust in Coca-Cola, but this is in connection with 

the quality of the product. There were no statements about trustworthiness relating to the 

brand’s social engagement and therefore this variable cannot be clearly verified.  

Potential negative effects of Coca-Cola’s campaign on brand image 
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The following table F-6 illustrates potential negative effects of Coca-Cola’s CSR campaign 

and provides an overview of participants’ statements relating to these:  

Table F-6: Potential negative effects of Coca-Cola’s campaign on Brand Image 

Negative effects of a CSR 

initiative 
Statements Support 

Consumers are skeptical 

about the brand and its 

social engagement 

“…in reality I do not know if they are really helping or not”; 

“…only 100 schools but they own so much money”; 

“…sometimes it is hard not to feel like they are doing it 

just to catch our attention buying their drink”; 

“…they want to help this people because they want 

everybody to know that they are helping there”;  

“…at some part they are concerned but I do not think that 

this is the reason why they made the video”;  

“…I do not think that they made the video to help the 

people”;  

“…they could give their money to a charity instead of 

doing it themselves”; 

“…without the profit and commercial”; 

“…if their aim is to help children we would see a lot 

more…”; 

Yes 

Consumers perceive 

egoistic motives behind the 

social CSR initiative 

“…to catch more people to be conscious about it…” 

“…need to use these advertisements to cover the other 

news, or to change the idea of the people”; 

“…to cover the bad thinking…”; 

“…it was to get a better image”; 

“…it is kind of not cleaning but building a good one, like a 

company that cares about these things”;  

“…they did this to make a better image… to make us feel 

that to some extent that Coca-Cola cares”; 

“…customer awareness and more demand”; 

“…they do not do this without any interest”; 

Yes 

Consumers perceive 

lucrative motives behind 

the social CSR initiative 

“…other brands do not do it…buy mine”; 

“…make us more comfortable buying this drink”; 

“…convince us to buy their product”; 

“…Yes, Coca-Cola has profit related goals behind this 

campaign”;  

Yes 

On the contrary to Dove, there was no difference in participants’ attitudes towards Coca-

Cola’s engagement regarding genders. Hence a gender differentiation will not be made 

concerning negative outcomes of Coca-Cola’s campaign. 
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The first potential negative effect is that “consumers are skeptical about the brand and its 

social engagement” (Becker-Olsen, Cudmore and Hill, 2006, p. 47). According to the 

participants’ reactions during the discussion, it can be said that the focus group remained 

skeptical about the intentions and reasons behind Coca-Cola’s campaign. Some of the 

participants wondered if Coca-Cola does “really” help. Additionally, they were irritated 

about the fact that the brand only built 100 schools although “they own so much money”. 

Therefore, it seems that some participants were skeptical about Coca-Cola’s initiative. 

Furthermore, one participant did not understand why Coca-Cola does not engage in more 

activities of such a kind. She assumed that if the brand pursues to help, it would do “a lot 

more”. The fact that made participants most skeptical is that Coca-Cola made a video 

showing its engagement. They stated that Coca-Cola could have done it “without the profit 

and commercial” and that they “could give their money to a charity”. Considering the 

statements given by the focus group, one can say that participants also thought 

skeptically about Coca-Cola’s campaign. Therefore, this variable is supported with the 

findings of this focus group. 

The second potential negative effect is that “consumers perceive egoistic motives behind 

the social CSR initiative” (Bigné, Currás-Pérez and Aldás-Manzano, 2012 p. 580). 

According to the collected statements, it can be said that although participants believed 

that Coca-Cola is to some extent concerned about this issue and that the brand wants to 

help these children, participants still perceived additional motives behind this campaign. 

For instance one participant said that “they do not do this without any interest”, which can 

be categorized as egoistic. Furthermore, another participant claimed that Coca-Cola does 

this to “cover the bad thinking” and to cover “the other news”. Other participants explained 

that Coca-Cola wants to build its “image” with this campaign. These statements imply that 

participants perceived some kind of egoistic motives behind Coca-Cola’s campaign. 

Therefore, this negative outcome can be supported with the findings of the focus group. 

The third potential negative effect stated by Bigné, Currás-Pérez and Aldás-Manzano is 

that “consumers perceive lucrative motives behind the social CSR initiative” (2012, p. 

580). As mentioned above, participants connected the purpose of the campaign with 

selling the brand’s products straight from the beginning. One participant stated that she 

believes that Coca-Cola shows this kind of video to make consumers buy its drinks. 

Furthermore, one participant said that Coca-Cola wants to “make us more comfortable 

buying this drink”. Hence the variable of perceived lucrative motives can be supported. 

However, one has to keep in mind that this was not necessarily seen as negative by some 

participants. For instance one participant claimed that she does not mind to pay more for 

Coca-Cola, since she knows that this will help some people. Another participant argued 
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that Coca-Cola is a company thinking about money and that this can neither be seen as 

negative nor positive. Additionally, participants perceived “that a proportion of the money 

is going towards” the cause and that Coca-Cola helps with that money. Hence participants 

believed that if they buy more, the schools will receive more help. One explanation for this 

neutral attitude towards Coca-Cola’s perceived lucrative motives could be that participants 

did not feel “manipulated” by Coca-Cola since the brand does not try to hide these goals. 

Hence the focus group participants did not perceive it as negative. (Bigné, Currás-Pérez 

and Aldás-Manzano, 2012, p. 580) 

Brand-Cause Fit 

According to the collected empirical data, it can be said that the majority of the 

participants did not see a connection between Coca-Cola and the cause. For instance one 

participant stated that “Coca-Cola is just a drink and this is education”. Others agreed to 

this statement and said that “it is difficult” to match them. As mentioned earlier, it is said 

that a low brand-cause fit can generate negative outcomes for the brand (Becker-Olsen, 

Cudmore and Hill, 2006, p. 47). Concerning Coca-Cola, all three potential negative effects 

are supported. Participants thought skeptically about the campaign and perceived egoistic 

and lucrative motives behind the campaign. However, the lucrative motives did not appear 

to be negative for participants. Although positive outcomes are more likely to occur when 

the brand-cause fit is perceived as high (Bigné, Currás-Pérez and Aldás-Manzano, 2012, 

pp. 577 - 578 and Becker-Olsen, Cudmore and Hill, 2006, p. 47), Coca-Cola made the 

appearance of being socially responsible and was perceived as sincere. Additionally, 

participants evaluated the brand as caring and they also believed that the people directly 

working with the issue are concerned, but not the CEOs of the brand. On the contrary, the 

variable of seeing the brand from a new light could not be supported by the focus group. 

Hence Coca-Cola’s campaign did indeed generate positive outcomes for the brand, even 

if participants did not perceive a high brand-cause fit.  
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6.3. Cross-Case Analysis 

After comparing empirical data with the established ‘Frame of Reference’ separately for 

each case, now the two cases will be compared with each other and to theory.  

6.3.1. RQ1: Brand Awareness 

In both cases participants started to discuss the campaigns’ contents and purposes rather 

than the brands themselves. This implies that the campaigns are more interesting than the 

actual brands. It remains questionable in both cases if participants could retrieve further 

brand information from memory due to the campaigns (Keller, 1993, p. 2). Since 

participants remembered further brand information, but the driving force for that was 

rather the moderator asking for it than the CSR campaigns. However, in Dove’s case at 

least one participant was able to recall further advertisement without the moderator’s 

influence. This was not the case for Coca-Cola.  

Additionally, Hoeffler and Keller claim that brand recognition can be enhanced through a 

CSR initiative, but not necessarily brand recall (Hoeffler and Keller, 2002, p. 79). 

Participants recognized brand elements in both cases. Dove was recognized by its logo 

and Coca-Cola by “Little Red”, “the music”, “the Coca-Cola bottle” and by showing one of 

the brand’s employees. Hence brand recognition is supported in both cases. However, 

brand recall was not that strongly affected for Dove and Coca-Cola. As mentioned earlier, 

Hoeffler and Keller explain this occurrence with the fact that CSR campaigns normally do 

not include product related information (ibid). It is important to mention that Coca-Cola’s 

campaign did include product-related information, the bottle, but participants did not 

describe the brand’s products in detail even after the moderator explicitly asked for it. On 

the contrary, Dove’s campaign did not include such information, but participants could 

describe its products fairly detailed due to the moderator’s question. Hence it seems that 

Hoeffler’s and Keller’s explanation for brand recall does not apply. 

6.3.2. RQ2: Brand Image 

After comparing the two cases concerning research question one, the focus will now be 

on research question two, brand image. 

Purpose of the campaigns 

In both cases, participants perceived a “helping” purpose behind the campaign. In Dove’s 

case participants thought that the brand wants to tell consumers to see their own beauty. 

Whereas in Coca-Cola’s case, they believed that the brand aims at improving peoples’ 

lives by providing education. Participants also perceived a selling purpose in Coca-Cola’s 

campaign straight from the beginning. This was also the case concerning Dove’s 
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campaign, but not as strongly as with Coca-Cola and only among some of the male 

participants.  

However, the addressed issues or problems appeared to be important for both focus 

groups. Concerning Dove, participants perceived the brand’s engagement as important 

but they could not clearly decide if it is Dove’s responsibility to deal with this problem. 

Whereas in Coca-Cola’s case, participants stated that the issue is important and they also 

perceived that the brand wants to show its responsibility with its campaign. Hence, one 

might say that Coca-Cola’s cause of providing education is more necessary to deal with 

than Dove’s engagement in beauty, according to the focus groups. 

Potential positive effects of the CSR campaigns 

The following table F-7 illustrates which positive effects are supported for the case of 

Dove and Coca-Cola: 

Table F-7: Comparison of potential positive effects of the two CSR campaigns 

Positive effects of a CSR initiative Dove Coca-Cola 

Consumers change their mind and thoughts about the brand 

and see it from a new light 
Yes No 

The people behind the brand could be perceived as “caring” Yes Yes/No 

The brand could be perceived as “caring” Yes Yes 

The brand could be seen as “sincere” Yes Yes 

The brand could appear to be “socially responsible” No Yes 

The brand’s trustworthiness could be strengthened.  Yes 
Cannot be 

verified 

The first potential positive effect is that “consumers change their mind and thoughts about 

the brand and see it from a new light” (Hoeffler and Keller, 2002, p. 80). This variable is 

supported for Dove’s case as participants had a good feeling about the brand due to the 

campaign and perceived it as “nice”. Concerning Coca-Cola, there are no statements 

implying that participants changed their mind about the brand. On the contrary they 

mentioned that this campaign did not change any of their opinions. Hence this variable is 

not supported for Coca-Cola.  
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The second variable of positive effects is that “the people behind the brand could be 

perceived as caring” (Hoeffler and Keller, 2002, p. 79). This variable is supported for both 

CSR campaigns. However, in Coca-Cola’s case participants differentiated between the 

people directly working with the project and the brand’s CEOs. They said that the 

employees directly working with it are concerned, but not Coca-Cola’s CEOs. Such a 

differentiation was not made concerning Dove. Hence it is more supported for Dove than 

for Coca-Cola.  

Additionally, Hoeffler and Keller claim that “the brand could be perceived as caring” (2002, 

p. 80). This is supported for both cases. However, in Coca-Cola’s case participants 

directly stated that the brand seems to care about the issue. Whereas in Dove’s case 

participants did not directly say that the brand cares, but the people working for it. 

Additionally, Dove was also seen as a “friend”, which is an indicator that participants 

perceived the brand as caring. 

However, another positive effect is that “the brand could be seen as sincere” (Hoeffler and 

Keller, 2002, p. 79). The variable of sincerity is supported to the same degree in both 

cases. Concerning Dove’s campaign, participants for instance mentioned that the brand 

“must believe” in its message and that it is stating “the truth”. In the case of Coca-Cola, 

participants said that “Coca-Cola is good” and that the brand wants to support and “make 

a difference”. 

Another potential positive outcome is that “the brand could appear as socially responsible” 

(Bigné, Currás-Pérez and Aldàs-Manzano, 2012, p. 576). This is supported for Coca-Cola 

since participants clearly stated that its campaign shows that the brand takes the 

responsibility it has to take in the world. On the contrary, it cannot be supported for Dove, 

since participants could not decide if Dove is responsible for establishing confidence in 

one`s own beauty. 

Finally, the last variable implies that “the brand’s trustworthiness could be strengthened” 

(Bigné, Currás-Pérez and Aldàs-Manzano, 2012, p. 581 and Hoeffler and Keller, 2002, p. 

80). This positive effect occurred in Dove’s case. For instance participants mentioned that 

Dove is “honest” and “reliable”. Whereas concerning Coca-Cola’s campaign, participants 

made statements about the brand’s trustworthiness only connected to the quality of its 

products but not to its campaign. Hence this variable cannot be verified concerning Coca-

Cola, since it remains unclear if the brand’s trustworthiness was strengthened by the CSR 

campaign or the brand’s perceived high quality. 
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Potential negative effects of the CSR campaigns 

After comparing the positive effects of the CSR campaigns, in the following section 

negative effects will be compared with the help of the following table: 

Table F-8: Comparison of potential negative effects of the two CSR campaigns 

Negative effects of a CSR initiative Dove Coca-Cola 

Consumers are skeptical about the brand and its social 

engagement 

Males: Yes to some 

extent 

Females: No 

Yes 

Consumers perceive egoistic motives behind the social 

CSR initiative 

Males: Yes 

Females: No 

Yes 

Consumers perceive lucrative motives behind the social 

CSR initiative 

Males: Cannot be 

verified 

Females: No 

Yes 

As illustrated by table F-8 above, Dove’s analysis concerning negative statements is split 

into genders, since participants’ statements vary among men and women. The research 

team examined this occurrence for Coca-Cola’s focus group, but did not perceive such a 

difference in attitudes. Therefore, a gender differentiation is not made for Coca-Cola’s 

case.  

The first possible negative outcome is that “consumers are skeptical about the brand and 

its social engagement” (Becker-Olsen, Cudmore and Hill, 2006, p. 47). Concerning Dove’s 

case, male participants shared some skeptical thoughts about its social engagement and 

for instance said that it is “too much to be realistic”. On the contrary, such skeptical 

evaluations cannot be observed among female participants. However, in Coca-Cola’s 

case all participants made some kind of skeptical statements, for instance they wondered 

if the brand truly helps. Hence it can be said that Coca-Cola and its campaign were more 

skeptically evaluated than Dove.  

Another negative outcome can be that “consumers perceive egoistic motives behind the 

social CSR initiative” (Bigné, Currás-Pérez and Aldás-Manzano, 2012, p. 580). 

Concerning Coca-Cola’s focus group, participants perceived egoistic reasons behind its 

campaign, for instance to cover up other news. Whereas in Dove’s case, men thought 
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about additional motives behind the brand’s engagement, for instance one participant 

claimed that Dove uses this campaign to its own advantage. Although this is supported for 

men, it cannot be supported for women as there were no statements indicating the 

perception of egoistic motives. Hence Coca-Cola was more negatively evaluated than 

Dove. 

Finally, the last potential negative effect of table F-8 above implies that “consumers 

perceive lucrative motives behind the social CSR initiative” (Bigné, Currás-Pérez and 

Aldás-Manzano, 2012, p. 580). In the case of Coca-Cola, participants believed that the 

brand also aims at selling its products with its campaign. However, this was not 

necessarily seen as negative. On the contrary concerning Dove, women did not perceive 

lucrative motives behind its initiative. Additionally, the variable cannot be verified for male 

participants since some participants saw lucrative motives, but others did not. Hence the 

perception of lucrative motives was stronger for Coca-Cola’s campaign than for Dove’s, 

but it was not perceived as negative in Coca-Cola’s focus group.  

Brand-Cause Fit 

On the one hand, if consumers perceive a high brand-cause fit, positive brand evaluations 

might follow. On the other hand if this fit is perceived as low, negative outcomes for the 

brand can occur. (Bigné, Currás-Pérez and Aldás-Manzano, 2012, pp. 577 – 578 and 

Becker-Olsen, Cudmore and Hill, 2006, p. 47) In Dove’s case participants perceived a 

high brand-cause fit since the cause and brand are easy to link. Whereas in Coca-Cola’s 

case participants mentioned that soft drinks do not have a connection to education and 

hence they perceived the brand-cause fit as low. However, Dove’s campaign generated 

five out of six potential positive effects for the brand. Yet, besides negative outcomes, 

Coca-Cola’s campaign also created four potential positive outcomes for the brand, even if 

participants perceived a low fit. 

Additionally, theory also argues that a high brand-cause fit can reduce the risk of negative 

outcomes for the brand (Bigné, Currás-Pérez and Aldás-Manzano, 2012, p. 580). In 

Dove’s case, this was true for female participants, but not necessarily for males. However, 

on the one hand a possible reason for that could be that the campaign was perceived as 

directed towards women and hence men were not that affected by it. On the other hand, 

another reason could be that women are in general more positive towards CSR than men 

(Chattananon et al., 2007, p. 235 and Westberg and Pope, 2012, p. 5). Concerning Coca-

Cola, the focus group thought skeptically about the brand and its campaign and also 

perceived egoistic and lucrative motives behind it. One has to keep in mind that the 

lucrative motives were not necessarily seen as negative by participants.  



Conclusion 

105 
 

G) CONCLUSION 

After collecting empirical data and analyzing it according to the ‘Frame of Reference’, 

conclusions will be drawn. This will answer the research questions and research problem 

of this study. Additionally, implications for managers, theory and future research will be 

provided. This last chapter will end with the limitations of this study. 

7.1. Conclusion for Research Questions and Problem Discussion 

Before focusing on implications and the limitations of this study, the two research 

questions will be answered and conclusions will be drawn concerning the problem 

discussion.  

7.1.1. RQ1: How can the relationship between social philanthropic CSR and Brand 

Awareness be described? 

According to Keller’s brand knowledge theory, external information about a brand can 

make consumers recall further brand information (Keller, 1993, p. 2). Therefore, a CSR 

initiative could enhance brand awareness since it is information about the brand. This 

phenomenon remains questionable for brand recall concerning the findings of this 

research. Both cases showed that participants did not think of further brand information, 

but instead discussed the cause of the campaigns. However, participants were able to 

retrieve additional information about the brands after they were asked for it. Nevertheless, 

the conclusion that the CSR initiatives were the driving force for this recalling activity 

cannot be clearly made.  

Hoeffler and Keller offer a possible explanation for this phenomenon concerning brand 

recall. They claim that normally CSR initiatives do not include product related information 

and hence consumers cannot recall specific brand information e.g. previous purchase 

situations. (2002, p. 79) An interesting point is that Coca-Cola’s initiative does include 

such product related information and shows its well known bottle at the end of the video. 

Yet the focus group did not describe the brand’s products in detail although it was 

explicitly asked for it. Conversely, Dove’s initiative did not show its products, but 

participants remembered further information about the brand’s products after being asked 

for it. Hence it seems that the authors’ explanation might not be the reason for this 

occurrence.  

However, this research revealed that consumers are much more interested in the 

campaign’s cause than in the brand itself, since in both cases the focus moved from the 

brand to the cause. Therefore, it seems that a social philanthropic CSR initiative puts the 

brand itself in the shade, and this could be a reason why participants did not recall further 

brand information. Additionally, Hoeffler and Keller say that a CSR campaign can 
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positively affect brand recognition (2002, p. 79). This phenomenon also occurred in this 

research since in both cases the brands were recognized by their brand identities, for 

instance their logos, colors or music.  

According to the findings of this research, the relationship between social philanthropic 

CSR and brand awareness can be described that consumers do recognize the brand 

behind the social engagement due to its brand identities, but they will probably not recall 

further brand information.  

7.1.2. RQ2: How can the relationship between social philanthropic CSR and Brand 

Image be described? 

The brand-cause fit theory describes the relationship between CSR and brand image with 

a perceived high fit creating positive outcomes and a perceived low fit leading to negative 

ones (Bigné, Currás-Pérez and Aldás-Manzano, 2012, pp. 577 – 578 and Becker-Olsen, 

Cudmore and Hill, 2006, p. 47). Additionally, if the fit between a brand and its cause is 

perceived as high, consumers’ skepticism can be decreased and perceptions of egoistic 

motives behind the initiative can be diminished (Bigné, Currás-Pérez and Aldás-Manzano, 

2012, p. 580). Concerning this research, Dove’s campaign was perceived as matching the 

brand and created the following positive effects for Dove’s image: 

 Dove was seen as “sincere” and “trustworthy”, 

 The brand and the people behind the brand were seen as “caring”, 

 Participants saw Dove in a “new light”. 

Even so, Dove did not appear as “socially responsible” since there was no clear decision if 

the brand’s engagement can be seen as its responsibility. On the whole Dove’s campaign 

was evaluated positively. Even if male participants had skeptical thoughts towards the 

campaign, this was not the case for female participants. The reason for that may be that 

Dove’s campaign was perceived as focusing on women, or that women in general have a 

more positive attitude towards CSR initiatives (Chattananon et al., 2007, p. 235 and 

Westberg and Pope, 2012, p. 5). 

On the contrary, participants did not see a fit between Coca-Cola’s campaign and the 

brand, but it still generated positive outcomes. Furthermore, the brand’s social 

engagement was seen as a responsibility that Coca-Cola has towards society. However, 

the following negative effects also occurred: 

 Coca-Cola’s campaign generated skeptical thoughts, 

 Perception of egoistic and lucrative motives. 
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Whereby Coca-Cola’s perceived lucrative motives were not negatively evaluated by 

participants, since they appeared logical. As addressed in the analysis, the reason for that 

could be that participants did not perceive that Coca-Cola hides these additional motives 

(Bigné, Currás-Pérez and Aldás-Manzano, 2012, p. 580). On the whole, Coca-Cola’s 

social engagement was also appreciated by participants.  

The findings of this research show that the relationship between social philanthropic CSR 

and brand image can be described as the following: A CSR initiative can create positive 

outcomes for the brand’s image, independent from the brand-cause fit. Yet if the cause of 

the initiative is strongly correlated to the brand, the positive outcome might be stronger 

than without this fit. However, even if a high brand-cause fit could decrease the likelihood 

of negative brand evaluations, it is risky to say that it could protect the brand from these. 

7.1.3. General Conclusions 

Considering all conclusions and findings concerning the research questions, this section 

will aim to solve the stated research problem in chapter one: 

What factors are important in order to create positive brand evaluations among 

consumers when using CSR as a strategic tool? 

Although the focus of this research is on the brand-cause fit as an influencing factor, the 

findings of the focus groups also contribute information to further factors which are 

described in the ‘Literature Review’. Besides a high perceived brand-cause fit, it seems 

that consumers have to be aware of the cause (Hoeffler and Keller, 2002, p. 82). Even 

more important is that the cause has to be of importance for them. This phenomenon is 

illustrated by Coca-Cola’s campaign. Participants did not perceive a fit between Coca-

Cola and the cause of providing education. Yet the lack of education appeared to be so 

concerning and hence important for them that they still appreciated Coca-Cola dealing 

with that problem, even if participants believed that the brand is not connected to 

education in any way. Therefore according to our research, awareness and importance of 

the cause are additional factors to consider.  

Besides these additional factors, the perceived motives behind the social engagement 

could also influence the outcomes for the brand. This research reveals that the perception 

of lucrative motives is not necessarily negative, since companies obviously aim at making 

money due to their nature. This phenomenon is shown in the case of Coca-Cola, where 

participants perceived lucrative motives straight from the beginning but did not see it as 

negative and overall evaluated the brand’s engagement positively. Hence according to our 

research, another factor influencing the likelihood of positive brand evaluations is that the 
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brand should be honest about having lucrative motives behind the social engagement 

instead of trying to hide them. Otherwise consumers might feel deceived by the brand 

(Bigné, Currás-Pérez and Aldás-Manzano, 2012, p. 580). 

7.2. Theoretical Implications 

Although this study has descriptive parts, the main purpose was to explore and to gain an 

understanding of the relationship between social philanthropic CSR and brand image as 

well as brand awareness. Many previous studies in this field concentrate on a broader 

perspective of CSR and brands, for instance brand equity. In order to gain these insights, 

two research questions were compiled and they were answered by analyzing empirical 

data according to the established ‘Frame of Reference’, which contains the brand-cause 

fit concept and the ‘Associative Network Memory Model’ relevant for this study (Bigné, 

Currás-Pérez and Aldás-Manzano, 2012, pp. 577 – 578 and Becker-Olsen, Cudmore and 

Hill, 2006, p. 47 and Keller, 1993, pp. 2 - 8). 

However, on the one hand the findings of this research correspond with theory concerning 

the high brand-cause fit concept, since Dove’s campaign mainly created positive 

outcomes for the brand’s image. On the other hand, the findings do not completely 

coincide with theory concerning a low fit since the overall evaluation of Coca-Cola’s 

engagement was positive, although negative outcomes occurred. Furthermore, it remains 

questionable if Keller’s brand knowledge theory can be applied to describe the 

relationship between social philanthropic CSR and brand awareness. 

7.3. Managerial Implications 

From the findings of this research, advices and recommendations can be given to brand 

managers intending to use CSR as a strategic tool. Firstly, it can be said that the 

supported cause should fit to the brand, as this will strengthen the positive outcomes for 

the brand. This suggestion can be achieved when the cause fits to the brand’s products or 

to the product functions. Apart from this product related fit, the cause can also match the 

brand due to the brand’s previous activities or image. (Bigné, Currás-Pérez and Aldás-

Manzano, 2012, p. 576) 

Secondly, the cause of the CSR activity should be important for consumers. Hence brand 

managers should seek for a cause or problem which consumers see as important or even 

necessary to deal with. If this is given, the brand’s engagement will be appreciated by 

consumers and lead to positive outcomes for the brand. Combining these two 

suggestions, a recommended CSR implementation is to support a cause that fits to the 

brand and is of importance for today’s consumers. 
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However, brand managers should be aware that a campaign or commercial with a CSR 

dimension will place the focus on the cause. Hence consumers will not pay that much 

attention to the brand itself as they are more interested in the cause. Therefore, if the aim 

is to promote a brand’s products, using a CSR campaign is not an appropriate strategy 

and “traditional” commercials should be used instead. Even so the brand identities, for 

instance the logo or brand colors, should still be included in CSR campaigns since these 

are recognized by consumers. These brand “signals” can function as a surprise effect at 

the end of the campaign, but they can also be shown in a modest manner during the 

campaign.  

Nevertheless, it is important to keep in mind that CSR initiatives can also lead to negative 

brand evaluations if executed in the wrong way. This could occur if the supported cause 

does not have any connection to the brand and moreover is irrelevant for consumers. 

Additionally, brand managers should be honest about profit related goals behind their 

CSR campaigns, since consumers are quite aware of the fact that these are additional 

motives behind social engagements. Hence if consumers perceive that a brand intends to 

hide its lucrative goals and therefore feel deceived by it, negative brand evaluations might 

occur (Bigné, Currás-Pérez and Aldás-Manzano, 2012, p. 580). 

7.4. Implications for Future Research 

In addition to this study, further research could investigate the following areas which were 

not within the scope of this research: 

 Research on environmental CSR 

This study revealed that the environmental aspect of Corporate Social Responsibility is 

still an important area in consumers’ minds. Therefore, it would be interesting to 

investigate what kind of positive and negative outcomes environmental CSR creates and 

how they differ from social philanthropic CSR. Furthermore it would be important to find 

out which CSR initiative is more beneficial for a brand, with a social or environmental 

dimension. 

 Research concerning further influencing factors of causes 

It would be interesting to find out which causes are important for today’s society. 

Additionally, it is crucial to investigate which of these causes are most important for 

consumers. Potential causes could be for instance education, environment, hunger, 

disease, poverty and child safety. Therefore, the research team would suggest the 

following strategy: Firstly, a qualitative study would be required to get a bigger picture of 
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what causes are important for consumers. Thereafter, a quantitative study would be 

necessary to find out which ones are the most important.  

 Research on strategies to communicate CSR initiatives 

Further research could be done in the area of CSR communication strategies in order to 

investigate which strategies companies use to communicate CSR initiatives. Possible 

channels could be television, print, radio or social network. Additionally, potential 

advantages and disadvantages would be of interest and especially which communication 

channel appears to be most effective. 

 Research on Brand Awareness 

During this study it became obvious that the causes of the chosen campaigns attracted 

most of the consumers’ attention. Therefore, it would be of interest how a CSR initiative 

has to be designed in order to guide and enhance consumers’ attention towards the brand 

as well and furthermore to what extent and if brand recall can be positively affected.  

 Research concerning genders 

As illustrated in Dove’s case, male participants did have critical thoughts about its CSR 

campaign, but not female ones. Previous research indeed argues that women generally 

hold a more positive attitude towards CSR than men. Yet this phenomenon did not apply 

to Coca-Cola’s case, where no difference in attitudes concerning genders occurred. 

Hence further research is required in order to investigate this issue more in depth.  

7.5. Limitations of the Research 

Since the research team was not able to reach people outside the University of 

Technology, Luleå, students were the only option as participants for focus group 

discussions. Although it provided the possibility of various nationalities, it can still be seen 

as a limitation for this study. 

Moreover, the fact that this research is a qualitative one might evoke critical evaluation of 

the collected information, since the research team interprets the data. Therefore, the 

information might be influenced through reductions and emphasis, due to the reason that 

the research team might have different values than other researchers.  

Additionally as this thesis includes a case study research method, one might criticize that 

there is no possibility for making statistical generalizations. However, analytical 

generalizations can be made which include a comparison to theory. Hence using a case 

study research method can partly be seen as a limitation for this study. 
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I) APPENDIX 

I1: Moderator’s Guide for Focus Group 1 – Dove’s Real Beauty Sketches 

Moderator’s Guide 

Focus Group 1 – ‘Dove Real Beauty Sketches’ Campaign  

Introduction: 

Welcome the participants and explain the procedure for this focus group: 

→Inform participants that it is more a discussion and not a ‘classical’ interview and that 

every perspective and opinion is welcome  

→Ask participants if they agree that their statements are used in the study and that the 

session will be videotaped and further used for analysis purposes 

→Furthermore, inform them that they will stay anonymous concerning their names 

If every participant agrees to that, proceed. 

Inform participants that this focus group will be about the brand ‘Dove’.  

Questions: 

1. (RQ1: Brand Awareness, do not use that term!): 

What do you know about Dove? 

→It can relate to how it looks like, what it stands for or does. 

Show the Campaign 

When did you recognize the brand and by what? 

What brand elements can you remember from the campaign? 

→Can you connect these elements with further advertising of Dove? 

Can you describe Dove’s products? 

Can you think of any other situations when you where confronted with Dove?  

2. (CSR, do not use the term!) 

What do you think about this campaign? 

→What do you think is the purpose of it? 

→What do you think Dove wants to achieve with that campaign? 
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→What do you think is the message that Dove wants to communicate? 

→Do you believe in the message?  

(accepting real beauty, only use that term if the issue was recognized by 

participants) 

Do you think that this issue is important? 

Do you think that Dove is responsible for telling you that?  

(making you aware of your beauty, only use that term if the issue was recognized by 

participants) 

Can you think of any other area/problem where Dove could help/engage? 

3. (RQ2: Brand Image, do not use that term!) 

What do you think about Dove? 

→What does Dove mean for you? 

→What characteristics come to your mind? 

What does Dove differentiate from other brands? 

→Why do you use Dove? 

→How do you feel about Dove? 

→What kind of experiences do you have with Dove? 

What kind of people do you think use Dove? 

→Why do they value Dove/ what do they value about it? 

Do you think differently about Dove after seeing this campaign? 

 

Ask the following questions if they are not brought up by the participants 

themselves: 

Do you perceive a caring attitude in this message? (Do you feel that this message cares 

about the issue?) 

How do you perceive the quality of Dove’s products? 

Would you be more likely to buy Dove products after seeing this campaign?  

→Why? / Why not? 

Do you think that people behind this brand are caring?  

→Why? / Why not? 
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What could be the possible motives why Dove did this campaign? 

Ask the following questions if these issues are not brought up by the 

participants themselves: 

 

→Does this campaign make you think skeptical about Dove, for instance when you 

think of the reasons behind it? 

→Do you think that dove has egoistic or lucrative reasons for doing this campaign, for 

instance increasing its sales? 

Do you think that the message matches with what Dove stands for, for instance with its 

products? 

→Do you agree with the message of this campaign? 

→Does it make sense for you? 

  



Appendix 

118 
 

I2: Moderator’s Guide for Focus Group 2 – Coca-Cola’s Little Red Schoolhouse 

Moderator’s Guide 

Focus Group 2 – ‘Coca-Cola Little Red Schoolhouse – Jenny Sanchez Story’ campaign  

Introduction: 

Welcome the participants and explain the procedure for this focus group: 

→Inform participants that it is more a discussion and not a ‘classical’ interview and that 

every perspective and opinion is welcome  

→Ask participants if they agree that their statements are used in the study and that the 

session will be videotaped and further used for analysis purposes 

→Furthermore, inform them that they will stay anonymous concerning their names 

If every participant agrees to that, proceed. 

Inform participants that this focus group will be about the brand ‘Coca-Cola’. 

Questions: 

1. (RQ1: Brand Awareness, do not use that term!): 

What do you know about Coca-Cola? 

→It can relate to how it looks like, what it stands for or does. 

Show the Campaign 

When did you recognize the brand and by what? 

What brand elements can you remember from the campaign? 

→Can you connect these elements with situations where you were confronted with 

Coca-Cola (further advertising of Coca-Cola?) 

Can you describe Coca-Cola’s products? 

2.  (CSR, do not use the term!)  

What do you think about this campaign? 

→What do you think is the purpose of it? 

→What do you think Coca-Cola wants to achieve with that campaign? 

→What do you think is the message that Coca-Cola wants to communicate? 

→Do you believe in the message?  
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(That there are children needing help in receiving education, only use that term if the 

issue was recognized by participants) 

Do you think that this issue is important? 

Do you think that Coca-Cola is responsible for doing that?  

(Helping children to get education, only use that term if the issue was recognized by 

participants) 

Can you think of any other area/problem where Coca-Cola could help? 

3. (RQ2: Brand Image, do not use that term!) 

What do you think about Coca-Cola? 

→What does Coca-Cola mean for you? 

→What characteristics come to your mind? 

What does Coca-Cola differentiate from other brands? 

→Why do you drink Coca-Cola 

→How do you feel about Coca-Cola 

→What kind of experiences do you have with Coca-Cola? 

What kind of people do you think drink Coca-Cola? 

→Why do they value Coca-Cola/ what do they value about it? 

Do you think differently about Coca-Cola after seeing this campaign? 

Ask the following questions if they are not brought up by the participants 

themselves: 

→Do you perceive a caring attitude in Coca-Cola’s message? (Do you feel that this 

message cares about the issue?) 

→How do you perceive the quality of Coca-Cola’s products? 

→Would you be more likely to buy Coca-Cola’s products after seeing this campaign? 

→Why? / Why not? 

→Do you think that people behind this brand are caring? 

→Why? / Why not? 

What could be the possible motives why Coca-Cola did this campaign? 
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Ask the following questions if these issues are not brought up by the 

participants themselves: 

→Does this campaign make you think skeptical about Coca-Cola, for instance when 

you think of the reasons behind it? 

→Do you think that Coca-Cola has egoistic or lucrative reasons for doing this 

campaign, for instance increasing its sales? 

 

Do you think that this message matches with what Coca-Cola stands for, for instance with 

its products? 

→Does it make sense for you? 

 


