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Abstract 

 

A firm’s brand image has to stand the test of time and be durable through different 

trends and changes, which emphasize the importance of following developments in the 

marketplace such as the emerging relevance of firm generated content on social media. 

With attitudes towards a product being lower in relation to the involvement regarding a 

product, the importance of establishing brand image for low-involvement product 

brands increases. With this in mind the purpose of this thesis was to explore how 

consumers’ brand image of low involvement products was affected by firm generated 

content on social media. 

This research provides insights on how brand image of a brand of a low involvement 

products is affected by firm generated content on social media. The study is based on 

existing research within brand image and was conducted through the use of a qualitative 

research approach using in-depth interviews as data collection method. 

The findings of this thesis suggest that consumers brand image is influenced by 

symbolic benefits where the benefits around the product are emphasized. A pattern 

could be seen where consumers emphasized symbolic benefits communicated through 

firm generated content on social media in a higher regard when the perceived functional 

benefits between brands were similar. This suggests that firm generated content of 

brands of low involvement products communicated on social media often seem to 

influence consumers perception of symbolic benefits in regards to favorability, strength 

and uniqueness of associations which in turn influence brand image. 

 

Keywords 

 

Brand Image, Types of brand associations, Favorability of brand associations, Strength 

of brand associations, Uniqueness of brand associations, Low involvement product, 
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1 Introduction 
1.1 Background 

Over the last couple of years there have been changes in the media landscape (Kumar 

et.al, 2016), which partly have lead to a rise of social media offered online (Killian & 

McManus, 2015; Kumar et.al, 2016; Kim & Ko, 2012; Rohm, Kaltcheva & Milne, 

2013; Faulds & Mangold, 2009). Social media is defined as technology, user generated 

content and social interaction combined, and can for example be used to keep in contact 

with people in the surroundings, for news reports or marketing (NE, n.d). The increase 

of social media users worldwide reached 2.34 billion users during the year of 2016, and 

with the number estimated to keep increasing (Statista, 2017a) there is a need for firms 

to manage their communication through social media (Schivinski & Dabrowski, 2016). 

The communication through social media can take place on different social media 

platforms such as Facebook, Instagram, Twitter and Youtube (SOI2016, 2016). 

Platforms like these have furthered the communication between companies and 

consumers (Kim & Ko, 2012; Killian & McManus, 2015; Rohm, Kaltcheva & Milne, 

2013; Faulds & Mangold, 2009), and social media has created new ways for companies 

to interact with consumers (Kumar et.al, 2016). Content on social media which is 

generated by companies is utilized to further the brand’s communication, referred to as 

firm generated content. Firm generated content is described as marketing efforts by a 

company on a social media platform (Kumar et.al, 2016; Schivinski & Dabrowski, 

2016), and revolves around all content created and published by a company on social 

media. Kim and Ko (2012) and Bruhn, Schoenmueller and Schäfer (2012) both imply 

how the creation of firm generated content on social media is important to the 

perception and image that a consumer has towards a brand. Zailskaitė-Jakštė and 

Kuvykaitė (2016) support this claim and state that social media have the capacity to 

“form consumers attitudes and behavioral intentions, give more reliability and have 

greater impact on consumers’ perception of products and brands” (p.69). 

  



  

 

2 

An increasing number of companies have included social media in their marketing 

strategy because of the effective way of reaching out to target segments that have been 

difficult to reach earlier (Keller, 2009; Tuten & Solomon, 2015). Keller (2009) argues 

that social media already has surpassed traditional media, such as newspapers, in 

regards to reaching the consumers. Consumers are through the interaction that social 

media offers given power over a brand’s success, which underlines the importance for 

companies to include social media in their strategy when handling brand image 

(Zembik, 2015). Brand image is defined as several associations that a consumer has 

towards a specific brand (Keller, 1993), and includes both material and emotional 

associations (Zembik, 2015). Associations can take on different forms and consists of 

thoughts, beliefs, perceptions and feelings that a consumer has directed towards a brand. 

The consumer’s previous experiences and general knowledge about a brand has 

influence on the associations in the mind of the consumer, and is in turn the foundation 

for the perception a consumer has of a brand, the consumers brand image (Keller, 

1993). 

Consumers do not only create their own perception of a brand, but do also have a 

perception of the products of a brand. The process when consumers evaluate a product 

of a brand can take on different levels of involvement. The degree of involvement refers 

to the time, effort and thought that is put into the process. The perception held towards a 

product’s attributes is a part of the degree of involvement a consumer has regarding the 

brand of the product (Khalique, Chan & Run, 2012). The degree of involvement is also 

affected by the perceived relevance of a product based on needs, values and interests 

(Hoonosopon & Puriwat, 2016; Long-Yi & Chun-Shou, 2006). It can also be explained 

as the personal relevance a product, brand or object have depending on how it is 

perceived by the consumer (Han & Kim, 2017). The degree of involvement can differ 

between different products (Khalique, Chan & Run, 2012), and even though different 

consumers have different perceptions of a product’s attributes, there are product 

categories that are generally considered as low involvement (Warrington & Shim, 

2000). Low involvement products are typically low-cost products that are included in 

everyday life (Khalique, Chan & Run, 2012). An example of this is dairy products 

(Atkinson & Rosenthal, 2014). With a low involvement product the willingness to 

search for additional information decreases (Hoonosopon & Puriwat, 2016). This 

presents difficulties regarding low involvement products where the purchases occur 
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almost automatically without much thought to it (Khalique, Chan & Run, 2012). Since 

attitudes towards a product have a relation to the degree of product involvement, which 

points to low level of attitudes towards low involvement products (Long-Yi & Chun-

Shuo, 2006), the importance of attitudes directed towards the brand of the product is 

implied. With a low degree of involvement towards a product consumers tend to have 

less interest in the attributes of the product (Nagar, 2015), and put more focus on the 

evaluation of statements in communication from the firm behind the product. 

 

1.2 Problem discussion 

The level of involvement a product has affects the process of consumers evaluating a 

brand and the brand's products (Long-Yi & Chun-Shuo, 2006). The creator of 

communication is of higher importance for consumers of low involvement products, 

rather than what the communication regards (Atkinson & Rosenthal, 2014). With less 

focus on product attributes (Nagar, 2015), the importance of a brand’s image is crucial 

for the success of the company. A good brand image does, in turn, enable the possibility 

that a consumer chooses a product labeled with a specific brand over another. This 

implies the significance a brand has on a low involvement product, stressing the 

importance of managing brand image (Atkinson & Rosenthal, 2014; Behe et.al, 2015; 

Clark & Russel, 1978). A consumer’s brand image of a brand of low involvement 

products is, therefore, vital for companies producing these types of products. The 

opportunity for a company with low involvement products to affect a consumer with the 

product itself is limited because of low interest in the product attributes (Nagar, 2015), 

which further underlines the important role brand image have in order to affect 

consumers (Atkinson & Rosenthal, 2014; Behe et.al, 2015; Clark & Russel, 1978). With 

the brand image being a result of all communication revolving around a brand that a 

consumer is reached by, social media plays an important role in managing brand image 

due to its high capacity of reaching consumers (Keller, 2009; Tuten & Solomon, 2015). 

The last couple of years changes in the media landscape has furthered the rise of social 

media and has therefore been an interesting field for researchers to study. The existing 

research mainly covers brand image and social media in general terms (Killian & 

McManus, Kumar et.al, 2016; 2015; Kim & Ko, 2012; Rohm, Kaltcheva & Milne, 

2013; Faulds & Mangold, 2009), however, research regarding the combination of how 
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brand image of low involvement products are affected by firms using social media is 

limited. Companies attempting to manage brand image on social media do this through 

firm generated content, which furthers the brand’s communication (Kumar et.al, 2016; 

Schivinski & Dabrowski, 2016). Kim and Ko (2012) and Bruhn, Schoenmueller and 

Schäfer (2012) states that the creation of firm generated content on social media is 

affecting the perception and image that a consumer has towards a brand. The role of a 

brand’s image for companies of low involvement products is vital due to the previously 

mentioned lack of interest in product attributes, implying the need for the brand image 

even further (Atkinson & Rosenthal, 2014; Behe et.al, 2015; Clark & Russel, 1978). 

Bruhn, Schoenmueller and Schäfer (2012) together with Schvinski and Dabrowski 

(2016) discuss the importance of following developments in the marketplace together 

with Pace, Balboni and Gistri (2017) discussing that a firm’s brand image has to stand 

the test of time and be durable through different trends and changes, which implies the 

need of companies using social media. This together with the need for companies with 

low involvement products to manage brand image (Behe et.al, 2015), which is built 

through all communication that reaches a consumer (Keller, 1993), makes social media 

an important media to use. This exposes the underlying need for this thesis with the 

uninvestigated landscape of social media in the context of low involvement products. 

 

1.3 Purpose 

The purpose of this paper is to explore how consumers’ perception of brand image of a 

low involvement product is affected by firm generated content on social media. 
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2 Theoretical framework 
The following chapter reviews existing literature regarding brand image as a sole field as well as in 

combination with firm generated content on social media and follows a thematic approach. Brand image 

is firstly reviewed along with the different parts of the concept. Secondly, brand image is reviewed in 

combination of social media. Thirdly, there is a summarizing table of the theoretical framework followed 

by a figure presenting the theories together. Finally, this chapter ends in this thesis research questions, 

which are placed here since they are based upon the theories presented in the theoretical framework.   

 

2.1 Brand image 

Brand image is explained as perceptions held by consumers towards a brand, based on 

brand associations in the mind of consumers. Consumers associations can be explained 

as their thoughts, beliefs, perceptions and feelings towards previous experiences and 

general knowledge about a brand. It has been considered an important concept within 

marketing for decades (Keller, 1993). Previous research has used the concept of brand 

image within a variety of fields (Beneke et al. 2014; Nagar, 2015; Schivinski & 

Dabrowski, 2016) and the definition from Keller (1993) is therefore considered reliable. 

The evaluation and knowledge that an individual has towards a brand summarize what 

the associations regard and result in the consumers’ mental representation of the brand 

(Aaker, 1996; Brown & Dacin, 1997; Lynch & Srull, 1982; Zembik, 2015). The driving 

force behind brand associations refers to what the company wants the brand to stand for 

(Aaker, 1996). Brand image allows consumers to distinguish between different products 

within a product category in terms of quality and functionality (Zembik, 2015). Keller 

(1993) immerse the explanation of the concept of brand image by deepening the 

discussion of the different sub-concepts in form of types of associations and their 

favorability, strength and uniqueness. The different types of association are attitudes, 

attributes and benefits. Through the four sub-concepts, Keller (1993) explains the 

concept of brand image and thus how brand image is created among consumers. All 

communication regarding a specific brand that a consumer is exposed to, has influence 

on consumer associations, and does in turn affect one’s brand image (Keller, 1993). 

Based on Keller's (1993) explanation of the concept of brand image, figure 1 will 

explain the following design of the theoretical chapter. 
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Figure 1, based on Keller's (1993) explanation of brand image. 

 

2.1.1 Types of brand associations 

According to Keller (1993) a set of brand associations depends on the product category 

and the product itself. Depending on if the associations held by the consumers are 

positive or negative, the brand is expected to have a higher or lower level of brand 

image (Elangeswaran & Ragel, 2014; Keller, 1993). Different associations may be 

precise and strong, and if linked to a specific brand, the associations regulate the 

aggregated leverage the product is perceived to have in comparison to competing brands 

in the same product category (James, 2005; Tauber, 1988). Keller (1993) argues for the 

fact that if marketers understand how their target group associates their brand from 

memory, it allows them to design suitable campaigns to match the consumer's brand 

image. According to Keller (1993) associations are made from three categories: brand 

attitudes, attributes and benefits.    

James (2005) and Keller (1993) argue that brand attitude can be de described as a 

consumer's evaluation of a brand. Attitudes are the highest level of associations and 

play a vital role as they form a basis of consumer behavior (Elangeswaran & Ragel, 

2014; James, 2005; Keller, 1993). If consumers have a strong attitude towards a brand, 

it will increase the brand's competitiveness on the market it is active on (James, 2005). 

By exposing one’s brand on multiple platforms, it can generate stronger brand attitudes 

and penetration power on the market (James, 2005; Keller, 1993). According to 

Solomon et al. (2013) an individual can form an attitude towards a product not only 



  

 

7 

based on what benefits it may give to them but rather what the products says to them as 

a person. The focus lies in which interest, activities and opinions an individual has and 

their attitude towards them. Baumann et al. (2015) agree with this and further argues for 

the fact that in content communicated regarding a low involvement product, consumers 

tend not to focus on the actual content but rely on experience and exposure. 

Brand attributes are specific features and characteristics of a certain product or service 

that consumers evaluate before making a purchase (Keller, 1993). There are both 

product and non-product related attributes. Product related attributes are defined as the 

physical components of a product, while non-product related attributes refer to the 

features around the product such as product appearance and packaging (Keller, 1993; 

James, 2005).  Keller (1993) explains that non-product related attributes contain user 

and usage imagery attributes which regard who, what and where a product is consumed. 

According to Keller (1993) user and usage attributes of a product are directly shaped by 

the experiences a consumer have from before regarding the brand or indirectly from a 

brand's communication in advertising. This can be attained through exposure of 

advertisements to consumers or direct contact at the point of purchase in order to reflect 

their experience. Therefore, it is of importance for companies to analyze associations of 

their already existing consumers. When analyzing the associations of a product to the 

typical consumer, marketers might ask for when, where, how often and in which 

situation they use the product (Keller, 1993). 

When evaluating a product, consumers are expected to make an estimation of the 

benefits of the brand. What consumers are expected to benefit from a product or service 

is dependent on their beliefs of a specific brand. Brand benefits are according to Keller 

(1993) defined as the personal value each consumer consider the product or service 

provide to them. By emphasizing the benefits of a product through ads and 

communication a consumer may value that product as more favorable and result in a 

higher preference for that brand (Solomon et al. 2013). Brand benefits can be divided 

into three categories out of the assumed benefits that consumers might feel, these three 

are functional benefits, experiential benefits and symbolic benefits (Keller, 1993). 

Functional benefits are explained as the benefits related to the attributes of a product 

and can be described as the tangible values to each consumer when using a product 

(Keller, 1993). This could be benefits that will solve specific problems such as hunger 



  

 

8 

or the need for transportation from point A to point B. Hence, functional needs relate to 

the attributes that satisfy the user of the product (Elangeswaran & Ragel, 2014). 

Experiential benefits are the value consumers experience in the actual moment when 

using a product or service and refer to the intangible value that consumers attain through 

cognitive stimulus (Keller, 1993). According to Elangeswaran and Ragel (2014) the 

brand benefits resembles both product and non-product related attributes that generate a 

subjective satisfaction to each consumer. 

Symbolic benefits refer to benefits that relate to personal values and status for the user 

of a product (Aaker, 1996; Elangeswaran & Ragel, 2014; Keller,1993). According to 

Keller (1993) symbolic benefits is referred to as the pleasure of consuming or owning a 

product or service. He further argues that consumers self-image, which is a part of the 

symbolic benefits, might influence the value of owning a product. The emotional 

considerations of a product could affect consumers purchase decisions, e.g. a consumer 

perception of how exclusive a product is or the level of prestige of its ownership 

(Keller, 1993). Thus, these benefits reflect the non-product related attributes that may 

fulfill consumer needs (Elangeswaran & Ragel, 2014).   

 

2.1.2 Favorability of brand associations 

 

How favorable associations are towards a specific brand depends on how well 

consumers believe that benefits or attributes satisfy their needs or wants. The degree of 

how well these needs and wants are believed to be fulfilled from a specific product or 

brand is the foundation of how a positive attitude is formed (Keller, 1993). The 

importance of attributes in both consumers’ creation of image and behavior towards a 

product of a brand is supported by MacKenzie (1986). He further discuss how the 

differences in consumers’ values and norms affect how one evaluates different attributes 

and how the importance of a specific attribute depends solely on the evaluation process 

done by a specific consumer of that attribute (MacKenzie, 1986). The degree to which 

an attribute is considered to be important, the higher is the level of positive or negative 

feelings towards that attribute, this is referred to as the polarity of the evaluation 

(Fishbein, 1976 & Ajzen, 1975 cited in MacKenzie, 1986). MacKenzie (1986) 

continues the discussion by further arguing that something that one considers as highly 

positive or negative is easily understood to be more important to that person, in 
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comparison to an attribute that does not matter to the same extent. The level of 

importance is also dependent upon the situation and context (Adaval, 2003; Miller & 

Ginter, 1979) and the evaluation of associations of a brand may differ depending on the 

specific situation (Day, Shocker & Srivastava, 1979). Keller (1993) do from this discuss 

the challenging task of managing favorable associations towards a brand. 

 

2.1.3  Strength of brand associations 

 

The information that is the foundation of an association in the mind of a consumer 

affects the consumer's general brand associations in strength, this through the process of 

information entering a consumer's mind. How well it fits to the already existing brand 

image, which is called storage, also affects the strength of the associations (Keller, 

1993). French and Smith (2013) argue that individual pieces of information, also called 

nodes (Keller, 2008), in the mind of a consumer together create a complex network 

consisting of associations of a brand, and together creating the overall brand image. 

Anderson and Bower (1973) describe the memory of humans being connected to each 

other and depending on the context they have the possibility to activate each other. 

Together the memories create the brand image that an individual holds towards a brand 

and all types of interaction with a brand that the individual has is stored (Keller, 1993). 

 

Keller (1993) discusses that the information can differ in amount and how much thought 

an individual directs towards the information, referred to as quantity. The quality of 

information on the other hand, regards what an individual thinks of the information 

absorbed. He further argues that information that has a lot of meaning for the receiver 

will result in a stronger association in memory for that individual. The stronger the 

associations are, the more accessible will the information be in the mind of the 

consumer (Keller, 1993). When consumers are exposed to new information regarding a 

brand, the new information is together with the consumer’s previous associations in 

memory merged, resulting in an updated version of the consumer’s associations towards 

the brand (Anderson, 1981 cited in Jeon & Baeck, 2016). Lynch and Srull (1982) 

further argue that individuals that are exposed to challenging new information that 

contradicts their own associations, start a process of defending their primary 

interpretation and perception of the brand. Individuals possessing positive associations 

towards a brand,  are therefore more easily to absorb new information about the brand 
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that are given in positive terms, in comparison to negative information. In the same way 

as consumers that possesses a negative brand image easier to absorb negative 

information about that brand (Lynch & Srull, 1982). This is supported by Loftus and 

Loftus (1980) who state that existing associations in one’s mind are durable over time. 

 

The strength of brand associations and brand image in general is according to Van 

Reijmersdal, Neijens and Smit (2007) affected by the frequency of exposure of a brand 

towards a consumer. Their study also showed that associations of brands are affected to 

a larger extent when the consumer is exposed to the brand in some type of context that 

the individual associate the brand with (Van Reijmersdal, Neijens & Smit, 2007). The 

theory regarding human associative memory developed by Anderson and Bauer (1973) 

explains that associations in humans’ minds are connected to each other. The 

associations are strengthened in the case of two stimuli of associations being presented 

at the same time (Van Osselaer & Janiszewski, 2001) which supports the findings of 

Van Reijmersdal, Neijens and Smit (2007). 

 

2.1.4 Uniqueness of brand associations 

In order for a brand to create unique associations to their brand, they have to offer 

something else than other brands do. When a brand has competitive advantages in 

relation to others on the market, such advantages are referred to as unique selling 

propositions (Reeves, 1961). Reeves (1961) continues by stating that the unique selling 

propositions gives an opportunity for diversification from competitors and should tempt 

consumers to interact with the brand and the company. These unique propositions of a 

brand may either be implicitly focused on without comparison, or be presented by 

making a comparison against competitors and may also be based on different 

foundations within the brand (Keller, 1993). Tversky (1972) argues that unique brand 

associations help the consumer to make a decision. 

 

Romaniuk and Gaillard (2007) discuss uniqueness in terms of consumers’ associations 

to the attributes of a brand and that being unique implies that an association is made for 

a specific brand only. If an association is unique or not is solely dependent upon the 

consumer's own interpretation of brands, some may consider similar brands to have 

shared associations while other individuals may have different associations for all those 
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brands. Associations can also be created towards a whole category, which in turn may 

affect associations directed towards a specific brand (Keller, 1993). Brands with similar 

associations within the same product category may create interference in the minds of 

the consumers (Burke & Srull, 1988; Keller, 1987) which implies the importance of 

having unique propositions that can be a foundation for unique associations. 

2.2 Firm generated content on social media and its relation to brand 

image 

Social media as a tool for consumers to communicate is fairly established. However, 

researchers still have many questions and not much research to rely on regarding firm 

generated usage thus the view of social media as a relatively new phenomena (Kane 

et.al, 2014). Firm generated usage revolves around firm generated content, which is 

defined as marketing efforts by a company on social media platforms (Kumar et.al, 

2016; Schivinski & Dabrowski, 2016). Social media is considered an important field 

partly thanks to the strong penetration power that social media offers to its participants 

and its ability to largely affect the perception of brands (Kim & Ko, 2012). This is 

supported by Schivinski and Dabrowski (2016) who argue for the fact that firm 

generated content on social media affects brand attitudes, which are a part of brand 

image. Therefore, companies should focus on building strong brand associations in 

order to influence a consumer's brand image. Research on brand image in relation to 

social media is an important part of a company’s brand strategy as it allows marketers to 

attain emotional attitudes towards a brand and an estimation of the value consumers get 

from that specific brand (Zembik, 2015). According to Zembik (2015) this helps 

marketers to understand and determine if the brand image is created by the company 

itself or if it conforms to the brand image out of consumer’s perception. Schivinski and 

Dabrowski (2016) concluded in their study that firm generated content on social media 

increases consumers attitudes towards a brand rather than compete with content created 

by users on social media. Attitudes that a consumer holds towards content created by a 

company on social media have according to Yazdanparast, Joseph and Muniz (2016) a 

positive relationship to the perception of a brand and its quality. They further claim that 

the uniqueness of a brand depends on the value a consumer experience in relation to the 

cost of the brand's product. 



  

 

12 

2.3 Summary of the theoretical concepts 

Table 1, Summary of the theoretical concepts and keywords for each concept. 

Theoretical concept  Summarized definition with keywords 

Brand Image Brand image is explained as perceptions 

held by consumers towards a brand, based 

on brand associations in the mind of the 

consumers (Keller, 1993). Consumers 

associations can be explained as their 

thoughts, beliefs, perceptions and feelings 

towards previous experiences and general 

knowledge about a brand (Aaker, 1996; 

Brown & Dacin, 1997; Lynch & Srull, 

1982; Zembik, 2015). 

Types of brand associations According to Keller (1993) a set of brand 

associations depends on the product 

category and product itself. Associations 

are made from three categories; brand 

attitudes, attributes and benefits (Keller, 

1993).    

Brand attitude James (2005) and Keller (1993) argue that 

brand attitude can be described as 

consumer's evaluation of a brand. Attitudes 

are the highest level of associations and 

play a vital role as they form a basis of 

consumer behavior (Elangeswaran & 

Ragel, 2014; James, 2005; Keller, 1993). 

Brand attributes Specific features and characteristics of a 

certain product or service that consumers 

evaluate (Keller, 1993). There are both 

product related attributes, which refers to 

physical components of a product, and non-

product related attributes which refer to 

intangible features of a product (Keller, 

1993; James, 2005). Can be attained 

through exposure of advertisements or 

direct contact (Keller, 1993). 

Brand benefits 

 

Brand benefits are defined as the personal 

value that the product or service provides. 

The brand benefits can be divided into 

three categories: functional benefits, 

experiential benefits and symbolic benefits 

(Keller, 1993).  

- Functional benefits are explained as the 

benefits related to the attributes of a 

product and can be described as the 

tangible values to each consumer when 

using a product (Keller, 1993). 

- Experiential benefits are the value 

consumers experience in the actual moment 



  

 

13 

when using a product or service and refers 

to the intangible value that consumers 

attain through cognitive stimulus (Keller, 

1993). 

- Symbolic benefits refer to benefits that 

relates to personal values and status for the 

user of a product (Aaker, 1996; 

Elangeswaran & Ragel, 2014; Keller,1993). 

Favorability of brand associations Favorability of associations depends on 

how well consumers believe that benefits 

or attributes satisfy their needs or wants 

(Keller, 1993). The degree to which an 

attribute is considered to be important, the 

higher is the level of positive or negative 

feelings towards that attribute, this is 

referred to as the polarity of the evaluation 

(Ajzen, 1975 & Fishbein, 1976 referred to 

in MacKenzie, 1986). 

Strength of brand associations The process of information entering a 

consumer’s mind and how well it fits to 

already existing brand image is the 

foundation of strength of brand associations 

(Keller, 1993). Nodes, which are individual 

pieces of information, do together create an 

overall brand image (French & Smith, 

2013; Keller, 2008). According to Van 

Reijmersdal, Neijens and Smit (2007) 

brand image is affected by the frequency 

of exposure of a brand towards a 

consumer. 

Uniqueness of brand associations 

 

Romaniuk and Gaillard (2007) discuss 

uniqueness in terms of consumers’ 

associations to the attributes of a brand and 

that being unique implies that an 

association is made for a specific brand 

only. When a brand has competitive 

advantages in relation to others, such 

advantages are referred to as unique selling 

propositions (Reeves, 1961). 

Firm generated content on social media 

and its relation to brand image 

 

Firm generated content, referred to as 

marketing efforts by a company on social 

media, affects and increases brand attitudes, 

which is part of brand image (Schivinski & 

Dabrowski, 2016). Social media also has 

ability to affect the perception of brands 

(Kim & Ko, 2012).Therefore, companies 

should focus on building brand 

associations in order to influence 

consumer's attitude towards a brand 

(Schivinski & Dabrowski, 2016). 
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2.4 Figure of the theoretical concepts  

 

This figure gives an overview of the theoretical concepts of firm generated content on 

social media together with brand image, which are the theories that will be used in this 

thesis. 

Figure 2,  

Based on the definition of firm generated content by Kumar et.al, 2016 and Schivinski 

& Dabrowski, 2016 and partly based on Keller’s (1993) explanation of brand image. 

 

2.5 Research questions  

-   How are consumers types of brand associations of a low involvement product affected 

by a brand’s firm generated content through social media? 

- How are consumers favorability of brand associations of a low involvement product 

affected by a brand’s firm generated content through social media? 

- How are consumers strength of brand associations of a low involvement product 

affected by a brand’s firm generated content through social media? 

- How are consumers uniqueness of brand associations of a low involvement product 

affected by a brand’s firm generated content through social media? 
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3 Method 
The following chapter includes an explanation of how the thesis was conducted as well as the 

approaches, methods and strategies used within this thesis. Justifications of these are done with the help 

of existing methodological theories in business research. 

 

3.1 Research approach 

Within research, there are two approaches that can be utilized, inductive and deductive 

which both are anchored in two different and opposing perspectives. The inductive 

approach is a constructional view meaning that the world is seen as “becoming”, the 

deductive perspective sees the world as “being” (Bryman & Bell, 2011). 

When adopting an inductive approach the outcome of a study is the theory (Bryman & 

Bell, 2011), thus the theory is generated from the research rather than based on theory. 

This acts as the first step within scientific methods and is usually used when little 

previous research is available (Ghauri & Grønhaug, 2005). It is further explained that an 

inductive approach often evolves theory from specific scenarios and then applies it to 

general scenarios. This goes back and forth in a nonlinear process (Bryman & Bell, 

2011). 

In contrast, the basis of research when adopting a deductive approach is theory, thus 

relying on theory rather than creating theory. With a deductive approach, the process is 

commonly sequential and easily traced through a step-by-step manner (Bryman & Bell, 

2011). Robson (2011) discusses different steps taken in the process of a deductive 

research. First off the researcher is using the theories to state one or several hypotheses 

or research questions. The questions or hypotheses are what drive the project forward. 

The hypothesis or question have concepts embedded that need to be translated into 

items that are researchable. This is done through an operationalization that displays how 

to measure and collect data of different concepts. The third step of the process is the 

data collection. After collecting data in a suitable manner depending on the type of 

research the findings are outlined to accept or reject the hypotheses stated, or answer the 

research questions (Robson, 2011). 

The context of this thesis, which was brands of low involvement products, was 

unexplored in already existing research. However, the areas of social media and brand 

image were previously researched and the already existing theories regarding these 
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concepts were in this thesis used together to cover what the thesis aimed to research. 

Since the concepts that were used was collected in existing research, and only applied in 

a new context, the deductive approach was most suitable for this thesis. With the 

different parts that have been researched, a theoretical foundation could be established 

hence accept a deductive approach. 

 

3.1.1 Quantitative or Qualitative approach 

There are two different approaches that each imply two opposing strategies when 

conducting research. The two approaches to choose from are quantitative or qualitative. 

A quantitative approach entails the gathering of numerical data and is seen as an 

objective approach. It emphasizes quantification of data in regards to collection and 

analysis. It is furthermore interested in numbers and statistics (Bryman & Bell, 2011), 

which also is something that it has been criticized for. When generalizing and using 

statistics it becomes difficult to distinguish the people you are looking into, which is 

said to create a static view of the social world (Bryman & Bell, 2011). With the ability 

to measure and gather a substantive sample it is beneficial to use a quantitative research 

approach in the endeavor to look at causal relations or impacts of variables (Ghauri & 

Grønhaug, 2005). To assert the relationships between different variables the quantitative 

approach make use of statistical tools. The variables need to be established within the 

sample and once that is done, the researchers can draw conclusions from the sample 

(Appannaiah, Reddy & Ramanath, 2009). 

A research with a qualitative approach is more concerned with words than numbers, 

thus focusing on meaning rather than causal relations. When looking at behaviours and 

trying to find underlying patterns and understandings, a qualitative approach is more 

suitable (Appannaiah, Reddy & Ramanath, 2009). If problems are complex and difficult 

to measure, a qualitative research approach is more favorable, since it strives to gain 

deeper knowledge in order to understand the whole picture. A qualitative approach also 

concerns underlying effects and goes beyond causal relations. The given approach is 

also not as formal as quantitative approaches and therefore has more room to adapt and 

change during the course of the study (Ghauri & Grønhaug, 2005). 

Because of the above-mentioned facts, the most suitable framework for this research 

was a qualitative approach and as a mono method (Saunders, Lewis & Thornhill, 2009) 
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with both qualitative data collection and data analysis. The aim of this thesis was partly 

to attain a deeper understanding regarding consumers’ brand image which begged for a 

framework that allowed the behavior of consumers to be examined and understood. This 

required rich and nuanced information which was possible to attain through a 

qualitative research approach. Although providing suitable data, a qualitative approach 

has been attaining critique due to its subjective nature and difficulty to replicate 

(Bryman & Bell, 2011). Despite including the risk of subjectivity, this way of 

conducting research was necessary in order to extract any viable information in the 

endeavor to explore the field of brand image in this certain context. The issue of 

quantitative approaches being too shallow also played a considerable part in the 

selection of framework. It is argued by Armstrong and Kotler (2011) that a qualitative 

approach is needed to understand underlying factors due to people's inability to know 

why they act as they do, or to know any motivation behind their choices. The nature of 

brand image also argues for a more detailed approach (Keller, 1993) which further 

explains the choice of the qualitative research approach for this thesis. 

 

3.2 Research design 

The plan of a study is called the research design and presents the overall structure of the 

study. The design reflects the priority of different dimensions and gives a framework for 

the collection and analysis of data. Through the design a systematic procedure is 

provided,  giving guidelines for the researcher to follow through data collection process, 

analysis and ultimately the interpretation of. Without a proper design, any research may 

be costly in both time and effort. (Appannaiah, Reddy & Ramanath, 2009). 

There are three different designs to choose from when generating the purpose, these are 

explanatory, descriptive or exploratory design (Bryman & Bell, 2011). Explanatory, 

also called causal research (Appannaiah, Reddy & Ramanath, 2009), focus on to 

determine cause and effects. Therefore causal studies seek to gain an understanding of 

how one variable has an impact on another variable or to understand the reason behind 

certain outcomes. The explanatory research design requires a well-researched field and 

are commonly used in studies that have a quantitative approach (Bryman & Bell, 

2015).  The process of testing hypotheses that are included in the explanatory approach 

are formal and structured in nature and because of the improbability to obtain all 
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information regarding something a causal link can never be proven beyond doubt 

(Appannaiah, Reddy & Ramanath, 2009). A descriptive research design is concerned 

with describing different phenomena. It often describes the relationship between two or 

more variables and is in between the explanatory and exploratory approach. A 

descriptive research must have as a goal to gather data with a specific purpose, making 

it narrower and more formal than the exploratory research. Exploratory seeks to 

discover ideas, insights or uncover behaviours that otherwise are too complex to explain 

with a few variables and their relation. With an explorative stance, a qualitative 

approach is to be preferred with its relatively unstructured process (Bryman & Bell, 

2011). When there is insufficient information regarding a problem and thus no 

hypothesis to be made, research questions are made instead. The often vague and broad 

issues are broken down into smaller sections and then processed (Appannaiah, Reddy & 

Ramanath, 2009). 

The purpose of this thesis was to explore how consumers brand image was affected by 

firm generated content on social media in the context of brands of low involvement 

products, due to the uninvestigated environment of this field and the need for further 

research within this area. Since social media and the context of low involvement 

products have been little researched in combination with each other or together with 

brand image, an explanatory design, which is most suitable for studies of well-

researched areas, was not a suitable choice for this thesis. A descriptive design was 

neither a suitable choice for this thesis, with regard to the need for a clear specification 

of the field and how to conduct the research, which is necessary in order to produce a 

descriptive study. The somewhat unexplored nature of brand image in combination of 

social media and brands of low involvement products, did not make this field 

appropriate for a descriptive research design. 

 

By investigating a combined area with limited existing research in combination with the 

research and problem being of a qualitative nature, an exploratory design was to be 

preferred. To seek insights and uncover behavior, which defined an exploratory design, 

is well suited for the complex and unexplored field of this thesis. 
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3.3 Data source 

According to Bryman and Bell (2011) there are two different data sources to gather in a 

study, primary and secondary data. Primary data refers to information collected directly 

from the source by the actual researchers to solve a specific research problem in relation 

to the purpose of the study. This is done from the suitable sample group that fits the 

correct sampling criteria to the study (Malhotra, 2010). A secondary source on the other 

hand is data collected from previous research and gives researchers a chance to analyze 

data that have been collected for another purpose than what their study aims to solve 

(Malhotra, 2010; Saunders, Lewis & Thornhill, 2009). Secondary data can be gathered 

from similar research, databases or public documents (Zikmund et al., 2010). The 

advantage of secondary data is that less time and money are consumed when doing the 

actual data collection to the study (Bryman and Bell, 2011). 

In contrast, primary data is more time consuming and more money is spent on this data 

collection method. However, primary data is tailored to the research area. Primary data 

supplies the study with data that is needed when investigating a new area (Bryman & 

Bell, 2011). Primary data is needed when solving a research problem as it requires new 

and rich information to the research design and case (Ghauri & Grønhaug, 2005). 

For this thesis, primary data was gathered even though it was time-consuming, however, 

it furthered the possibility of solving the research problem of the thesis. Since this 

research aimed to explore how consumers’ brand image of a low involvement product is 

affected by firm generated content on social media, which has not been explored before, 

it is not suitable or enough to use secondary sources to answer the research questions. 

 

3.4 Research strategy 

There is no research strategy that is superior to another. As with the selection of design, 

the strategies also have various strengths and weaknesses that need to be assessed 

before making a decision regarding which one to use (Bryman & Bell, 2011; 

Appannaiah, Reddy & Ramanath, 2009). Bryman and Bell (2011) distinguish five 

different strategies; experimental, longitudinal, case study, comparative and cross-

sectional. With an experimental strategy not being typical for a qualitative study it is not 

suitable for this thesis. Longitudinal strategy is done through performing the study at 
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several and different points in time. Despite being a typical strategy for a qualitative 

research, the problem of this thesis was not dependent on the comparison between 

different points in time, which makes this strategy inappropriate for this thesis. 

According to Baxter and Jack (2008) a case study is appropriate when there are 

boundaries between the phenomenon and the context. It would have been suitable for 

the thesis due to the uninvestigated nature of the study, but since the interest does not lie 

in a single type of unit it was deemed. A comparative study could also have been 

suitable for the purpose and would have provided answers to the relation between brand 

image and the chosen context (Bryman & Bell, 2011). However, since the area is 

unexplored, a comparison between two cases would not have yielded the fullest 

potential of the thesis thus a cross-sectional strategy was deemed more appropriate. A 

cross-sectional strategy focuses on qualitative primary data in terms of in-depth 

interviews or focus groups at a single point in time. This correlates well with the 

intented exploration.  

 

3.5  Data collection method 

When doing data collection, researchers can go about it in a numerous of ways, the most 

common ones being content analysis, surveys, observations, focus groups and in-depth 

interviews (Bryman & Bell, 2011). In qualitative research, as the approach of this thesis 

was, the three most suitable and used methods are observations, focus groups and in-

depth interviews as it obtains a rich and deep data from participants in the study 

(Bryman & Bell, 2011). 

An observation is a data collection method where behaviour is observed in a systematic 

way and a focus group is essentially a group interview with at least four participants 

discussing a specific topic. Amongst these three methods of gathering data in a 

qualitative research, interviews are the most frequently used because of its flexibility 

(Bryman & Bell, 2011). This was of importance for this study since it emphasizes what 

the participants view as important, rather than what the researchers view as important. 

As this thesis focused on gaining rich information of what the participants consider as 

important, in-depth interviews was the best method to apply when collecting data 

(Bryman & Bell, 2011; Gubrium & Holstein, 2001; Saunders, Lewis & Thornhill, 

2009). 
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The two most common ways of doing interviews within qualitative research are 

unstructured and semi-structured interviews (Bryman & Bell, 2011). In an unstructured 

interview the researcher may only ask one question or very few questions that the 

respondent is supposed to answer. The researchers may follow up with some questions 

on the most important points in order to guide the interview (Bryman & Bell, 2011). 

In a semi-structured interview on the other hand,  the researcher has a list of questions 

in relation to the specific topic of investigation. This enables the researcher to retrieve 

more specific information in close connection to any theory. This type of method gives 

room for the researcher to ask follow-up questions as the interview progresses 

(Saunders, Lewis & Thornhill, 2009). Semi-structured interviews were considered most 

suitable for this thesis as the research has its basis in looking for how the brand image of 

a brand of low involvement products is affected by firm generated content on social 

media. This opened up for an operationalization of the empirical measures. An 

unstructured interview would not have been suitable as it would not have been 

structured enough to generate specific information. Semi-structured interviews on the 

other hand enabled questions to be asked in relation to the operationalization which 

gained relevant information to this research. 

 

3.5.1 Conducting interviews 

According to Bryman and Bell (2011) an interview can be held over the telephone or 

face-to-face. When doing an interview over the telephone the risk could be that 

someone could take the respondent's place without the researcher's knowledge (Bryman 

& Bell, 2011). With a telephone interview the results and interviews are gathered in a 

faster pace resulting in a greater number of respondents. Even though the cost-

efficiency and the pace of results are greater it opens up for shortages in terms of 

answers over the phone. During a telephone interview the respondents are inclined to 

use shorter answers on open-ended questions (Gubrium & Holstein, 2001). 

In contrast, a face-to-face interview compels a more natural approach and opens up for 

small talk and more comfort in the conversation, which in turn leads to the ability to 

respondents more fully expressing themselves (Gubrium & Holstein, 2001). Face-to-

face interviews are more common in business research as the interviewer will be able to 

see the one who answers the questions and will be able to look for reactions as the 
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interview proceeds. Also, the interviewer will be certain that the correct respondent is 

answering the questions (Saunders, Lewis & Thornhill, 2009). With these notions in 

mind, face-to-face interviews were considered the more appropriate choice for this 

thesis. The interviews were held at a neutral place with as few disturbing elements as 

possible with the aim of making the respondents feel relaxed and focused on the task. 

The number of interviews are determined by the level of theoretical saturation in terms 

of the content. When no new insights can be generated by the interviews and the 

emerging concepts has been explored it is labeled as theoretical saturation (Bryman & 

Bell, 2011; Gubrium & Holstein, 2001). Theoretical saturation was reached after eight 

in-depth interviews that were held face-to-face. An additional interview was held to 

assure the level of saturation. At this point the answers were similar to each other and 

gave no new insights. 

 

3.6 Sampling 

Bickman and Rog (1997) explains that decisions regarding sampling revolve around 

choices connected to questions about who, when, where and what in relation to the 

collection of data. In a qualitative research the expectations for representativeness is less 

in focus in comparison for a quantitative research, this because of the aim of producing 

an in-depth analysis rather than generalizable results (Bryman & Bell, 2011). 

According to Bryman and Bell (2011) a population consists of all units a researcher can 

draw a sample from, a sample can be selected out of nations, cities or a company. 

Samples are described by Saunders, Lewis and Thornhill (2009) as the selected 

segments of a whole population that are used for a specific research. The listing of all 

entities of the population from which then the sample is taken from is referred to as the 

sampling frame (Bryman & Bell, 2011). When sampling for a research there are two 

techniques a researcher can go about, probability or non-probability sampling. 

When using a probability sampling technique every part of the population has the equal 

chance of being included in the sample. The probability sampling technique is common 

practice for quantitative research since such a research strives for a generalizable result 

(Bryman & Bell, 2011). In contrast, in a non-probability sampling technique does each 

part of the population not have the same chance of being included in the sample. This 
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since all people of the population are not suitable to be studied due to different 

restrictions (Saunders, Lewis & Thornhill, 2009). Non-probability sampling can be 

explained as that the sample that is used should be based upon on their special 

knowledge, expertise or experience of the subject investigated instead of being 

randomly selected. This is the common way of sampling for qualitative studies due to 

researchers aim to collect data suitable for the study and does not apply an as high 

number of respondents as quantitative researchers (Bryman & Bell, 2011). 

According to Bryman and Bell (2011) there are three types of non-probability sampling 

which are quota, snowball and convenience samples. Quota sample refers to when the 

sample chosen is based on the reflection of the population. The relative proportions that 

the sample should match could be gender, age, income or other factors. The number of 

respondents is also determined by the population. Snowball sample is when a researcher 

contacts a small group of people that is appropriate for the study and through them 

gather additional participants that also is of relevance to the research area. Convenience 

sample refers to when the researcher collects the sample out of individuals that are 

available for participation. Accessibility of respondents are important when regarding 

convenience sampling, reasons and what is suitable for the type of research. According 

to Bryman and Bell (2011) the downside with convenience sampling is that the result is 

difficult to generalize, as it is a part of non-probability sampling. However, it is time-

saving, cost efficient and foremost convenient for the researcher. 

Bryman and Bell (2011) states that convenience sampling is appropriate for exploratory 

studies, and was also the sampling method chosen for this thesis. The sampling method 

was also appropriate for this research since the sampling took place through the 

restriction that the respondents had to have “liked” a dairy brand on a social media. The 

choice of dairy brands was due to the nature of the product category being of low 

involvement (Atkinson & Rosenthal, 2014) and Sweden having a high consumption of 

dairy products per capita (Statista, 2017b). The different dairy brands that the 

respondents had liked were Arla, Skånemejerier and Lindahls kvarg. There was also a 

limit regarding frequency of updates on social media. The researchers chose to only 

look into dairy brands that updated their social media with new content at least two 

times a week, this with the aim of increasing the chance that the respondents had been 

exposed to the firm generated content from the dairy brand on social media.  
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3.7 Ethics 

During collection of empirical material for a research, there are some considerations 

that should be taken into account towards the respondents of the interviews (Bryman & 

Bell, 2011). Malhotra and Birks (2003) explains that the researcher must show the 

participants respect when doing a qualitative study and it should include protecting their 

anonymity, not mislead, deceive or embarrass them. According to Bryman and Bell 

(2011) the ethical implications that should be taken into considerations is if the 

respondents take harm, the lack of informed consent, privacy invasion or if dishonesty 

is involved. Harm refers to anything that could be an indirect or direct risk to the 

respondents, this includes stress, physical harm, or if the respondent's self-esteem is 

affected negatively (Bryman & Bell, 2011). Lack of informed consent is when the 

participants are not aware that they are taking part in the study. However, this is mostly 

discussed as an ethical issue when using observations rather than interviews (Bryman & 

Bell, 2011). To avoid the mentioned ethical issues in this thesis, the participants were 

informed about what the research aimed to investigate and the purpose of the interviews 

before participating. All participants were informed in the beginning of their interview 

that their participation was going to be held anonymous in order to protect the 

participants. They were also encouraged to ask questions before or during the interview, 

with the aim of reducing the risk of lack of informed consent. It was also clarified that 

the respondent was free to leave whenever if they wanted to.  

 

3.8 Data collection instruments 
3.8.1 Operationalization  

In order to gain empirical material that is considered relevant, the creation of an 

operationalization is an important step when conducting a research. The process of 

operationalization can be explained as the creation of measurable concepts based on 

existing theories (Saunders, Lewis & Thornhill, 2009; Bryman & Bell, 2011). In order 

to present the measurable concepts in a structured and clear way, the operationalization 

is often done in form of a table (Bryman & Bell, 2011). 

Bryman and Bell (2011) include four steps in the process of designing an 

operationalization. The first step revolves around identifying the theoretical insights, 

followed by the second step which is to list potential variables. Out of the listed 
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variables there should then be a selection of which ones to use, which is referring to step 

three. Step four revolves around the collection of data. When regarding an exploratory 

research, which corresponds to the nature of this study, there is also a need for a 

definition of theories from the theoretical framework (Bryman & Bell, 2011). The 

definitions are required in order to be able to reach the final of the four steps in an 

operationalization, which is to collect data. 

The operationalization for this thesis was done in accordance with the four steps 

recommended by Bryman & Bell (2011). After identifying the theoretical insights, 

listing potential variables and then choosing which one to use, the underlying concepts 

of brand image was defined and explained in the operationalization. (Bryman & Bell, 

2011). This operationalization was based upon the summary of the theoretical 

framework which can be found in chapter 2.3. 

The row highlighted in blue contains the structure of the operationalization. The first 

column of the given row contains the theoretical concepts, this is followed by a concept 

definition, an operational definition and lastly the questions connected the theories. 

Certain questions are recurring and are therefore used through more than one theory. 

The operationalization table is shown below in table 2. 

 



Table 2, Operationalization  
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In the context of BRANDS OF LOW INVOLVEMENT PRODUCTS 
B

ra
n
d
 i

m
ag

e 

Theoretical 

concept 

Concept definition Operational 

definition 

Questions 

Types of 

brand 

associations-

Attitudes 

James (2005) and Keller (1993) argue 

that brand attitude can be described as 

consumer's evaluation of a brand. 

Attitudes are the highest level of 

associations and play a vital role as 

they form a basis of consumer behavior 

(Elangeswaran & Ragel, 2014; James, 

2005; Keller, 1993). 

 

To explore the 

overall 

evaluations a 

consumer has 

towards a low 

involvement 

brand affected 

by their firm 

generated 

content on 

Social Media.   

-How come you have chosen to like this brand on 

social media? 

-Describe what you think of the brand that was 

just presented. 

-What is your overall impression of the brand and 

its communication? 

-How do you see this brand in relation to similar 

brands on the market? 

-Are your perception of this brand affected by 

their content on social media, and if so, how? 

 

Types of 

brand 

associations-

Attributes 

Specific features and characteristics of 

a certain product or service, that 

consumers evaluate before making a 

purchase (Keller, 1993). 

There are both product related 

attributes, which refers to physical 

components of a product, and non-

product related attributes which refer to 

intangible features of a product (Keller, 

1993; James, 2005).  

To explore 

which features 

and 

characteristics 

regarding a 

brand with low 

involvement 

products that are 

affected in a 

consumers’ 

mind by the 

-Which features and characteristics would you 

consider positive when thinking about the 

products? How does this affect your perception 

of this brand? 

- Which features and characteristics would you 

consider positive when thinking about the 

products? How does this affect your perception 

of this brand? 

-How have you attained these opinions regarding 

the brand and the products of this brand? 

-How are these features and characteristics 
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brand’s firm 

generated 

content on 

social media. 

affected by their content on social media? 

Types of 

brand 

associations-

Benefits 

The personal value the product or 

service each consumer consider that the 

product or service provides to them 

(Keller, 1993). 

Functional benefits are explained as the 

benefits related to the attributes of a 

product and can be described as the 

tangible values to each consumer when 

using a product (Keller, 1993). 

Experiential benefits are the value 

consumers experience in the actual 

moment when using a product or 

service and refers to the intangible 

value that consumers attain through 

cognitive stimulus (Keller, 1993). 

Symbolic benefits refer to benefits that 

relates to personal values and status for 

the user of a product (Aaker, 1996; 

Elangeswaran & Ragel, 2014; 

Keller,1993). 

To explore 

which values a 

consumer 

considers the 

low involvement 

brand to have, 

affected by their 

firm generated 

content on 

social media. 

 

What do you consider that this product provides 

or may provide to you? 

- Have your perception of what the brand may 

give to you been affected by their communication 

on social media? 

- Which attributes and benefits do you perceive 

from the brands communication on social media? 

 

Favorability 

of brand 

association 

Regards how well consumers believe 

that attributes or benefits satisfies their 

needs and wants (Keller, 1993). 

The degree to which an attribute is 

To explore how 

the firm 

generated 

-Which features and characteristics would you 

consider positive when thinking about the 

products? How does this affect your perception 

of this brand? 
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considered to be important, the higher 

is the level of positive or negative 

feelings towards that attribute, this is 

referred to as the polarity of the 

evaluation (Ajzen, 1975 & Fishbein, 

1976 referred to in MacKenzie, 1986). 

 

content on 

social media 

produced by a 

low involvement 

brand affects a 

consumers’ 

believe that 

attributes or 

benefits satisfies 

his/her needs 

and wants. 

-Which features and characteristics would you 

consider negative when thinking about the 

products? How does this affect your perception 

of this brand? 

-Do you consider some attributes that you 

mentioned to have higher or lower value? If any, 

which ones? 

- Which attributes and benefits do you perceive 

from the brands communication on social media? 

Strength of 

brand 

associations 

Through actively thinking and 

elaborating regarding a brand, the 

strength of associations in consumers’ 

minds are increased (Keller, 1993). 

According to Van Reijmersdal, Neijens 

and Smit (2007) brand image is 

affected by the frequency of exposure 

of a brand towards a consumer. 

To explore how 

strength of a 

consumer’s 

associations are 

affected by firm 

generated 

content 

regarding a low 

involvement 

brand through 

social media. 

 

-Where and how often have you come in contact 

with this brand? 

-Explain how you perceive and what you think 

regarding the brands communication through 

social media. 
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Uniqueness 

of brand 

associations 

Romaniuk and Gaillard (2007) discuss 

uniqueness in terms of consumers’ 

associations to the attributes of a brand 

and that being unique implies that an 

association is made for a specific brand 

only. When a brand has competitive 

advantages in relation to others on the 

market, such advantages are referred to 

as unique selling propositions (Reeves, 

1961). 

 

To explore 

which 

associations a 

consumer 

considers to be 

unique 

regarding the 

low involvement 

brand, affected 

by the firm 

generated 

content on 

social media. 

 

-Where and how often have you come in contact 

with this brand? 

-Explain how you perceive and what you think 

regarding the brands communication through 

social media. 

 

Firm-

generated 

content on 

social 

media  and 

its relation 

to brand 

image.  

 

Firm generated content, referred to as 

marketing efforts by a company on 

social media,   affects and increases 

brand attitudes, which is a part of brand 

image (Schivinski & Dabrowski, 2016). 

Social media also has ability to largely 

affect the perception of brands (Kim & 

Ko, 2012). 

 

To explore how 

the brand image 

is affected by 

firm generated 

content 

regarding a low 

involvement 

brand through 

social media. 

 

- Have your perception of what the brand may 

give to you been affected by their communication 

on social media? 

-Explain how you perceive and what you think 

regarding the brands communication through 

social media. 

- Have your perception of what the brand may 

give to you been affected by their communication 

on social media? 

-Has the advantages / disadvantages been 

affected by their communication through social 

media? 
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3.8.2 Interviewguide 

An interview guide refers to some type of framework referring to what the interview 

should revolve around, working as a helpful document for the researchers during the 

conduction of interviews (Bryman & Bell, 2011). Depending upon the degree of 

structure of the interviews, the interview guide may on one hand consist of reminders of 

subjects that should be covered, and on the other hand include be more details by 

consisting of the questions that will be asked to respondents (Bryman & Bell, 2011). No 

matter the degree of structure of the interview guide, it is important that the interviewer 

takes the role of leading the conversation to revolve around the subjects the interview 

was intended for (Krag Jacobsen, 1993). 

Since the data collection method that was used in this research was semi-structured 

interviews, the structure of the interview guide was of higher degree, and therefore 

included the questions that were based upon the empirical measurements in the 

operationalization. The interview guide that was used when conducting the interviews 

will be visible in appendix A, which may help in strengthening the dependability of the 

research according to Bryman and Bell (2011). 

The content under the headline of empirical measurement in the operationalization table 

shown in table 2 was the foundation for the interview guide. The questions was first run 

through three pre-tests in order to assure that the design of the questions was done in an 

understandable and thus satisfying way for the respondents (Bryman & Bell, 2011). 

Some adjustments were made after opinions from participants of the pre-tests, which 

resulted in the interview guide shown in appendix A. The order of questions asked 

during the interviews did not follow the same structure as in the operationalization 

table. This was done in order to make a more simple structure were the first questions 

regarded the brand in general and its products and then move on to more specific 

questions regarding the firm generated content on social media. 

The interview started by welcoming the respondent, followed by an explanation of how 

the interview will be done. The respondent was informed that if any ambiguity was to 

arise during the interview, they should feel comfortable asking questions. They were 

also informed that their participation was anonymous and optional, they had the 

possibility to leave whenever they wanted to. This was followed by an explanation of 
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what firm generated content was, this in order clarify what the interview would revolve 

around, and where the focus would be. 

Since the respondents were asked to participate in an interview based on the fact that 

they had previously liked a social media page of a dairy brand, which is a brand of low 

involvement products (Atkinson & Rosenthal, 2014), content from that specific dairy 

brand’s social media page was shown to the respondent before the questions was asked. 

This was done in order to remind them of content from the brand, and to make them 

focus on this particular brand for the interview.   

 

3.9 Data Analysis Method 

According to Bryman and Bell (2011) a qualitative research, as this study is, contributes 

with a large and rich amount of data. Because of this, the rich and deep data collected 

needs to be analyzed in a systematic way to make sense of it all. This thesis used the 

data collection method of in-depth interviews which generated a large amount of data. 

Saunders, Lewis and Thornhill (2009) describes that it can be challenging to present this 

kind of data in a structured and clear way. To record in-depth interviews helps in the 

process of not only collecting what the respondent said but also how it was said, which 

also is interesting for qualitative researchers. The aim of an interviewer of a qualitative 

research is to be highly alert during the interviews, ask the respondent follow-up 

questions when necessary and highlight inconsistencies in the answers of the 

respondents during the interviews. Therefore the recording helps in this process of 

keeping the focus on progressing the interview instead of focusing on taking notes 

(Bryman & Bell, 2011). 

After recording the interviews they should be transcribed, a process of writing down 

everything said during the interviews. The transcriptions should according to Bryman 

and Bell (2011) be done as soon as possible after the interviews, in order to then be able 

to start with the coding process which is a starting point of the analysis in a qualitative 

research. The process of coding is done to make the data that is collected during the 

interviews more structured, this in accordance to for example what the data represents, 

which general category the data can belong to and what the data regards. The coding 

process will result in an index of keywords and terms which help the researcher to later 

on interpret the data in relation to theories in a research. There are some guidelines 
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which the researcher should take into account when coding. The process should start by 

only reading through the transcripts without making any interpretations of the answers. 

When reading the transcripts a second time the researcher should start doing notes 

regarding significative claims made during the interviews, which often result in notes 

that are keywords that was used by the respondents (Bryman & Bell, 2011). Bryman 

and Bell (2011) continues to explain how categories can be created out of codes which 

the researcher should try to see connections in between. The researcher should take the 

connections between the categories into consideration, and start thinking about how this 

relate to the theories in the research. How coding of a specific research is done can take 

on many different approaches, and Bryman and Bell (2011) states that there is not one 

correct way to do it. 

To meet the purpose of this thesis it was required to analyze the data that was collected 

for the study. Based on the theoretical framework a qualitative analysis procedure was 

conducted. Because of this, the nine in-depth interviews of this thesis were recorded and 

then transcribed. The transcription process took place shortly after each interview. 

When all of the nine interviews were transcribed the coding process started, a process 

that was influenced by information from Bryman and Bell (2011). The transcriptions 

were first read twice to gain a general overview of the information gathered. The third 

time keywords were highlighted. These keywords were then grouped into different 

categories, and the content under these categories was the foundation for the empirical 

chapter. This chapter was structured in accordance to the structure of the theoretical 

framework. The categories in relation to the theoretical framework created the 

foundation for the analysis of this paper. The last sub-heading in the theory chapter 

regarding firm generated content on social media was included under all of the other 

headings in the empirical chapter, since the aim of the research was to explore how 

social media affected the different building blocks of brand image. Under each 

subheading in the empirical chapter there is also highlighted words or phrases. They 

aim to make the empirical chapter which consists of a lot of information more 

structured and prepare the reader for what each paragraph revolves around. 
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3.10 Quality Criteria 

In order to ensure the quality of research done, there are different criteria which work in 

order to evaluate a study (Bryman & Bell, 2011). Existing concepts that help to evaluate 

a study exists with the purpose of assuring its validity and reliability (Silverman, 2016). 

Depending on the nature of the research, whether a study is of qualitative or quantitative 

nature, the different quality criteria of evaluation is more or less appropriate (Bryman & 

Bell, 2011). Reliability, which is one of the quality criteria that can be used in order to 

evaluate a study (Silverman, 2016; Holme, Solvang & Nilsson 1996), refers to if the 

results of a study are possible to repeat and acquire again. Reliability is closely linked to 

if a study is possible to replicate, which means if another researcher could do the same 

study again. Since these two quality criteria correspond to studies where quality partly 

is measured by how their results can be recreated in new studies, the term of 

generalizability is of importance. Generalizability does in turn correspond to 

quantitative studies since the focus on numbers that quantitative studies have to a larger 

extent are vital in order to be able to generalize any results (Bryman & Bell, 2011). 

Even though replicability is closely connected to reliability that highly corresponds to 

quantitative studies (Holme, Solvang & Nilsson 1996), the prerequisite that can be 

attained in order to make a research as replicable as possible can still be maintained in a 

qualitative study (Bryman & Bell, 2011). Bryman and Bell (2011) states how detailed 

explanation of the procedures taking place when the research was conducted, is required 

in order to make a research replicable. Therefore is the procedures that took place when 

conducting this research explained into great detail, as well as an operationalization 

table where each question is connected to theory in order to increase the possibility to 

replicate the study and therefore also raise the degree of quality of the research. 

In a similar way as reliability corresponds to large extent to quantitative studies, so does 

also the quality criterion of validity. Validity do on one hand regard evaluation of 

hypotheses and if they really measure what they are supposed to measure, and on the 

other hand revolves around how results corresponds to the causal relation between 

variables. Both hypotheses and causal relations between variables indicates for a 

research of quantitative nature (Bryman & Bell, 2011). Guba and Lincoln (1985) which 

are cited in Bryman and Bell (2011) proposed for alternative quality criterions for 

qualitative studies. The different focus in qualitative research where the aim is to get a 

better understanding of a few factors, makes the statistical representativeness, with 
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focus on numbers, less important, which implies for other measurements (Holme, 

Solvang & Nilsson 1996). Holme, Solvang and Nilsson (1996) continues by stating that 

it is impossible to combine statistical measurements with empirical data revolving 

around an in-depth study of an area. As an alternative to quality criterion corresponding 

to quantitative studies, trustworthiness is proposed to be more appropriate for a 

qualitative research (Lincoln & Guba, 1985 referred to in Bryman & Bell, 2011). 

Trustworthiness parallels to reliability and validity by treating the aspects of credibility, 

transferability, dependability (Bryman & Bell, 2011; Saunders, Lewis & Thornhill, 

2009) and conformability (Bryman & Bell, 2011). Credibility, that treats how believable 

the findings of a research area, underlines the importance of conducting the research 

according to good practice and present the results to members of the population and 

social world who where research objects. To present the results to the studied 

population an opportunity for confirmation is offered, which shows if the researchers 

has understood the settings of the studied social world correctly (Bryman & Bell, 2011; 

Saunders, Lewis & Thornhill, 2009). Transferability refers to the degree that the results 

are applicable to other contexts than the one researched. Since qualitative studies has its 

focus on depth of a problem rather than breadth, the results tend to be quite unique for 

the specific area that was investigated. Through adding rich descriptions of the context 

where the research was done, it is possible for others to create an understanding of the 

possibility to transfer the results to other contexts (Bryman & Bell, 2011; Saunders, 

Lewis & Thornhill, 2009). 

The last two aspects of trustworthiness are dependability and conformability. 

Dependability refers to keeping thorough records of every single phase of the process 

behind the research. Through offering all the processes in written form, the possibility 

for others to inspect how the research was done is increased, which should strengthen 

the trustworthiness of the study (Bryman & Bell, 2011; Saunders, Lewis & Thornhill, 

2009). To strengthen trustworthiness even further, the researchers conducting a study 

should not let personal values or thoughts influence or affect the study and the results. 

Attempts to conduct a qualitative study in accordance with these four aspects should be 

the ambition, in order to assure the quality of the research and its results (Bryman & 

Bell, 2011). 
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By adding a detailed description of the conduction of this research, not only was the 

possibility for replication increased, it also made it possible to decide if the thesis was 

done according to good practice, which strengthens the credibility. The results of this 

thesis will in order to strengthen its credibility be published and possible to read by 

anyone interested. The transferability of the thesis was taken into consideration through 

the rich description of the context where the concept of brand image was researched, 

which are found in the introduction and theory chapter. This was done in combination 

with preparing the reader with an understanding of the concepts and context researched, 

which were social media and brands of low involvement products. All processes 

throughout this research have been closely recorded and if not included in the thesis 

itself, it is added in appendixes, in order for anyone interested to read. One of the goals 

throughout this study has also been to maintain an objective perspective,  where one 

example of this is having a wide range of several sources in order to not present 

concepts in a biased way. The ambition with these restrictions and criteria was to keep a 

high quality throughout the research. 
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4 Empirical findings 
This chapter revolves around the primary empirical findings from the in depth interviews. The structure 

of this chapter is in accordance to the structure of the theoretical framework, except from the subheading 

“2.2, Firm generated content on social media and its relation to brand image” which has been included 

under the other headings. This since this thesis aims to explore how firm generated content on social 

affects consumers brand image. By coding and interpreting the empirical findings, words and phrases 

were created in order to give a clear structure of what the empirical chapter revolves around. 

 

4.1 Types of brand associations through firm generated content on 
social media 
 

Growing up with a brand 

“It is something that I am brought up with, Arla is Arla” is partly the answer how 

interviewee number three attained the attitudes towards the brand of Arla. Three 

respondents answered that the brand in question was part of their upbringing and always 

have been a natural choice for them. Respondent two said that the opinions came from 

trying the products of Skånemejerier and liking it, but after a while, the respondent also 

said that through always using the products from that particular brand due to his parents 

buying it. In similarity did respondent number eight said:“Why I choose Arla in specific 

is because I’ve grown up in an environment where Arla is the "correct way”. The 

reason for why all of the respondents had chosen to like the different brands on social 

media in the first place was the same as what had created their attitudes towards the 

brands, such as previous experience from their upbringing or that they are using the 

products today. Respondent number one, eight and nine talked about social media 

reinforcing the sensation of what the product can provide to them. The firm generated 

content was considered more of a reassurance of what the brand stands for rather than 

changing their view. Interviewee number one said: “So it is more like they create a 

broader picture but not another picture”. The majority also said that they were aware 

that they had a strong image of the brand and that little could change their perception.   

Emotional 

The majority of the respondents had emotional ties with the brand that was discussed 

during the interview. Interviewee six stated that the brand Lindahls was perceived as 

colorful and fun, an impression the respondent felt consistent both from the brand itself 

and their communication on social media. When asked about what they thought about 
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the features shown on social media respondent six stated:“They use a lot of different 

settings, usually very colorful, fun and humoristic”. Fun was a recurring theme across 

the respondents in interviews regarding all of the brands, and a third of the respondents 

stated that they thought of the brands as joyful and a fun. Three of the respondents 

stated that an important part of the product was that the cows were being well treated 

and that this knowledge was an important attribute of the product. These three also said 

that the firm generated content on social media had furthered this feeling. Other 

respondents said that they felt an important aspect was that the farmers were treated 

well and that the content on social media furthered this notion as well. Respondent eight 

said that regarding firm generated content from Arla on social media, “The product 

itself are often similar between brands, so then they focus on the things behind the 

product instead”. Interviewee number two did on the topic of the communication on 

social media answered that it gave a happy feeling of the brand Skånemejerier and 

that:“it gives you a really good perspective of like the whole company”. The term 

“cozy” was also brought up when describing the overall social media communication, 

and the products gave nearly half of the respondents a feeling that the product was 

“good to drink” and natural. With the different depictions of “happy cows” and “a 

natural environment” three out of nine stated that they felt the product being healthy and 

natural. Respondent two said that the different parts behind the products and knowing 

that both the animals and producers were treated well was of high importance. When 

asked about similar brands it was stated: “If I try another brand it does not give me the 

same satisfaction” referring to the feeling of consuming a “good brand”. 

Locally depicted 

Throughout the interview, all respondents except three emphasized that the dairy brands 

discussed had an environmental standpoint as their products are locally produced in 

different regions in Sweden. These respondents also talked about that the brands 

showed through their firm generated content on social media that they both took care of 

the animals and the producers behind the products. The focus on social media regarding 

where the products originated from was also discussed. This was something that the 

respondents valued as positive and had changed their perception to more positive than 

before. One example of this is what respondent four said: “I think the main perspective 

of Skånemejerier would be locally produced and taking care of the farmer especially 

with the name and what they represent”. Respondent one, two and four emphasized the 
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fact that the attribute of being locally produced was valued as high and made them think 

positive about the brand. This was also one of the attributes that made them choose 

Skånemejerier. A benefit of buying locally produced products was also stated to be taste 

according to one respondent. 

 

4.2 Favorability of brand associations through firm generated content 
on social media 
 

Appreciated features 

The three respondents which interviews revolved around Lindahls said during the 

interviews that they liked the taste of the products and the variety of different tastes the 

brand offered. These respondents also said they appreciated when Lindahls used their 

communication on social media to communicate when new tastes of their products were 

released. Regarding all of the dairy brands discussed during the interviews, high quality 

of the products was discussed in terms of being an important aspect for the respondents. 

One example of this was what respondent two said regarding Skåndemejerier: “But also 

always when I buy them, there are not any flaws, they have always had like a good 

quality in the texture and overall”.  

 

Focus outside of the product 

The majority of respondents in interviews regarding all of the dairy brands liked that the 

firm generated content on social media was perceived by the respondents as being 

simple and colorful. Respondent two and four, who talked about Skånemejerier, 

discussed how this made them feel happy and that it captured their attention of the firm 

generated content when going through their feed on social media. Respondent two said: 

“Watching the videos makes me happy, and it's always good to be happy. I think it's like 

a good way they communicate, and when scrolling down your newsfeed, and a cow 

standing eating, or with a human, and it looks happy, it gives you positive vibes”. 

Another example of this was said by respondent one, who also discussed 

Skånemejeriers firm generated content on social media and explained that their pictures 

and videos did not focus on their actual products. The respondent's perception of the 

content was rather that the brand of Skånemejerier choose to show how the products 

could be used and the settings around them, for example, a picture of a breakfast table. 

Respondents of interviews regarding Arla also discussed how firm generated content 



  

 

39 

revolved around the usage of the product in combination with the focus on cows, 

farmers and nature. Respondent three whose interview was about Arla said: “I think it is 

important to care for locally produced food” and continued by explaining how the 

brand’s content on social media, therefore, made the respondent get a positive image of 

Arla. Respondents who discussed Lindahls said that their content often focused on 

sports and humoristic content.  

 

4.3 Strength of brand associations through firm generated content on 
social media 
 

Exposure 

When asked where and how often the respondents came in contact with the brand the 

most common place the respondents encounter the brands was through social media, 

which happened approximately two to three times a week. Four out of the nine 

respondents said that they see the brand every time they visit the grocery store, however 

did the five remaining interviewees which interviews revolved around Skånemejerier 

said that it depends upon the supply in the store. The products of Skånemejerier was 

according to the respondents harder to get hold of when visiting grocery stores outside 

the region of Skåne. When regarding how often one come in contact with the brand of 

Arla did respondent three state: “Every day. In the fridge. I think I eat something from 

Arla every single day”. Only respondent one and eight had seen communication from 

the brand on TV or in magazines.  

 

Content in communication 

How the brand’s firm generated content on social media was perceived by the 

respondents was partly answered by respondent three, regarding the brand of Arla: “It 

feels very modern. They try to follow the trends a lot, with focus on organic products, 

health, their material is really good, it is often a good story regarding all messages they 

want to communicate. It feels fun, and not boring”. Regarding Lindahls, respondent six 

said: “I think they use a funny approach, use a lot of colors and focus on training and 

that has been strengthened by their commercials on Facebook that I have seen”. The 

use of colors, humor and simplicity in firm generated pictures and videos on social 

media was an aspect that four of the respondents that discussed Lindahls and Arla 

mentioned and considered as positive. This was one of the reasons why they started to 
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follow them on social media. Regarding Arla and Skånemejerier, respondents discussed 

that they liked that the brands communicated the origin of the products on social media 

and that the brands included animals and farmers in their content. This was one thing 

that respondent two and eight discussed and connected to quality when asked to explain 

how the brands content on social media is perceived, as the brand take responsibility for 

the well-being of the animals and farmers. 

 

4.4 Uniqueness of brand associations through firm generated content 
on social media 
 

“To emphasize what they are” 

When starting to discuss uniqueness between different dairy brands on the market, 

respondent one talked about perceiving Skånemejerier as local and familiar and said that 

the feeling of the brand being small also contributed to perceiving the company as 

familiar. The respondent said: “I think it is the name, and the simplicity in their like 

Instagram- posts, like a lot of children, and cows, and things like that“. The respondent 

further said that through having the region of where the products are produced in their 

brand name, Skåne, they were perceived as small in relation to other dairy brands on the 

market. These traits, which the respondent considered positive, was perceived 

strengthened by the brands content on social media and the respondent said: “Yes I 

think so. They have a better chance to emphasize what they are and what they want to 

achieve, and what kind of image they want to have”. Discussions revolving around Arla 

did also get answers from two respondents where they perceived the brand as familiar in 

comparison to other dairy brands on the market. Respondent six, who answered the 

question with Lindahls in mind, did instead perceive them as focused on training, and 

that they through their colorful communication felt like a fun company, in comparison 

to others on the market.  

Advantages through social media 

One of the questions in the interviews regarded if the respondents considered that the 

advantages and disadvantages discussed about the brand had been affected by firm 

generated content through social media. Six out of nine respondents said first and 

foremost that the advantages had been positively affected through the firm generated 

content social media. Respondent two said: “I don't really think about it affecting me 
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but I think it does. Like in the back of my head”. Respondent three explained that the 

absence of Arla in traditional media such as television made the perception of their 

social media communication to be even stronger. The respondent continued with 

saying: “But through social media you see a lot of fun things and that affects the 

perception of the brand in a positive way”. Even though the focus was on the 

advantages being positively affected through social media, the respondent also said that 

through the brand’s higher focus on health on social media in comparison to other 

communication channels, the view of the brand was changed. In total did five out of 

nine respondents consider social media to strengthen the advantages of the brand rather 

than changing it.   
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5 Analysis 

The following chapter entails the interpretation of the empirical findings in relation to the theoretical 

framework. The aim of answering the four research questions is reflected in the structure of the analysis 

chapter and thus divided into four sub-chapters. 

 

5.1 Types of brand associations 
 

The majority of the respondents mentioned that the choice of brand was inherited and 

originated from family members choosing the same brand during the respondent’s 

upbringing. With a long exposure of a brand, often due to family members, consumers 

tend to care for the brand in a higher regard. The answers from the interviewees’ 

indicated strong emotional ties to the brands and many did not even consider other 

brands in that product category. This could imply a strong attitude towards a brand 

(Schivinski and Dabrowski, 2016) where attitudes can be explained by Keller (1993) as 

the consumer's overall evaluation of a brand.  

 

The closeness of the consumer to the product in geographical terms communicated 

through firm generated content on social media seemed to increase the degree of 

perceived symbolic benefits, which is explained by Keller (1993) as non-product related 

attributes and often relates to personal expression. A geographical closeness seems to 

produce a more personal connection to the brand among the respondents because of the 

increased symbolic benefits. Since the geographical location is a tangible attribute it 

cannot be created but only emphasized. The different dairy brands communicated 

through social media in different ways when emphasizing a feeling of closeness among 

the respondents, an example of how this was done was through firm generated content 

that focused on products being locally produced. This suggests that a depiction of a 

brand of low involvement products that is being communicated as geographically close 

affect consumers positively increases the perception of symbolic benefits and relates to 

the degree of closeness communicated. The value a consumer experience at the moment 

of consumption is explained by Keller (1993) as an experiential benefit. It was 

discovered through the interviews that the experience of the products’ taste was affected 

by the knowledge of the geographical position communicated through firm generated 

content on social media. This points to how consumers perception of symbolic benefits 
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of a brand of low involvement products communicated through firm generated content, 

also can have an affect on consumers perception of experiential benefits of the product. 

   

The perceived symbolic benefit could be seen as the consumers being thoughtful 

regarding the treatment of the farmers and animals behind the product. When 

respondents talked about the products of the brand, they felt that an important issue was 

that the different actors, such as the farmers, behind the company, were well treated and 

that communication regarding this made them feel good. One respondent said that other 

brands did not provide with the same satisfaction when drinking the product due to this 

issue. Other respondents also said that they had gained a humoristic and fun view of 

brands from the firm generated content on social media, which furthers the notion that 

marketing efforts on social media influence the perceived symbolic benefits as well as 

the overall attitudes towards the brand. The notion of the different products having 

similar product-related attributes indicates the importance of the attributes behind the 

product, which captivates the theory of symbolic benefits (Aaker, 1996; Elangeswaran 

& Ragel, 2014; Keller, 1993). This was shown through the answers from the 

respondents, where the perception of the symbolic benefits seemed to increase in the 

minds of the respondents when the firm generated content focused on the attributes 

behind the product rather than the actual product. The tangible attribute of a product is 

defined by Keller (1993) as functional benefits. When functional benefits of products 

are similar to each other, the respondent's answers indicates how the focus of firm 

generated content should focus on the attributes behind the product, which increases 

consumers perception of the symbolic benefits related to the brand.  

 

A pattern throughout the different ways the types of brand associations influence a 

consumer through firm generated content on social media may be seen. Content from 

brands of low involvement products on social media that affects consumers points to 

mainly revolving around geographical closeness, content which the consumers perceive 

as fun and humoristic and when the communication from firms has its focus on 

attributes behind the product rather than on the actual product. This types of content 

suggest affecting consumers personal connection to a brand, which in turn increases the 

symbolic benefits, the experiential benefits and the consumer's overall attitude towards 

a brand of low involvement products. 
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5.2 Favorability of brand associations 

 

Keller (1993) explains that a favorable association is formed through if a need or want 

is believed to be satisfied by a specific product and does in turn form positive attitudes 

towards the brand of the product. The respondents of the interviews liked when the firm 

generated content on social media was used to partly communicate that new tastes were 

released, which can be seen as a product related attribute. The respondents tended to 

have beliefs of how the taste could satisfy their wants, based on what the respondents 

had seen on social media. The respondents also emphasized the fact that they considered 

the product as high quality, which could be considered a non-product related attribute, 

and that this aspect was of importance. The degree to which an attribute is considered to 

be important depends on the level of positive or negative feelings towards that attribute 

(Fishbein, 1976 & Ajzen, 1975 cited in MacKenzie, 1986).  

 

When discussing how the low involvement brands communicated through social media 

the respondents liked that the focus in the firm generated content often was on usage 

situations, such as a breakfast table, rather than the actual product. The content was also 

perceived as positive through communication that the respondent saw as simple and 

colorful. Fishbein (1976) and Ajzen (1975) cited in MacKenzie (1986) explains how 

favorable associations are created through the relation between associations that are 

considered important and positive. This is in line with the answers from the respondents 

regarding how the content on social media showed the story behind the products by 

showing the animals, nature and farmers, which the respondents said was both positive 

and important and thus imply affecting favorable association towards the brand. 

According to Adaval (2003) together with Miller and Ginter (1979) the level of 

importance is dependent upon situation and context and the valuation of associations of 

a brand may differ depending on the specific situation (Day, Shocker & Srivastava, 

1979). This suggests that firm generated content of a brand of low involvement products 

which a consumer perceive as colorful, simple and in some way shows the story behind 

the products creates positive associations in the mind of the consumer, which in turn 

increase favorable associations. The firm generated content on social media where 

possible usage situations are shown, and communication that lets the consumers know 

about new product related attributes does also imply to affect the favorability of 

associations in consumers minds.  
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5.3 Strength of brand associations  
 

Keller (1993) writes that the quality of information communicated, regards what an 

individual think of the information absorbed. He further argues that information that has 

a lot of meaning for the receiver will result in a stronger association in memory for that 

individual. Two of the respondents connected that one of the brands through their firm 

generated content on social media that showed animals and farmers, communicated the 

origin of their brand. This was for the respondents associated with quality of the of the 

brand, since the communication showed the wellbeing of farmers and animals. This is 

supported by Yazdanparast, Joseph and Muniz (2016) social media have a positive 

relationship to the consumer perception of a brand and its quality. Therefore this points 

to that the respondents’ associations have been strengthened as the quality experienced 

through the firm generated content on social media was perceived as important and had 

meaning to the respondents. The importance the respondents felt regarding that brands 

communicated the origin of their brand through showing the wellbeing of farmers and 

animals could also be an indication that consumers believe it is important that 

companies are showing that they are responsible in their way of working. This points 

once more to how firm generated content on social media that shows surrounding 

contexts of low involvement products had affect on consumers. Consumers associations 

points to being strengthened by brands of low involvement products that through their 

firm generated content on social media shows the origin of the brand, which also seems 

to strengthen the perception of quality of the brand. The associations do also indicate to 

be strengthened by content that shows the company in some way being responsible. 

This indicates that consumers perception of symbolic benefits that revolves around 

quality, origin of a brand and responsibility strengthens the associations, since these 

symbolic benefits are considered important. 

  

When talking about how the respondents perceived the content on social media, some 

said that they liked that the brands used colors and that the content was simple and fun. 

This was also one of the reason for why they started to follow the brand on social 

media. According to Lynch and Srull (1982) individuals possessing positive 

associations towards a brand are more likely to absorb new information about the brand 

that are given in positive terms, which also strengthens one’s associations. In 
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accordance to this, one respondent said that the use of colors and a fun approach in the 

brands firm generated content on social media had strengthened the view of the brand 

for that respondent. The respondent's perception of the firm generated content being 

simple and fun furthers the possibility of the respondents absorbing the brands firm 

generated content on social media. 

 

Content that consumers perceive as simplistic seems according to the answers from the 

interviews to strengthen associations of brands behind firm generated content on social 

media. This can be explained through what Keller (1993) states regarding that content 

that matches one’s preexisting thoughts of a brand strengthens the associations towards 

that brand. This points to that communication regarding low involvement products, 

products where the willingness to search for additional information is limited 

(Hoonsopon & Puriwat, 2016), therefore matches the simplicity of communication 

through social media and in turn strengthens the association towards the brand behind 

the product. 

 

It could also be suggested that the content that is considered to be humoristic and 

colourful, supported by Lynch and Srull (1982) who states that positive content is easier 

to absorb, strengthens associations. Associations in the mind of consumers are 

connected to each other, which makes communication that presents stimuli of these 

associations at the same time furthering the strength of associations in the mind of 

consumers (Anderson & Bauer, 1973; Van Osselaer & Janiszewski, 2001). It was 

discussed during the interviews that the communication from one of the brands was 

perceived as both simplistic, fun, colorful and focused on training. The respondent also 

said that this strengthened the image that this individual had towards this brand. This 

points to how content that include several associations could strengthen the consumers 

associations towards the brand in accordance to Van Osselaer and Janiszewski (2001). 

  

5.4 Uniqueness of brand associations 
 

During the interviews did some answers show an indication that firm generated content 

through social media has an influence on the perception of unique association towards a 

brand. As Reeves (1961) states, a brand has to offer something else than other brands on 

the market in order to create a unique association in the mind of the consumers. 
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Through the firm generated content on social media consumers may create their own 

unique associations. Keller (1987) and Burke and Srull (1988) implied the importance 

of creating brands where it is possible for consumers to create unique associations. An 

example of this was that the adding of children and cows in the firm’s generated content 

affected one respondent to describe the brand as local and familiar, which can be seen as 

a unique association in regards to the respondent’s own interpretation. This could point 

towards that through focusing on attributes that revolve the product and in turn 

represents something for the consumer, such as cows and children representing local 

and familiar, symbolic benefits play a role in influencing the uniqueness of associations.   

 

As stated by Keller (1993), an association can be created towards an entire category, 

such as a product category. This creates a problem when that association also is 

employed on several brands since they then interfere with each other (Burke & Srull, 

1988; Keller, 1987). With the interference of other brands in the same product category 

diversification, which according to Reeves (1961) enables the brand to tempt consumers 

into interaction, might be difficult to achieve. Two brands were both associated with the 

term “familiarity”. For one of the brands a respondent said that the brand was perceived 

as local and small in addition to familiarity. The respondent further stated that the 

notion of the brand being small increased the sensation of familiarity. This goes in line 

with Burke and Srull (1988) who underlines the importance of having unique 

propositions in order to create a basis for unique associations. More propositions to 

underline associations therefore points towards influencing consumers unique 

associations in a higher regard. Most of the respondents also stated that advantages were 

furthered by social media. The notion of social media furthering advantages and that 

more than half of the respondents saw it strengthening advantages implies that social 

media could affect the perception of unique association in a positive way. 
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6 Conclusion 
 

In order to fulfill the purpose of this thesis, it has been explored how consumers’ brand 

image of a low involvement product is affected by firm generated content on social 

media. Through the four underlying sub-concepts that together create brand image, the 

findings of this study points to that firm generated content has an influence on 

consumers brand image in various regards. Depending on how the firm generated 

content is designed and what the content includes, various responses are indicated in the 

consumers brand image. The firm generated content communicated on social media 

from a brand of low involvement products is through the findings indicating to have an 

influence on consumers brand image regarding symbolic benefits. Through content that 

gives the consumer personal connection to a brand, which for example may be through 

implicating geographical closeness, content that is perceived as fun and humoristic and 

through content that is putting the focus on attributes behind the products are both 

favorability, strength and uniqueness of associations affected in the consumers brand 

image. Findings point towards that content that the consumer perceives as simplistic and 

colorful, that communicated new product related attributes and focus on usage 

situations instead of the actual product is indicating to increase favorability of 

associations towards a  brand through firm generated content on social media regarding 

low involvement products. 

 

Consumers brand image of a brand of low involvement products are also pointing to be 

affected by firm generated content on social media regarding traits the consumer 

consider important. If a brand has content revolving around something the consumers 

finds important and can be considered a symbolic benefit, the associations towards the 

brand seems to be strengthened, in turn affecting the brand image. A pattern could be 

seen where consumers emphasized symbolic benefits communicated through firm 

generated content on social media in a higher regard when the perceived functional 

benefits between brands were similar. In a similar way does consumer's perception of 

the uniqueness of associations seem to be affected by symbolic benefits as well. This 

suggests how firm generated content of brands of low involvement products 

communicated on social media often seem to affect consumers perception of symbolic 

benefits, in regards to favorability, strength and uniqueness of associations which in 

turn influence brand image. 
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7 Discussion 

7.1 Practical implications  

The findings of this thesis pointed towards that firm generated content on social media 

had an influence on consumers brand image regarding brands of low involvement 

products. Mainly through focus in the content that is put outside the actual product, this 

through for example focusing on humoristic content and usage situations, the symbolic 

benefits, experiential benefits and the overall attitudes directed towards the brands seem 

to be affected by firm generated content. As this study explored how consumers brand 

image was affected by firm generated content on social media, regarding brands of low 

involvement products the findings could be of value for firms with products of low 

involvement. With social media and brand image being concepts important for firms to 

make use of, the findings could work as a guideline for these firms. However, it is 

important to clarify that the absence of previous research of firm generated content on 

social media’s influence on brand image of low involvement products and the 

qualitative nature of this study makes the findings difficult to generalize. The lesser 

focus on the product together with a higher focus on non-product related attributes has a 

greater influence on consumers brand image according to the findings of this study, 

however, this needs further research in order to be applicable to all types of low 

involvement products 

 

7.2 Theoretical implications 

The findings of this thesis indicated that attributes and benefits surrounding low 

involvement products communicated through firm generated content on social media 

had an influence on consumers brand image. Consumers perception of favorability, 

strength and uniqueness of associations points to being influenced when companies firm 

generated content on social media revolves around other traits, such as the geographical 

closeness, than the actual product. The concept of brand image defined by Keller 

(1993), in the context of brands of low involvement products and applied on social 

media, appears to not have been explored in previous studies. How firm generated 

content influence consumers brand image is something that therefore is considered a 

contribution to the field of brand image of low involvement products in the context of 

social media. Existing research mainly covering brand image and social media in 
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general terms (Killian & McManus, Kumar et.al, 2016; 2015; Kim & Ko, 2012; Rohm, 

Kaltcheva & Milne, 2013; Faulds & Mangold, 2009), and consumers of brands of low 

involvement products tend to put a larger focus on a brand’s communication rather than 

products attributes (Nagar, 2015). This knowledge together with how Kumar et. al, 

(2016) and Schivinski and Dabrowski (2016) states that social media can be used to 

further a brand’s communication, gives an explanation of how this study are of value 

because of the theoretical insights. 

 

7.3 Further research  

 

Since this thesis is a qualitative study where the research aims to explain how brand 

image of low involvement product is affected through firm generated content on social 

media, more research is needed in order to investigate this notion further. This study 

used a convenience sample, where the criteria for the participants that was included 

were people that had liked or followed a dairy brand on social media that uploaded 

content at least two times a week. The usage of the low involvement product category of 

dairy brands could have had an impact on the empirical findings and thus the conclusion 

of this thesis. Because of this, the result of this thesis might not be applicable for all 

brands of a low involvement product. It could, therefore, be interesting for further 

research to look at another low involvement product category in order to see if the result 

of this study is applicable or not. This could contribute to a greater depth of the research 

area that this study aimed to explore. To apply a quantitative research approach to test 

brand image of low involvement products together with social media and firm generated 

content could give statistical evidence and test if the result is generalizable. The 

application of another data collection method than in-depth interviews, as was used 

within this thesis, could also prove to be successful in the endeavor to explore additional 

dimensions in this area of study. Focus groups could prove useful in order to distinguish 

new nuances in this field of low involvement products and how brand image is affected 

by firm generated content on social media.   
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Appendices 

Appendix A  

 

Overall 

-How come you have chosen to like this brand on social media? 

-Describe what you think of the brand that was just presented. 

-What is your overall impression of the brand and its communication? 

-How have you attained these opinions regarding the brand and the products of this 

brand? (tveksam, blir typ samma svar som frågan innan) 

-Where and how often have you come in contact with this brand? 

 

Features/Characteristics 

-What do you consider that this product provides or may provide to you? 

- Which features and characteristics would you consider positive when thinking about 

the products? How does this affect your perception of this brand? 

- Which features and characteristics would you consider negative when thinking about 

the products? How does this affect your perception of this brand? 

-Do you consider some attributes that you mentioned to have higher or lower value? If 

any, which ones? 

  

Competitors 

-How do you see this brand in relation to similar brands on the market? 

- Advantages? 

- Disadvantages? 

-What do you think differs between this brand and other dairy brands?  

 

Social media 

-How are the features and characteristics of the brand that you mentioned affected by 

their content on social media? 

-Explain how you perceive and what you think regarding the brands communication 

through social media. 

- Which attributes and benefits do you perceive from the brands communication on 

social media? 



  

 

II 

-How have your perception of what the brand may give to you been affected by their 

communication on social media?  

-Are your perception of this brand affected by their content on social media, and if so, 

how? 

-Has the advantages / disadvantages been affected by their communication through 

social media? 

 


