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Sammanfattning 
I och med Internets framfart har möjligheterna till konsumentdriven distribution av information 
ökat kraftigt. Ett sätt att använda denna inter-konsument strategi är att uppmuntra befintliga 
kunder, eller ambassadörer, att bjuda in vänner och familj till att ta del i företaget. Men hur kan 
företag öka de befintliga kundernas roll i varumärkets expansion, genom att motivera dem till 
konsumentdriven marknadsföring? 
 
Syftet med denna uppsats är att undersöka motiv och incitament som kan få befintliga kunder att 
bjuda in vänner till att bli nya kunder. De empiriska data som samlats in från telefonintervjuer 
och webbenkäter har kombinerats med teorier om varumärkeskapital och inter-konsument 
marknadsföring. För att avgränsa undersökningen har endast motiv kopplade till marknadsföring 
av premium produkter med högt kundengagemang analyserats. För detta ändamål valdes 
Mackmyra Svensk Whisky AB till att utgöra det empiriska ramverket. 
 
Resultaten visade att de motiv som upplevs motiverande varierar från person till person. De 
incitament som identifierats som starkast är att få tillgång till unika produkter, företräde till 
begränsade upplagor, möjlighet att uppleva företaget från insidan, inbjudningar till exklusiva 
evenemang, prissänkningar och att få ”poäng” vilka kan bytas mot sponsorvaror. 
 
En segmentering utfördes utifrån de identifierade incitamenten. Det är sedan upp till varje 
företag att välja ut vilka av dessa segment incitamentsprogram bör riktas till, då detta skiljer sig 
från fall till fall. 
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Abstract 

 
With the internet's rampage, the possibilities for consumer-driven distribution of information are 
massive. One way to use this inter-consumer approach is to encourage existing customers, or 
ambassadors, to invite their friends and family to become a part of the brands success. But how 
can companies motivate existing customers to play a more important role in the brand 
expansion?  
 
The purpose of this thesis is to explore the motives and triggers for existing customers to invite 
friends, to become new customers. This by combining the empirical data collected from 
telephone interviews and web surveys, with theories on brand equity and inter-consumer 
marketing. To delimit the thesis, only motives connected to the marketing of premium products 
with a high customer involvement have been analyzed. For this purpose, Mackmyra Svensk 
Whisky AB was chosen. The empirical delimitation of this thesis is thus the customers of 
Mackmyra.  
 
The results showed that the motives that are perceived motivational differ from person to person. 
The incentives identified as more prevalent than others were access to unique products, priority 
to limited editions, possibility to experience the company from the inside, invitations to 
exclusive events, price reductions and points to exchange for merchandise. 
The identified incentives were segmented. After the segmentation, every company should 
carefully consider which segments to target, as those best suited for incentive programs differs 
from case to case.  
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1 INTRODUCTION 

In this initial chapter, the problem aimed to be solved in this thesis is presented. Based on the 

discussion on the identified problem the purpose is formulated. Also the theoretical and empirical 

delimitations are presented. The chapter ends with a brief description of the structure of the thesis. 

With the internet's rampage, the possibilities for consumer-driven distribution of information 
are massive. In a short time, tremendous "buzz" can be created around a product, over a huge 
geographic area, without any need for the company behind the product to make much of an 
effort (Kaplan & Haenlein, 2011). One way to use this inter-consumer approach is to encourage 
existing customers, or ambassadors, to invite their friends and family to become a part of the 
brand’s success. 

But how can companies motivate existing customers to play a more important role in the brand 
expansion? Is it enough making them feel special? Or do monetary incitements attract more? 
Possibly, the triggers for participating in inter-consumer marketing differ from individual to 
individual. In the existing literature, there are numerous explanations of the drivers and motives 
for engaging in Word of Mouth (WoM), both online and offline. However, no theories have been 
found on engaging customers by invites, rather than buzz. In this thesis, invites is used as an 
umbrella term, including all the activities in which ambassadors invite friends to become 
customers, and hopefully future ambassadors.  The invitation must be honest, in the sense of the 
existing customer being fully aware of his actions (unlike, for example, buzz marketing, where 
customers do not always understand that it is pure marketing). 

1.1 IDENTIFICATION OF PROBLEM 
The invites concept is conspicuous by its absence among academic articles and other literature. 
The body of knowledge in the area as of today consists of only a few success stories where the 
concept of “invitation only” has been proven effective, as well as articles on viral marketing or 
strategies on creating buzz. However, on invites not restricted by a limited number of 
invitations, no theories are to be found. The lack of academic research makes it hard for 
marketers and companies to successfully implement the strategy, as there are no guidelines to 
rely on. 

The existence of success stories, combined with the lack of information about invites as a 
marketing strategy, may result in companies making snap decisions. There is a risk that 
companies are stuck with the trend, without actually having the necessary conditions to create a 
successful invites concept. Thus, a strategy resulting in a success case for one company might 
result in failure for another. 

More research and academic literature is needed to fill the gap in the existing body of knowledge 
regarding the concept of invites. The current theories addressing the subject are relatively 
vague, both for academics and practitioners. It is of importance to further investigate the invite 
concept, to fully benefit from the advantages it can provide.  
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1.2 PURPOSE 
As no basic research seems to exist on the topic, the theoretical focus of this thesis has been on 
integrating theories on brand equity with theories on inter-consumer marketing. The purpose of 
this thesis was therefore to explore the motives and triggers for existing customers to invite 
friends to become new customers. In other words: How to make ambassadors recruit 
ambassadors.  

1.3 THEORETICAL DELIMITATIONS 
The theoretical delimitations of this thesis were mainly based on relevant literature concerning 
brand equity and Inter-consumer marketing. When discussing the concept of brand equity, the 
focus has been on Kevin Lane Keller's theories on Consumer Based Brand Equity as the focus of 
this paper was on the customer perspective. Regarding the inter-consumer marketing theories; 
Word-of-Mouth and viral marketing have been used to understand the underlying motives and 
triggers on forwarding branded content.  The thesis was also delimited by theories on 
Segmentation, Targeting, and Positioning (STP) and Personas. STP was used in the sense that the 
research was carried out by that framework. However, the purpose with the thesis mainly 
concerned Segmentation and Targeting, why Positioning is only briefly mentioned. Personas 
have been used to illuminate the findings from the analysis. 

1.4 EMPIRICAL DELIMITATIONS  
To delimitate the thesis, only motives connected to the marketing of premium products have 
been analyzed. Furthermore, the invites concept demands customer engagement. Thus, to 
conduct the research of this thesis, a company which met the following criteria’s was needed: 

• The company provides premium products 

• The products require a high level of customer involvement 

• Access to a readily available customer base 

For this purpose, Mackmyra Svensk Whisky AB was chosen. The empirical delimitation of this 
thesis was thus the customers of Mackmyra. Mackmyra offers two main categories of products; 
bottled whisky and whisky casks. To facilitate the analysis, the empirical data collection was 
delimited to the latter; the sales of casks. This as a complete customer list existed of the cask 
owners, something that is not possible to keep of the customers who only buy bottles from the 
liquor store. As a list of cask owners exists, contact with existing customers is made possible, as 
well as access to demographic data. Therefore only drivers related to the engagement in cask 
purchases have been analyzed. The data collection will be delimited to focus groups, semi-
structured interviews by phone and an online survey. 

1.5 THE STRUCTURE OF THE THESIS  
Below, each chapter of the thesis is briefly presented. 

Chapter 1: Introduction - This chapter presents information which makes it easier for the 
reader to grasp the coming analysis. First, the company at which the investigation is carried out 
is briefly described. Then the focus of the research is justified. 

Chapter 2: Background – This chapter presents information which makes it easier for the 
reader to grasp the coming analysis. First, the company at which the investigation is carried out 
is briefly described. Then the focus of the research is justified. 
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Chapter 3: Brand Theory – This chapter presents the theories of branding, upon which the 
coming analysis is based. The presentation begins with theories on Brand Equity and STP. The 
chapter ends with a presentation of theories on Inter-Consumer Marketing. 

Chapter 4: Method – In order to effectively conduct research, it is advantageous to have 
thought-out a working structure. This section starts by identifying the paradigm from which the 
study is carried out, thus easing the selection of the appropriate methodology. Then, the 
methods and analytical manners are selected. Finally, discussion is held regarding subjects such 
as validity and reliability. 

Chapter 5: Empirical Presentation – This chapter presents the data which emerged during the 
empirical investigation. First, the information collected during the qualitative phase of the study 
is described. This is followed by a presentation of the quantitative data collected. 

Chapter 6: Analysis – This chapter analyzes the data obtained during the empirical data 
collection. The first part of the analysis is divided into the four categories of brand resonance. 
This is followed by a section on Segmentation, upon which the eight personas are based. These 
are designed to highlight the various incentive types a premium brand might face. The personas 
are then targeted. The analysis ends with a discussion on how to adapt inter-consumer 
marketing to digital channels. 

Chapter 7: Conclusions – This chapter presents the main conclusions to be drawn from the 
analysis made in the previous chapter. The conclusions are followed by limitations of the thesis, 
and ends with suggestions on future research. 
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2 BACKGROUND 

This chapter presents information which makes it easier for the reader to grasp the coming 

analysis. First, the company at which the investigation is carried out is briefly described. Then the 

focus of the research is justified. 

2.1 MACKMYRA 
Mackmyra Svensk Whisky AB (Mackmyra) is a Swedish whisky manufacturer that was founded 
in 1999. One year earlier, eight friends asked themselves why no one made Swedish whisky, as 
the conditions should be perfect. The first few years were spent experimenting to find the best 
recipes. Today the company produces hundreds of thousands of bottles annually. As a new 
distillery recently was inaugurated, the production will increase further in the near future. 

Mackmyra is promoting themselves differently than their competitors, as they focus not only on 
qualitative whisky, but offers a complete “whisky experience”. In addition to the award-winning 
bottles available from the shelf, the company provides activities such as tastings, visits to their 
beautiful "whisky attractions” located on various places in Sweden as well as whisky trips to 
producers abroad.  

The probably most appreciated experience, and the one in focus for this thesis, is the possibility 
for the end consumer to reserve a 30-liters cask. The customer can choose from different recipes 
and types of barrels, to make the ultimate, personal combination. The customer is thereafter 
able to follow the cask from birth until bottling, tasting it annually to take part in its 
development. This concept of selling casks has been available since 2002. 

2.1.1 WHY INVITES? 
In 2011, Mackmyra opened up a new department: International. They initiated the work with 
reaching customers outside of Sweden, not only with bottles, but also with the cask experience 
mentioned above. The campaign ”By Invitation Only” was launched in small scale, as a test, at the 
end of 2011. The concept meant that the potential customer needed an invite in order to reserve 
a cask from abroad. Those invites were accessible from Mackmyra (by asking to be put on a 
waiting list) or from an existing cask owner, who digitally could distribute the assigned invites.  
By the turn of the year 2011/2012 the invites concept was also launched on the Swedish market, 
with the campaign “The First Drops”, offering the first batches of whisky from the new distillery.  

The commitment and willingness to participate and engage in Mackmyra events is large among 
many of the existing cask owners (often called ambassadors). Those ambassadors have been a 
valuable asset when expanding the knowledge about the Mackmyra brand in Sweden. The 
ambassadors have been incredibly good at engaging friends and family to become cask owners, 
and by that: new ambassadors. Mackmyra believe that the engagement can grow further and 
create even stronger links between the customers and the brand, if the ambassadors are those 
who have the power to choose which people that will get the chance to become new cask 
owners. 

The invites concept mentioned above have been one way of testing inter-consumer marketing at 
Mackmyra. In order to successfully work with invites concept in the future, the model must 
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however be built from scratch. The first step is thus to create the right conditions for the 
ambassadors, this way motivating them to further engagement. The company is convinced that a 
stronger commitment among customers can be achieved if they are given the right tools and 
incentives. It therefore needs to be investigated what triggers the ambassadors to forward the 
invites to other potential customers, while still feel like an ambassador rather than a salesman, 
in order for Mackmyra to be the next invites success story. 
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3 BRAND THEORY 

This chapter presents the theories of branding, upon which the coming analysis is based. The 

presentation begins with theories on brand equity and STP. The chapter ends with a presentation of 

theories on Inter-Consumer Marketing. 

There are no theories to be found on using invites as a marketing strategy. As no specific theory 
exists, two theoretical directions have in this thesis been combined to cover the fundamentals of 
invites:  brand equity and inter-consumer marketing. brand equity can add plenty of insights for 
companies aiming to create a strong relationship to their customers. This customer-brand 
relationship is a crucial part of convincing existing customers to engage their friends (Keller et 
al, 2012).  However, to explain how to make the customer move from considering sending an 
invitation to actually doing so, some further theoretical depth is needed. Theories on brand 
equity are therefore combined with theories on inter-consumer marketing. The latter is used to 
enable a more thorough analysis of the possibilities and limitations of the inter-consumer 
marketing processes.  

3.1 BRAND EQUITY 
The concept of brand equity emerged in the 1980s and brought both good and bad news for 
marketers. The good news was that the importance of brands in marketing strategy increased, 
something that earlier had been neglected. The bad news was that the concept has, depending 
on the purpose, been defined in many different ways which have caused a lot of confusion and 
there is still no common view of how it should be defined and measured. (Keller et al, 2012) 
However, the following characteristics, most marketing observers agree to (Keller, 2008): 

• Usually, the differentiation created is based on the added value, shaped by the branding 
marketing activities 

• There are several ways to create such value 

• Brand equity provides a common way of evaluating the marketing strategies and the 
brand value 

• There are plenty of ways for the company to benefit from the brand value 

To truly engage customers, a product must become more than just a product: it must become a 
brand. According to Keller (2008, pp. 5) “A brand is more than a product, because it can have 

dimensions that differentiate it in some way from other products designed to satisfy the same 

need”. The consumers should be educated on ‘who’ the product is, what functions it has and why 
it matters to them. (Keller, 2008) To differentiate the product from its competitors, brand equity 
should be created to build a brand that consumers know about, feel for and have strong and 
unique brand associations to. This depends on three important factors (Keller et al, 2012): 

• Choosing brand elements 

• Integrating the brand into marketing activities 

• Exploiting secondary associations  

Creating strong brands serve several beneficial functions, such as increasing interest among 
customers and creating purchase loyalty (Keller, 2008). The customer interest and loyalty are 
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not only affected by functional aspects; a brand may also be symbolic and a part of building self-
image. This will allow the consumers to define who they are and helps communicating this to 
others. (Keller, 2008, Keller et al, 2012) Both loyalty and self-image are discussed in the 
following section, where the Customer Based Brand Equity Model is presented.  

3.1.1 CUSTOMER-BASED BRAND EQUITY 
From the Customer-Based Brand Equity (CBBE) point of view, focus is on the consumers’ needs 
and opinions. According to the CBBE model, the customers’ knowledge, feelings and judgments 
are what form the brand. When the CBBE is high, the customers are less sensitive for changes in 
price and distribution, and more accepting of new brand extensions. If the CBBE is low, however, 
the opposite occurs. (Keller, 2008) 

To create high CBBE, brand knowledge is critical. Brand knowledge is based on brand awareness 
and brand image. By having a high level of brand awareness, the company ensures that 
consumers consider the brand before purchase. When new associations are created around the 
brand, customers with high brand awareness are more likely to attach to those associations. 
(Keller, 2008) Brand awareness is created by exposing the brand repeatedly to the consumers. 
In addition to repetition, linkage must also be created in memory, in order to improve brand 
recall. Such linkage is especially important when a brand is about to enter a new market or 
category. (Keller et al, 2012) The brand simultaneously needs to hold in memory strong, positive 
and unique associations. The associations must be both desired by the customer and deliverable 
by the product. The desired associations are those feeling relevant, distinctive and believable. If 
the product is perceived likely to perform also in the long term, and the performance is well 
communicated, the associations are deliverable. Associations that live up to those criteria create 
a positive brand image, which together with the brand awareness form brand equity. To 
strengthen brand associations, relevance must exist to the consumer and consistency has to be 
proven over time. (Keller, 2008) 

To be able to answer the questions on how to build a strong brand and what makes a brand 
strong, the CBBE model is a useful tool. By approaching brand equity from the consumer 
perspective, it provides a good view of what brand equity is and how it can be built, managed 
and measured. (Keller et al, 2012). The CBBE model is visualized in Fel! Hittar inte 

referenskälla..  



ME200X 
Louise Andersson, Sara Klingberg

 

Figure 1, CBBE model, based on a model by Keller (2008)

According to the CBBE model, a brand is built in four steps 

1. Identity: Build deep and broad brand awareness. Brand salience is created by help
answer questions like “Who

2. Meaning: Points of parity and points of difference are communicated. By addressing 
performance or imagery, questions l

3. Response: By using either judgment
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3.1.2.1 Security 

 “Trust is the ultimate shortcut to a buying decision, and the bedrock of modern branding” 
(Neumeier, 2006, pp. 11) 

The consumer of today puts a lot of value in trusting a product. It is trust, rather than an 
evaluation of the products features, that will determine whether the customer will buy it or not 
(Neumeier, 2006). By trusting a brand, the customers purchasing decision is simplified. As the 
manufacturer is identified, responsibility can be assigned to the company. This way, feelings 
such as worry or concern can be replaced with safety and self-assurance. (Keller, 2008) 

Trust is related to the risk the customer perceives. A consumer is always exposed to risk when 
purchasing a product. Those risks include (Keller, 2008): 

• Functional risks (does not live up to expectations) 

• Physical risks (danger to the physical health) 

• Financial risks (not worth the price) 

• Social risks (consumption not accepted by others) 

• Psychological risks (danger to the mental health) 

• Time risks (it takes time to find a new product when the first one fails) 

To avoid or handle these risks, consumers tend to buy well-known brands. People of today often 
live stressful, complicated lives, why a well-known brand can simplify decisions, making them 
less time consuming (Keller et al, 2012). Apart from formal ways of providing trust, also the 
design and packaging can encourage conviction. (Neumeier, 2006) 

3.1.2.2 Credibility 

“Building the credibility of a brand is recognized by consumers to be a long-term and continuing 

investment by the firm” (Sweeney & Swait, 2008) 

A brand that is credible has good judgments among customers. The credibility depends on three 
factors (Keller, 2008): 

• Perceived expertise 

• Trustworthiness 

• Likability 

The perceived expertise is about being seen as a market leader while resting on opinions such as 
innovativeness and competence. When the brand is trustworthy, on the other hand, it is 
dependable and rests in the mind of the customers. This is quite similar to security, which is 
presented above, but on a more emotional stage. A likable brand is fun and encourages spending 
time on. The customer should be amused and cheerful. (Keller, 2008) By extension, the brand is 
an incarnation of the company credibility, why high credibility not only benefits the actual 
brand, but also the entire company (Sweeney & Swait, 2008). 

3.1.3 BRAND RESONANCE 
Brand resonance rests at the top of the CBBE-pyramid. When working with brand resonance, the 
goal is to reach a high level of identification when the consumer interacts with the brand. 
Success cases, where the brand is seen as an important ingredient for the customers’ self-image, 
are Harley Davidson and Apple where the psychological bond between the brand and the 
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consumer are strong. When brand resonance exits, the customer may not only purchase 
repeatedly, but also actively search for information and sometimes even seek other loyal 
customers. (Keller, 2008 & Keller et al 2012) 

There are four categories of brand resonance, each explained below (Keller, 2008): 

• Loyalty 

• Attachment 

• Community 

• Engagement 

The part of brand resonance regarding the strength of the attachment and communal feeling can 
be discussed in terms of intensity. How often the customer engages in such activities and the 
regularity of purchase however, is measured by activity. (Keller, 2008) 
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3.1.3.1 Loyalty 

“Brand loyalty is one of the many advantages of creating a positive brand image and of having 

brand equity” (Keller et al, 2012, pp. 91) 

Loyalty is based on two fundamentals: How often the consumer buys the brand, and what 
amount is bought (Keller, 2008). To achieve actual loyalty and resonance, the expectations from 
the customer must be met, and preferably exceeded. The evaluation of how well a product lives 
up to its functional expectations is called brand performance. (Keller, 2008) For the brand to 
reach a high brand performance, the following attributes and benefits must be addressed 
(Keller, 2008): 

• Primary ingredients and supplementary features 

• Product reliability (performance over time), durability (the expected economic life), and 
serviceability (ease of reparation) 

• Service effectiveness (satisfaction of service requirements), efficiency (speed and 
responsiveness of service), and empathy (trusting and caring service) 

• Style and design (sensory aspects, like looks, feel, sound etc.) 

• Price 

Historically, brand marketers have made a lot of effort understanding the consumer behavior 
and investing in consumer research to create effective messages with the aim to capture the 
target audience. These efforts have not been focusing on segmenting according to individual 
consumer behavior, but rather on markets (Hlavinka & Gomez 2007). Sustainable growth can be 
created, with a high level of customer loyalty towards the products and brands, by the 
transforming casual customers into brand advocates. (Hlavinka & Gomez 2007) 

According to Rick Ferguson (2008), one thing to keep in mind when discussing loyalty is that the 
difference between transactional loyalty and emotional loyalty often is overseen. Companies are 
trying to get their big-spenders to recommend their products to friends, but emotional loyalty is 
not based on purchasing behavior or demographics. ”Just because I spend a lot of money with you 

does not mean I have the personality to talk about you to my friends” (Ferguson, 2008, pp. 182). 

To ensure that only the right customers are targeted with offerings on inter-consumer 
marketing, it is necessary to segment the customers according to their value and potential 
(Hlavinka & Gomez, 2007). The lifetime value of a loyal customer can be gigantic based on all the 
products bought over the customers’ life-time. The customer may also cause Word-of-Mouth to 
friends and family, which may generate new customers, which further add to the value (Keller et 
al, 2012).  

For brand resonance to occur, loyalty is critical. However, it is not enough. A customer who is 
loyal due to lack of substitutes does not lead to resonance. To reach true brand resonance, the 
decision must be based on attachment to the brand. 

3.1.3.2 Attachment 

“Brand attachment expresses the consumer’s desire to maintain, through brand consumption, a 

nostalgic connection” (Belaid & Behi, 2011, pp. 3) 

A customer who not only holds a positive attitude towards the brand, but also sees the brand as 
something special, is attached to the brand (Keller, 2008). An attached customer could, for 
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example, describe the brand as a favorite gadget. The customer typically loves the brand and 
would miss it if it was no longer available. To an attached customer, the brand is far more than a 
product. Many companies focus on reaching customer satisfaction, which might be seen as a 
proof of attachment. However, a satisfied customer might still change to one of the competitors. 
To ensure loyalty, the customer must be more than satisfied, it must be attached (Keller, 2008).  

The conceptual and operational definitions of brand attachment are still relatively vague and 
therefore difficult to apply to the practice of brand management. Nevertheless, it is an 
established inspirational approach on building relationships with customers. According to 
Whang et al (2004), who first conducted a systematic investigation of how passionate love can 
lead to brand attachment, there are four main indicators: 

• The physical chemistry between the consumer and the brand is right 

• The consumer and the brand feel meant for each other 

• The brand fits the ideal self-image of the consumer 

• The consumer feels miserable if the brand is not available 

3.1.3.3 Community 

One way to make the consumer even more attached to the brand is by creating a feeling of 
community. That the customer has a feeling of deep belongingness to other people connected to 
the brand goes hand in hand with the identification to the brand itself. This affinity can be 
created with other customers, employees of the company et cetera. A community can be 
established both online and offline. (Keller, 2008)  

The well-known brand Harley Davidson has succeeded in building brand communities. When a 
customer buys its first motorcycle, a one-year free membership, emergency road service and 
access to a members-only website are included. All of this to create a community for the 
customers that make them feel special and gives them feeling of belongingness. (Keller et al, 
2012) 

3.1.3.4 Engagement 

When the interest in the brand results in the customer being willing to put time, money or other 
commitments to the brand, in addition to those required for the purchase, the customer is 
engaged. Examples of such involvements are when the customer joins a club of ambassadors, 
voluntarily signs up to receive a newsletter, participates in discussion forums about the brand, 
and so on. An engaged customer is the ultimate aim, as such customers are interested in actively 
learning more about the brand and following it closely. Engaged customers may also serve as 
walking billboards, as they are proud ambassadors, willing to wear merchandise and talk about 
the brand. (Keller, 2008) 

A good example of a company with a high level of engaged customers is Skandiabanken Norway, 
an Internet bank with loyal customers working as ambassadors. The company actively welcomes 
complaints and promotes dialogues with the kind of customers that usually do not complain to 
the company, but instead leave or tell friends and families about their dissatisfaction. The CEO of 
Skandiabanken talks about the concept “world class listeners” and welcomes suggestions for 
improvements. Having the customers work as ambassadors, who actively talks warmly about 
the brand, have resulted in that approximately 80 % of the new customers coming from 
recommendations. (Keller et al, 2012) 
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3.2 STP 
STP stands for Segmentation, Targeting and Positioning, and is according to Uggla (2006, pp. 
106) “The holy trinity of marketing”. These three cornerstones are the essence of strategic 
marketing (Kotler and Keller 2006) and together they form a triangle where all the sides are 
dependent on each other to obtain maximal strength, as shown in Figure 2, the STP triangle 
(Uggla, 2006).  

 

Figure 2, the STP triangle, reproduction based on a model by Uggla (2006) 

While segmentation and targeting answers the questions of who to reach and where to reach 
them, positioning regards what to communicate to be successful in the offering to the target 
groups. (Kotler & Keller, 2006) 

Every customer is unique and reacts differently to different types of marketing. It is therefore 
impossible to reach out to all consumers through the same channels with the same offer. 
Humans are triggered by diverse types of offers and the demand can vary greatly from 
individual to individual. (Kotler & Keller, 2006)  

To get a clearer picture of the market, the first step is to divide consumers into manageable 
groups; segments. According to Aaker (2005), segmentation is the key to competitive advantage. 
Segmentation concerns finding common denominators and variables (Uggla, 2006). Which 
criteria’s that are chosen to segment the population can vary greatly and is only restricted by the 
imagination and the available data (Kotler & Keller 2006). For the segmentation to be useful, 
however, it is important to distinguish the different segments from each other (Uggla, 2006). It is 
not uncommon to segment the population based on demographic variables such as gender, place 
of residence and age, but it can also be based on more abstract variables such as values and 
lifestyles. According to Uggla (2006), each segment can be seen as a position on an imaginary 
demand curve where meaningful offers are sought, to customers with different purchasing 
power and preferences. 

After having divided the population into segments, it is time to examine them in more detail and 
determine which segments to focus on (Kotler & Keller, 2006). The relevant segments are tied 
together with the right kind of consumers (who might be entitled to the offer) to find the right 
target groups (Uggla, 2006).  

When the segments have been evaluated and target groups have been selected, positioning 
decisions can be made. The positioning is about communicating the brand to the target groups in 
a unique way, and to put the brand in relation to its competitors, explaining its superiority. The 
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position should be clear and express which demands it satisfies and to which category it belongs.  
(Uggla, 2006) According to Kotler and Keller (2006) positioning regards designing the right offer 
and image of the company, to get a distinct, valued place in the minds of the target consumers. 

3.3 INTER-CONSUMER MARKETING 
By using unusual or flashy advertising, dispersed attention may be reached. However, this often 
results in lack of awareness and that consumers are not convinced how the brand is unique and 
why it should be bought. (Keller, 2008) In the last decades, the sharing of information between 
consumers has increased in importance for market researchers, as it has been shown that this 
kind of information sharing significantly influences the consumers’ behaviors and attitudes 
towards products and brands. According to Kaplan and Haenlein (2011), this sharing among 
consumers can be up to seven times more effective than printed advertising, when it comes to 
decisions on switching between brands. 

There are many forms of inter-consumer marketing; two of these are Word of Mouth and its 
digital equivalent viral marketing, these are both presented in the following sections. 

3.3.1 WORD OF MOUTH 
Word of Mouth (WoM) is a far from new concept. Over the years, many companies have used 
inter-consumer based communication methods to spread information and create buzz. WoM is 
when non-commercial parties share information. It is both reliable and low-cost, which has 
resulted in the concept for ages has played an important part in marketing and in affecting the 
attitudes among consumers. (Lim & Chung, 2009) Brands recognized by other consumers as 
good and favorable are more likely to be bought, as recommendations can shorten the decision 
making time and simplify the actual choice (Keller et al, 2012). 

To enable effective marketing, knowledge about the audience is needed. They need to be 
identified, as well as their behavior. One way to do so is to offer optional programs, encouraging 
further engagement. Valuable customers should be placed in segments and targeted. The 
company can then award them a status of special ambassadors, giving them access to loyalty 
programs or other exclusive offers. (Ferguson, 2008) 

It is important not to over think the purpose of WoM and not try to make it more complicated 
than it really is. When the customers have bought the product, invested in the company and 
want to connect, it is important to let them. To open up for true customer loyalty, the 
communication must provide the consumer with an opportunity of identification or dialogue. 
Access must be given to customer data, enabling the company to target and engage the segments 
that generate most value. (Ferguson, 2008) The openness that is created by interacting with and 
listening to the customers will alone have a big impact on customer loyalty. (Ferguson, 2008) It 
is valuable to listen to the customers’ suggestions. By letting them know that their opinions have 
been taken into account, and maybe even been implemented, plenty of loyalty can be generated. 
Customers willing to talk about the brand with friends and family, and who will come up with 
suggestions for improvements on the products, are the most loyal ones. (Ferguson, 2008) 

To invite the most talkative persons to special events can get the customers more active and 
closer to the brand (Ferguson, 2008). “To succeed in word-of-mouth marketing, you need to find 

that segment of really ardent fans and create special programs and tools that will empower them 

to share that enthusiasm” (Ferguson, 2008, pp. 181). 
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Some companies offer incentives, such as discounts, to encourage existing customers to attract 
new ones. However, the compensation may act counterproductive if the potential new 
customers are aware that such compensation exists (Phelps et al, 2004). 

People are more motivated to engage in WoM if the product is relevant for building the self 
image, rather than if the product is of utilitarian nature (Chung & Darke, 2006). There are 
categories where the brand personality and the user imagery are very important in consumer 
decisions and more likely to be related; cars, alcohol and cosmetics are a few examples of this. 
The consumers choose brands that match their personality or desired self-image (Keller et al, 
2012). 

3.3.2 VIRAL MARKETING 
As the Internet is becoming more prominent, its impact on WoM keeps increasing. The 
electronic form of WoM is called viral marketing. In viral marketing, messages concerning 
brands, companies or products are spread, often by social media channels (Kaplan & Haenlein, 
2011). While many theories and articles use WoM and viral marketing almost synonymously (as 
described above), Ferguson (2008) argues that while viral marketing is the cause (creating buzz 
and awareness), positive WoM is the effect (which leads to consumption). To fit the category of 
viral marketing, two conditions need to be fulfilled: the reproduction rate has to be greater than 
one and the information has to be spread through the use of social media applications. (Kaplan & 
Haenlein, 2011).  

Recipients of e-mails tend to delete mails sent from a company, while they instead are likely to 
open an e-mail sent from a friend, despite business information content (Phelps et al, 2004). 
People are also more receptive to information forwarded from friends than information from 
traditional marketing channels. While the mass media mainly tells about a product, the 
communication between consumers is more convincing and honest, as the dissemination of 
information between customers is pro-social rather than pro-business (Phelps et al, 2004). Pass 
along e-mails can also encourage face to face contact and phone calls, which further extends the 
diffusion of information (Phelps et al, 2004). However, as soon as there is interaction between 
consumers, there is always a risk that negative thoughts and opinions are disseminated (Phelps 
et al, 2004). Another downside with viral marketing is the limited possibility of adequate and 
effective measurement (Ferguson, 2008). 

3.3.2.1 Generate emotions 

Viral Marketing is better suited for some situations than others. Forwarding e-mail is 
particularly appropriate when the sender wants to convey pictures or other content too detailed 
to describe (Phelps et al, 2004). The message must, however, either contain something really 
interesting or presumed likable to be passed on (Phelps et al, 2004). The most effective 
messages are those that generate an emotional response in the receiver.  The emotions can be 
both positive and negative. Combined with a factor of surprise, the messages are more likely to 
be efficient (Kaplan & Haenlein, 2011). This means that the companies creating the e-mails 
should address strong feelings, such as humor, fear, sorrow and similar, as e-mails conveying 
such feelings are likely to be forwarded (Phelps et al, 2004). Using true stories or rumors usually 
works better than regular advertising (Kaplan & Haenlein, 2011). Another prerequisite for the 
sender to forward the message is that it is not thought to be something that everyone are 
already aware of; it has to be something new (Kaplan & Haenlein, 2011). 
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3.3.2.2 Sender and Receiver 

When deciding what people to initially send the marketing e-mail to, it is crucial to target the 
right audience. E-mails containing information about a company is often viewed as spam with 
one obvious exception: when the sender is a friend. The receiver will then assume that the email 
has been forwarded for a good reason. (Phelps et al, 2004). Friends are seen as neutral and 
impartial, why getting marketing messages from a friend both reduces the risk and the decision 
making time (Kaplan & Haenlein, 2011). A lesson to draw from this is that it should be clearly 
stated that the e-mail has been forwarded by a friend, not sent by a company. The risk of the e-
mail being deleted is reduced further if the sender personalizes it to make it feel more unique. 
Pass along e-mails can be made more personal if they are sent to one person at a time, if a 
personal written text is included or if the subject line is changed (Phelps et al, 2004).  

People with Internet knowledge tend to forward e-mails much more frequently than others. 
However, inexperienced Internet users can constitute additional potential as they are very 
careful in their choice of recipients and the personification of the e-mails. Their value to the 
marketer should therefore not be underestimated (Phelps et al, 2004). 

It is worth remembering that if the price is too high, the product is bad or distribution 
insufficient, no buzz in the world will help increasing the sales in the long run. The viral 
marketing may provide new buyers, but if their expectations are not met, they will not make a 
second purchase (Kaplan & Haenlein, 2011).  

3.3.2.3 Motives and Triggers 

It is important to understand the motives, attitudes and behaviors behind forwarding e-mails to 
use the channel effectively in marketing. Otherwise it is difficult to influence the behavior and 
reach individuals (Phelps et al, 2004). The recipients who will find the information interesting 
must also be identified. This task is simplified if there is an internal list of customers, who have 
chosen to receive e-mail updates (Phelps et al, 2004). To know what motivates the target group 
to forward information online, it is of high importance for the company to find a communication 
strategy that appeals to the key triggers for customers to forward information (Ho & Dempsey, 
2008). 

Only a small share of consumers refuse to forward branded content to their friends and as many 
as 40 % are likely to share such content (Ferguson, 2008). One reason for this is argued to be 
that people at large enjoy talking about brands. Just during the everyday discussions, people 
tend to mention 20-30 brands. People like making recommendations and discussing products. 
(Ferguson, 2008) Hence, the challenge for companies is not to get the customers to talk about 
brands, it is to make them talk about the company’s brands (Ferguson, 2008).  

Senders of pass along e-mails may use it as a mean to build or reinforce a network (Phelps et al, 
2004).  The desire to connect to others is the most usual reason to forward e-mail (Phelps et al, 
2004). Ho and Dempsey (2008) on the other hand, mean that belongingness is not one of the 
major motivators to forward online content through e-mails. Instead, they argue that using 
social networking sites may be a better way of satisfying social needs, such as staying in touch 
with people and establishing new relationships. Improving the self-image is another important 
motivator to participate in viral marketing (Ho & Dempsey, 2008). They also argue that altruism 
can be one of the triggers for forwarding online content. To help others and share information 
regarding marketplace decisions is a way to express friendship and love (Ho & Dempsey, 2008). 



ME200X 
Louise Andersson, Sara Klingberg 

18 
 

This is also acknowledged by Kaplan & Haenlein who claim that by getting a feeling of helping 
others from sending viral marketing e-mails, the sender can improve the self-confidence (Kaplan 
& Haenlein, 2011). 

In the area of viral marketing, and especially e-WoM, the impact of source credibility is far more 
complex than traditional WoM. E-WoM makes it possible for people who are not interested in a 
product to forward the information to a friend they think would have interest in the product. It 
is not clear how this is perceived by the receiver, and if the message would have been more 
appealing to the receiver if it were sent from traditional marketing channels or even the 
company itself. (Ho & Dempsey, 2008) 

3.4 QUESTION FORMULATION 
To truly engage customers, a product must become more than just a product: it must become a 
brand. By creating brand equity companies can build strong brands that customer know about 
and feel for. There is no doubt that WoM and viral marketing are powerful and effective ways of 
building brand awareness. Their impact on consumer behavior is something that no longer can 
be neglected by marketers. If treated carefully, building strong relationships with customers can 
lead to positive inter-consumer marketing, which in return will have a large impact on the 
success of a brand. This thesis therefore aims to answer the following questions: 

• What motivates the existing customers to act as ambassadors and invite their families 
and friends to become new customers?  

o Monetary? 
o Make them feel special? 
o Access to limited editions? 
o Et cetera 

• How can a company make the customer move from consider inviting a friend, to actually 
doing so? 

Based on the answers to the question above, a discussion is held on how a company can build 
and nurture the relationship to its customers. A short discussion is also held on how a company 
can adapt such motivating invite programs to digital channels. 
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4 METHODOLOGY 

In order to effectively conduct research, it is advantageous to have thought-out a working 

structure. This section starts by identifying the paradigm from which the study is carried out, thus 

easing the selection of the appropriate methodology. Then, the methods and analytical manners 

are selected. Finally, discussion is held regarding subjects such as validity and reliability. 

4.1 SCIENTIFIC PARADIGM 
A scientific paradigm is a philosophical framework aimed at guiding how scientific research is 
conducted. Initially, only one paradigm existed and every research relied on it. However, both 
the world and research have evolved, this has changed. In line with increased knowledge, new 
paradigms arise. Sometimes, these are used in parallel, sometimes paradigm shifts occur. Today, 
two main paradigms exists; Positivism and Interpretivism. (Collis & Hussey, 2009) 

Positivism originated from natural sciences. In positivism, reality is seen as singular and 
objective, unaffected by the investigators. This paradigm heavily relies on logic and uses 
empirical research to develop theories in order to understand social phenomena. The research 
process involves a deductive approach with hypothesis testing. Since the social phenomena 
according to a positivistic view can be measured, positivism is mainly based on quantitative 
methods of analysis. (Collis & Hussey 2009) 

Interpretivism originated from criticism of positivism. The interpretive paradigm examines a 
phenomenon within a certain context and rests on the assumption that the social reality is 
subjective and affected by the act of investing it (Collis & Hussey, 2009). Advocates of the 
paradigm mean that the phenomena should be given room for interpretations and subjections. 
According to this view, reality is built inside the mind of the observer. The researcher interacts 
with what being observed and the act of investigating social reality will therefore affect the 
actual result. Research based on the interpretivistic paradigm is aiming at understanding and 
describing the deeper meaning of phenomenon in the social reality, rather than determining the 
frequency of the phenomenon’s occurrence.  (Collis & Hussey, 2009) 

4.1.1 PRIMARY AND SECONDARY DATA 
When conducting research it is important to distinguish between the different types of data that 
is being collected. Data can be collected from primary or secondary sources. Primary data comes 
directly from the source and is collected by the researcher for the purpose of the thesis, through 
methods such as experiments, surveys, focus groups etc. Secondary data on the other hand 
comes from existing sources, already available when starting the research, such as internal 
records or publications (Collis and Hussey 2009) 

4.1.2 QUALITATIVE OR QUANTITATIVE APPROACH 
Although the positivist paradigm is clearly linked to quantitative research, while the 
interpretivistic instead is associated with qualitative research, these two approaches move over 
the paradigm boundaries. A quantitative approach usually involves collecting quantitative data 
that is later analyzed by using statistical methods. However, the collected data could also be 
qualitative, but with the aim to be quantified. A qualitative approach, on the other hand, is based 
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on collecting qualitative data and analyzing it by using interpretative methods. (Collis & Hussey, 
2009) 

It can be misleading to refer to a research as either quantitative or qualitative. Rather, it depends 
on how the researcher chooses to design the study, the nature of the research problem and the 
type of data available. Both approaches can be useful together in larger studies, as they can 
contribute in different ways to gain understanding (Collis & Hussey 2009).  

4.1.3 DEDUCTIVE, INDUCTIVE OR ABDUCTIVE 
When studying a particular phenomena there are two general approaches to choose from; 
inductive or deductive. The selected approach should be the one that best serves the purpose. 

Deductive research is referred to as “moving from the general to the particular”. When 
conducting deductive research, a theoretical structure is developed from empirical observations. 
The outcome of the observations is usually a data collection of variables that are important to 
the conceptual structure.  

Inductive research is the opposite of the deductive method. In an inductive study, knowledge 
instead moves from specific to general. Theories are developed from empirical observations of 
reality, which then leads to statements of general patterns. (Collis & Hussey 2010) 

There is also an intermediate between the inductive and deductive research approach called 
abductive research. Abduction enables a more data driven theory generation and is therefore 
less theory driven compared to deduction. But unlike induction, abduction accepts existing 
theories and might therefore provide a bigger amount of theoretical strength to the case 
analysis. (Järvensivu & Törnroos, 2009) Dubois and Gadde (2002) claim that much of the 
literature of today does not take this intertwined process in account and tend to look at the 
research process in a linear way. Hence, when using abduction, the researcher shifts between 
empirical observation and theory, which increases the understanding of both theory and 
empirical phenomena (Debois & Gadde, 2002). 

4.2 METHODS 
When the scientific paradigm of the research is identified, as well as the approach for conducting 
the research, the methodology is to be chosen. The methodology should reflect the philosophical 
assumptions set by the chosen paradigm and determines which research strategy to be used in 
the study. 

4.2.1 CASE STUDY 
This methodology is often suitable when the focus is on contemporary events (Yin, 2009). Case 
studies are also useful when studying single phenomena in a natural setting. When working with 
case studies, it is crucial to be aware of the context. For the case study to be successful it is also 
necessary to understand both the single setting on which the research is conducted, and its 
dynamics (Collis & Hussey, 2009). To fully take advantage of the tools case studies provide, 
detailed information needs to be collected on the case and its surroundings. The best way to 
learn all the details is to combine several data collection methods (Eisenhardt, 1989). Therefore, 
methods like archive searching, interviews, questionnaires and observations are often used 
together in a case study to collect data (Collis & Hussey, 2009). 
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There are three main characteristics that describe case studies (Collis & Hussey, 2009): 

• The aim of the research is not only to investigate the single phenomena, but also to 
understand it in a certain context 

• There are no questions about the limitations of the study that needs to be answered 
when the research is initiated 

• Multiple methods for collecting data are being used in the research and can be both 
qualitative and quantitative 

4.2.2 PERSONAS 
“One of our most important insights into persona projects is that the devil is always in the details” 
(Adlin & Pruitt, 2010, chapter one) 

By using a specific, fictitious representation of a targeted group of users, personas are made. A 
persona gives the targeted users a common face, which if created successfully, is engaging and 
memorable (Adlin & Pruitt, 2010). The personas are therefore a way to bring the user profiles to 
life. The personas are not descriptions of real people, but are created from a number of users 
who have been participating in different data gathering exercises (Sharp et al, 2007). This way, 
the company is given a common way of discussing the user profiles and effective design becomes 
easier, as not only the typical customer is visualized (Adlin & Pruitt, 2010). The personas are 
described in detail and are defined by the goals of that specific persona. Apart from the goals, the 
description of the persona should also include a portrayal of the pretended user’s attitudes, 
tasks, skills and environment (Sharp et al, 2007).   

For personas to be an effective tool, they must be based on data, rather than on assumptions. 
Communications on the personas must be well thought-out and be spread throughout the 
organization. (Adlin & Pruitt, 2010) 

Adlin and Pruitt (2010) have created a tool for persona design: The Persona Lifecycle (Figure 3). 
This consists of five phases: 

• Family planning: Identify what problems to solve and what data that is available 

• Conception and gestation: Create personas from assumptions and data 

• Birth and maturation: Teach the organization about the personas 

• Adulthood: Have the personas in mind when developing and evaluating the product 

• Lifetime achievement and retirement: After have used the personas for a while, make 
an evaluation and decide whether to reuse or retire them 
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Figure 3, the Persona Lifecycle 

Even though this is a cyclic process, the final phase is not necessarily immediately followed by a 
new cycle, beginning with the first phase. Instead, personas can be culminated or reused, which 
does not require going through all the steps again. (Adlin & Pruitt, 2010) 

The most important steps of the cycle are conception and gestation, and adulthood (Adlin & 
Pruitt, 2010). In this thesis however, the focus is on the first two phases of the cycle, as the 
purpose is to identify the motives and triggers, not to implement changes in an organization. 
Therefore, those two phases will be described in more detail than the other three. 

FAMILY PLANNING 

In the family planning phase, plans and strategies for creating the personas are decided. This 
includes setting up goals for the persona usage. Such goals preferably include measurable 
business goals, brand goals, user experience goals (expressed as coming from the mouth of the 
customer), differentiators and value propositions. By creating clear goals, it is possible to 
measure the ROI after finishing the projects the personas are used for. (Adlin & Pruitt, 2010) 

In this first phase, the organization is used as the researching base. The problems to be solved by 
creating personas are identified, as well as the sources of data to build the personas on. The best 
personas are based on data origin from several sources, preferably both of qualitative and 
quantitative nature. (Adlin & Pruitt, 2010)  

PERSONA CONCEPTION AND GESTATION 

After the family planning the persona conception and gestation phase begin. In this phase, it is 
decided how many personas that are needed (usually three to five), what descriptive elements 
to use and how to prioritize the personas. This is also the phase in which the raw data is 
transformed into a set of actual personas. (Adlin & Pruitt, 2010) 
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The phase has six steps, where the first three regards conception and the last three are based on 
gestation: 

1. Identify ad hoc personas: Create personas based on the organizations assumptions on 
the customers 

2. Process data: extract data and identify relationships 
3. Create skeletons: Identify categories and subcategories, make list of characteristics 

4. Prioritize skeletons: Evaluate the skeletons based on feedback from stakeholders, 
decide which skeleton the personas should be developed from 

5. Develop selected skeletons: Give the personas life by adding data and storytelling to 
the skeletons 

6. Validate the personas: Make sure that the personas reflect the data they are based on 

PERSONA BIRTH AND MATURATION 

After creating the personas, it is time to let them interact with the surroundings and keep 
evolving. This is when the personas are introduced to the product team. Minor changes might be 
made on the personas, due to this introduction. (Adlin & Pruitt, 2010) 

PERSONA ADULTHOOD 

In the adulthood phase, not only the product team, but the whole organization is using the 
personas. The personas are integrated into the existing processes and help planning, designing 
and developing marketing efforts and sales strategies. (Adlin & Pruitt, 2010) 

PERSONA LIFETIME ACHIEVEMENT, REUSE AND RETIREMENT 

After completing the project the personas were created to assist, the personas should be 
evaluated. When new projects are planned, the company needs to decide whether to create new 
personas, or to reuse the existing ones. (Adlin & Pruitt, 2010) 

4.3 OUTCOME  
Research is often classified as applied or basic. The classification expresses whether the 
expected outcome of the research is meant to contribute to general knowledge or to solve a 
specific problem (Collis & Hussey, 2009).  

Applied research is used when the findings of a study is applied to solve a specific and existing 
problem. Such research is often used when conducted in an organization. When using applied 
research, solving the problem is normally of higher importance than contributing to general 
knowledge. The output is often presented as a report. (Collis & Hussey, 2009) 

Opposite to applied research, basic research describes something with the purpose of 
contributing to the general knowledge base. The research problem is less specific and designed 
to contribute to theoretical understanding. Knowledge is the primary outcome of basic research. 
This knowledge is typically theoretical rather than practical. (Collis & Hussey, 2009) 

According to Collis and Hussey (2009), the credibility of the research findings can be 
characterized by looking at two key features; validity and reliability.  
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4.3.1 VALIDITY 
Validity refers to how well the research findings reflect the phenomenon under study and how 
accurate the findings are. Furthermore, it regards whether the measurements or tests used are 
measuring what are supposed to be measured. (Collis and Hussey, 2009) 

4.3.2 RELIABILITY 
Reliability is the extent to which the same results can be obtained if the study was replicated. 
The research findings are said to be reliable if no differences would exist between the results 
(Collis and Hussey, 2009). 

4.3.3 GENERALIZABILITY 
Generalizability concerns the ability to extend the research finding from the study to other 
settings and cases beyond the specific study. Or as Collis and Hussey (2009, pp. 65) express it 
“The extent to which you can come to conclusions about one thing based on the information about 

another”. 

When conducting research based on the interpretivistic paradigm there is no need for large 
amounts of statistic, in order to draw general conclusions. Instead, results from one study or one 
setting can be generalized to be applicable to another, similar setting (Gummesson, 1991). This, 
however, demands a deep and wide understanding of the activities under study, in order to 
ensure that the patterns and theories fit into other contexts.  

4.4 POSITIONING THE METHOD 
All the parts of the methodology described above, can be used in different ways. This section 
describes how the different methods have been used in this thesis. 

4.4.1 SCIENTIFIC PARADIGM 
The research in this study is based on the interpretivistic paradigm. As the thesis aims to 
investigate what motivates the customers to engage in the invites concept, the chosen approach 
includes interaction with people. To get the most out of the research, interpretation and 
subjection are allowed. Hence, the study cannot be seen as objective, which is why the 
positivistic paradigm is not suitable. The complex phenomena of interpretivism cannot be 
captured in a single measure and using a highly structured research design might impose 
constraints on the result (Collis & Hussey 2009). 

4.4.2 PRIMARY AND SECONDARY DATA 
In this paper, large amount of secondary data, in form of books and scientific articles, have been 
used. The books have provided well-known theories concerning brand equity and STP which 
have served as a theoretical base. Scientific articles, relevant to the research, have been found 
using the KTHB Primo database, as well as the tool Google Scholar. Most of the articles have 
regarded theories on inter-consumer marketing, as well as guidance on creating personas. In the 
process of collecting relevant secondary data, interesting references from the literature have 
guided the data collection towards more relevant literature. Other secondary data used in this 
research is information drawn from Mackmyra’s internal customer database, from which it was 
possible to collect statistical information on the customers, such as age and gender. Also several 
internal Mackmyra documents have been used as secondary sources. 
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Two main methods for collecting primary data have been used; semi-structured telephone 
interviews and an online survey. As the purpose of this thesis, to examine the motives and 
triggers to forward branded content, initially was wide and not too detailed, semi-structured 
interviews was considered the best option for the initial collection of primary data. The idea was 
for the respondents' answers to provide new input that could be investigated and lead to further 
ideas. The second primary data collection was through an online survey, using the questionnaire 
tool Wufoo, to obtain demographical information and common characteristics between the 
respondents.   

4.4.3 QUALITATIVE OR QUANTITATIVE APPROACH 
As the purpose of this study was to explore motives and triggers for customers to engage their 
friends in the brand, using the qualitative approach is a natural part of the research. Qualitative 
interviews were held with the customers, to receive their input. However, when motives and 
triggers had been identified and categories created, also the number of supporters of each group 
was sought.   For this purpose, a quantitative approach was used, with the intent to effectively 
present the distribution of advocates for each driver.  Thus, the methods were used to 
complement each other.  

4.4.4 DEDUCTIVE, INDUCTIVE OR ABDUCTIVE 
For this thesis, the abductive approach was selected. The findings from the collected data were 
used to make assumptions and draw conclusions on general patterns, following the inductive 
approach. But in accordance to the deductive approach, the existing theories relevant for the 
thesis have formed the foundation and have constantly been in the minds of the researchers. By 
combining these two approaches, the research approach for this thesis have been classified as 
abduction. 

4.4.5 CASE STUDY 
To investigate the triggers and motives for customers to engage in the concept of invites, a case 
study was performed. In this study, both qualitative and quantitative methods were used for 
collecting data. The data collection process was initiated by a qualitative approach where four 
focus group interviews were carried out. When the results of the focus groups had been 
compiled, telephone-based in-depth interviews were conducted. The questions in these 
interviews were based on the feedback from the focus groups. Finally, the information gathered 
during the telephone interviews was used to create a quantitative web-based questionnaire. 

4.4.5.1 Preparatory Focus groups 

According to Neumeier (2006), focus groups should be used as a way to get information on 
which areas to focus the research to, rather than being the research itself. With focus groups as a 
starting point, the researcher can choose suitable objects for one-on-one interviews. With this in 
mind, the initial step of the data collection process was to conduct a number of focus groups. The 
aim was to understand the frame of reference and by that create good conditions to formulate 
the right questions for the in-depth interviews. To create an understanding of the motivations 
and triggers that stimulate invites-based selling is a complex process. By asking open questions 
and letting the answers decide the direction for the rest of the research, alternatives that 
otherwise might have been overlooked by the researchers were lifted and thereby the bias 
reduced. 
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The focus groups were carried out at a cask tasting event. This is an opportunity for the cask 
owners to try their whisky under the guidance of whisky consultants from the company. Four 
groups were created, with five to six people in each. By keeping the groups relatively small, they 
remained manageable and the chances of getting everyone to participate actively in the 
discussions were good. However, the groups were still large enough to ensure that a sufficient 
amount and breadth of data could be collected. In total 80 people attended the event at which 
the focus groups were held. The 22 participants of the focus groups were not randomly chosen, 
but were instead hand-picked to get maximum range in age, sex, purchase loyalty and brand 
experience. The aim with selecting the participants was to achieve as diverse opinions and 
preferences as possible. Not only the most committed or novice customers attend these events; 
most cask owners conduct one tasting every year. Thus, the risk is quite small that the sample 
(the participants of the focus groups) only represents a certain group of customers. 

When using focus groups, especially when the subject for discussion is sensitive and related to 
the participant’s self-image, there is always a risk that the answers are biased. Such concerns 
may involve that the participants are trying to maintain a good self-image, do not want to 
express certain opinions in public or just want to identify themselves and agree with the other 
members of the group. (Keller et al, 2012) Therefore, the validity of the results from focus 
groups is often questioned. In this stage of the research, where the focus groups served as 
inspiration for future question formulation rather than as the research itself, the validity is not 
critical. 

During the focus group interviews, open-ended questions were used, encouraging open 
reasoning. The participants were allowed to discuss freely, with as little intervention from the 
interviewer as possible. All the opinions expressed during the interview sessions were compiled 
and then served as a base for the formulation of the questions used in the in-depth interviews. 
By using information collected during the focus groups, the questions were designed to open up 
for different kinds of responses, including those not initially thought of by the interviewers. 
Moreover, with feedback from the focus groups, the risk of formulating questions which a priori 
assumed responses was reduced.  

4.4.5.2 Telephone Interviews 

After having formulated questions based on the results from the focus groups, the next step was 
to use these questions when conducting qualitative, telephone-based in-depth interviews.  

The purpose of this part of the data collection was to find enough empirical data to create 
personality types based on identified motives and triggers. By asking open-ended questions, a 
discussion with the interviewees was enabled. Motivations related to inter-consumer marketing 
were addressed, but without demographical constraints. Instead, the opinion itself was in focus.  

For the interviews, it was critical to select a random sample in order to provide an unbiased 
subset of the population, where every member had the same chance of being chosen. Since 
volunteers or members chosen by the researcher are more likely to have similar characteristics, 
a method for randomly selecting the sample should be used. (Collis & Hussey, 2010) The method 
used in this thesis is called systematic sampling. When using systematic sampling, the 
population is divided by the required sample size.  
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When it has been calculated how many samples the population consisted of, a random number 
between 1 and x is chosen. Every x:th member of the population is then selected, until the 
sample size is reached. (Collis & Hussey, 2009) 

When determining the sample from a given population, the minimum recommended sample size 
needs to be considered. A minimum sample size allows the results to be generalized. Therefore, 
it is of great importance that the size of the sample reflects the size of the population. One of the 
general rules is that the larger the sample, the better it will represent the population. (Collis & 
Hussey, 2009) 

From the population of this research, a sample of 350 people was chosen. With regards to the 
population and the requested sample size, the systematic sampling method in this study was 
based on the one presented above. 

However, one thing to have in mind regarding the findings from these interviews is the nature of 
the questions. When asking questions about image, the participants may answer stereotypical or 
give answers which they think are acceptable. For example, the customers are not likely to admit 
that the product is bought to enhance self-image. As the interviews in this thesis are not 
conducted by professional interviewers, this risk increases further. Therefore, it might be hard 
to get an accurate picture of the brand knowledge structure, without using unconventional 
methods (Keller et al, 2012).  

When a question is formulated to provide the respondent with different options to choose from, 
some respondents feel more comfortable to articulate sensitive opinions. This way, the delicate 
responses are legitimated, as the respondent does not have to feel like the only one with such 
thoughts or opinions. The drawback is that the answer given to the respondent may not fully 
capture the respondents’ actual thoughts. (Collis & Hussey, 2009) 

The preparatory focus groups were used as a mean to decrease the risk of the telephone 
interviews being biased, due to respondents not daring to honestly answer questions. By having 
open discussions and testing questions in the focus groups, a hint was given regarding which 
questions were of delicate nature. These questions were asked with caution when conducting 
the telephone interviews. Respondents who did not spontaneously discuss the sensitive subjects 
were given alternatives, with the aim to help them feel comfortable articulating and discussing 
sensitive subjects.  

When conducting the interviews, a pre-printed outline was used. The reason for using a form 
was partly to reduce the risk of the interviews getting affected by the interviewer, partly to 
facilitate the analysis of the data. When all the interviews had been conducted, the answers to 
the questions were reviewed one by one. The responses were grouped based on the expressed 
motivations. In line with the interpretivistic paradigm, subjective opinions and interpretations 
were allowed at the screening of relevant data and the grouping of incentives. The qualitative 
data collected through the telephone interviews have been analyzed according to the framework 
of personas explained earlier in the methodology chapter. The identified motives were further 
developed by a demographic investigation in the form of a web questionnaire, which is 
described in the next section. 
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4.4.5.3 Online questionnaire 

After identifying the different motivations and triggers that exist among the customers, a 
demographic survey was conducted. The second purpose of this survey was to obtain figures on 
how many supporters there were from each group. To answer these questions, the method used 
was a web questionnaire. 

A questionnaire is a list of carefully formulated questions, with the aim to obtain reliable 
responses from a selected group of participants (Collis & Hussey, 2009). Several methods exist 
to distribute a questionnaire to the chosen participants; by post, face to face, by telephone, on-
line, etc. Which option that is best suited often depends on the size and location of the sample 
(Collis & Hussey 2009).  

According to Collis & Hussey (2009), whenever possible, it is advisory to select the whole 
population as the sample, and in this study, it was possible to do so. As the sample was large, the 
distribution channel chosen for the questionnaire was the Internet. To perform online marketing 
research has many positive aspects. It avoids interviewer biases, there are no geographical 
limitations and it is possible to get the answers quickly. It may also provide the researcher with 
more valid data, since people can answer more honest in their own environment. (Keller et al, 
2012) 

The drawbacks of online market research are that the programming costs might be high, and 
due to lack of observation, it is hard to know if the person answering is serious or is stressing 
trough the test (Keller et al, 2012). Nor can the respondent get clarification by the observer if 
some part of the form is unclear or ambiguous. 

In general for all kinds of questionnaires, there is always a risk that the people responding to 
surveys belongs to the segment of the population that are most engaged in the brand or the 
product. Hence, their characteristics may be similar, making the data somewhat biased. In many 
studies, this is a limiting factor. In this thesis, however, it is the most engaged group that is of 
main interest, which makes the problem insignificant. Though, it is important to be aware of this 
phenomenon and take it into consideration when analyzing the data. 

To minimize developing costs while still ensure effective analysis of the retrieved data, the tool 
Wufoo was used in this study. By using Wufoo, no programming was needed. Instead the forms 
could be created directly in the interface. Furthermore, it provides plenty of opportunities to 
analyze the data after receiving the responses.  

The analysis of the quantitative data collected during the online survey has been a purely 
statistical analysis of the different motives. The data has also helped to confirm the different 
personas and contributed with various demographic variables. 
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4.5 OUTCOME  
In this thesis, applied research is used. A specific phenomenon is the reason for the 
investigations, and the focus is on finding a solution to this problem. Instead of testing 
hypotheses in order to find new knowledge, the whole thesis is based on a concrete issue that 
has already been identified. As the empirical delimitations, and thus the research, is 
concentrated on a single company, adds further to the claim that applied research is used. 
However, the expected outcome of looking at the motives, triggers and the role of the 
ambassador will be used to draw some general conclusions and to be able to apply to settings 
different from the one in the thesis. 

4.5.1 VALIDITY 
The use of preparatory focus groups at the beginning of the data collection process helped 
formulating the questions for the semi-structured phone interviews. This ensured that what was 
being studied was really the phenomenon that the study was designed to investigate. That the 
semi-structured telephone interviews were performed by two different interviewers and that 
similar responses were achieved in spite of the open character of the questions, points to a high 
degree of validity. The high response rate among the randomly selected individuals contributed 
to that the randomness of the participants was maintained; the validity of the telephone 
interviews may therefore be considered good.  

However, the validity of the data collected in the online survey was not as high for the phone 
interviews. The response rate in this case was relatively low and it has to be taken into 
consideration when using surveys, that there is always a risk that there are only the most 
committed who chose to participate. Hence, there is a risk getting to unidirectional opinions to 
be able to draw general conclusions. Through the use of incentives in form of raffles for the 
survey participants, the aim was to reach even less committed individuals who are driven by 
other motives, in order to raise the degree of validity. 

4.5.2 RELIABILITY 
The reliability of the interviews was medium to low. As semi-structured interviews were used, 
there is a risk that the interviewers have affected the answers and by that the results. However, 
as pre-printed forms were used for the interviews, this bias was somewhat reduced. The forms 
have helped the researchers to keep the different interviews quite similar. This way, in a 
replication of the study the same questions and formulations can still be used, which increases 
the reliability. As the questions in the web-questionnaire were precise, and the sample included 
the whole population, the reliability of that part of the research is considered high. 

4.5.3 GENERALIZABILITY 
There are some cases in which it is more suitable than others to make generalizations from the 
findings in this thesis. Settings with similar attributes, where the brand personality and the user 
imagery are very important factors in consumer decisions, are a few examples of categories 
where these findings can be applicable. Categories with such attributes include cars, alcohol and 
cosmetics (Keller et al, 2012). Other premium products and products with a high degree of 
customer involvement and interaction between the customer and the brand are here considered 
a criterion for a positive generalization. In categories where it is difficult to obtain customer 
records and measure the engagement level of the customer, like for example CPG, the degree of 
generalizability is considered as lower. 
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5 EMPIRICAL PRESENTATION 

This chapter presents the data which emerged during the empirical investigation. First, the 

information collected during the qualitative phase of the study is described. This is followed by a 

presentation of the quantitative data collected. 

5.1 TELEPHONE INTERVIEWS 
The largest and most important part of the data collection consisted of a set of telephone 
interviews. These aimed to identify the incentives that might get existing customers to engage 
friends in the company. 

5.1.1 PREPARATIONS 
Over the years, Mackmyra has received many indications on that their customers in general (and 
cask owners in particular) are highly motivated to engage their family and friends in Mackmyra. 
This is mainly expressed by existing cask owners inspiring friends to buy casks. Are the existing 
cask owners willing to take their commitment to a new level, to more actively recruit friends to 
become cask owners? If yes, do they expect something in return from Mackmyra? And in that 
case, what? To answer these questions, a large qualitative study was carried out, where nearly 
100 cask owners were interviewed. As mentioned in the methods section, a couple of focus 
groups were the first step, which formed the basis for the latter qualitative interviews. All 
participants in the focus groups were present Mackmyra cask owners, and by that they all 
belonged to the group that this thesis intends to investigate.  

During the focus groups, open discussions were held where the participants were asked whether 
they were interested in more actively engage friends in Mackmyra, and what would motivate 
them to do so. As the information retrieved during the focus groups only served as a way of 
knowing if the planned strategy for the interviews was good, the results are not presented here. 
The findings from the focus groups have not been used in the analysis; rather they served as a 
guideline when formulating the questions for the telephone interviews. 

5.1.2 CARRYING OUT THE INTERVIEWS 
To gather data, which later led to the creation of personality types, the questions had to be as 
open as possible. By keeping the questions open, it was ensured that no important pieces of the 
puzzle would be missed as a result of interviewer bias. In order not to compromise on this, and 
yet ensure a manageable collection of data which could be analyzed without too much difficulty, 
an outline was developed. Every conversation thus followed the same structure, where open-
ended questions were asked in a prearranged way. Respondents who were unwilling to 
spontaneously answer the questions were given alternatives to choose from, this to help them 
feel comfortable discussing a possibly sensitive subject. Each telephone interview structured as 
follows: 

1. Questions on why the respondent decided to buy a cask from the beginning, what was 
the main driver? These questions mainly served as small talk, to create a comforting 
atmosphere. 

2. Discussion on whether they had invited someone to share a cask, or inspired someone on 
buying his/her own cask and which the main drivers were for this 
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3. Questions were asked on what would make it feel more relevant for the respondent to 
purchase a new cask, along with friends, in the future. Would any incentive trigger this 
further? 

4. Questions quite similar to the previous part, but in this case, on what incentives would 
motivate the respondent to engage friends to buy their own casks. 

5. The interviews were tied up by discussing general ideas of improvements. 

Characteristics such as age and number of casks were documented. However, such data was not 
connected to the respondents’ answers, as the purpose of this part of the investigation regarded 
the existing opinions, not on the demographics on them. Such information was instead collected 
during the later part of the investigation: the online survey. In the next section the data on the 
characteristics will however be presented, as it is helpful when evaluating the usefulness of the 
findings, and the possibility to draw general conclusions from them. 

5.1.3 CHARACTERISTICS 
Age is the least random factor in the sample. To get as large range of ages as possible, the cask 
owners were sorted by age, after which they were selected based on a randomly chosen number. 
This ensured that a wide range of ages participated in the interviews, without compromising on 
other kinds of diversity. Thus, the age distribution in the sample does not reflect the whole 
group of cask owners.  

The number of casks a customer owns is, in the case of Mackmyra, a way of measuring purchase 
loyalty. This is not necessarily directly linked to the commitment and desire to engage friends in 
the company, but can still be of interest in the coming analysis of data, and in the criticism of 
results.  

Graph 1, Age, respondents 
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Furthermore, no correlation was found between the number of casks owned by the customer, 
and the interest in engaging friends in the company. Instead, the commitment level was spread 
among the respondents, regardless the number of casks owned. 62 % of the ambassadors 
owning one cask were interested in spreading Mackmyra. Among those owning two or three 
casks, 56 % were interest in the same, to compare with 55 % of those owning more than 3 casks.   

 

 

 

 

 

 

 

 

Also the respondents’ role in the ownership of the cask has been documented. The reason for 
this is to enable drawing conclusions in the analysis about whether the commitment level is 
higher among cask owners (who in many cases can be considered as the initiators) than among 
cask friends. The proportion of cask owners/cask friends has not been selected in the sample, 
but is completely randomly chosen. 

 

Graph 3, Engagement/no of casks 

Table 1, No of casks/owner Graph 2, No of casks/owner 
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5.1.4 FINDINGS 
After all the telephone interviews were completed, the first obvious finding was that the cask 
owners are not a homogeneous group. Each interview began with an open discussion on why the 
respondent initially chose to purchase a cask, as described in 5.1.2. Although the data found 
during these initial discussions was not directly relevant to answer the research questions, the 
information is interesting to get a picture of the group of cask owners, and their motives. Many 
drivers were frequently mentioned among the interviews, but the range of opinions was still 
remarkably wide. What was the most important driver for one cask owner often was completely 
irrelevant to another. The key incentives that were only occasionally mentioned are not 
presented in this paper; instead the most frequently recurring motives are presented. These 
were: 

• Whisky Interest: This may seem obvious, but many cask owners mentioned completely 
different main incentives, and said they lack a genuine interest in whisky. However, this 
motive was perhaps the most commonly mentioned among the respondents. 

• The “cask owner experience”: Many cask owners appreciated the overall experience, 
that is, the ability to participate in the filling and tastings of the cask, and similar events. 
Also, the experience of following the barrels’ development from filling to bottling was 
valued. 

• Swedish Whisky: All the people interviewed were living in Sweden, and not 
surprisingly, many of them expressed that they were curious as it was the first Swedish 
whisky. 

• Community: A large part of the cask owners share their casks with friends. Some of 
them do so due to monetary reasons, but most of them as it give the group of friends a 
chance to meet and share a common interest. 

• Fun gift: The majority of respondents expressed that their own whisky bottle is a 
personal, unique and fun gift to offer their friends and family. 

• Uniqueness: Having personalized whisky bottles on the shelf at home, with an 
individual label was mentioned in several interviews, as was the feeling of owning a 
unique product. 

• Building something new: A number of respondents expressed appreciation to be part 
of “the Mackmyra journey”, and thereby participating in building something new. 

Graph 4, Role in ownership 

Table 2, Role in ownership 
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The next part of the interviews focused on whether the respondent had engaged friends in 
Mackmyra, either by inviting them to an existing cask, or by getting them to purchase their own. 
Several respondents described how they enjoy sharing their knowledge and how committed 
friends allow them to get more out of their own ownership. The questions concerning why 
engaging friends generated a relatively large spread of motives, although not containing as 
diverse answers as the previous question. The most common reasons for involving friends in 
Mackmyra were as follows: 

• Save money: Some cask owners expressed how a shared ownership provides an 
opportunity to bring down the cost of the cask, which for some people is a necessity to 
be able to buy a barrel. 

• Try different recipes: Linked to the previous scene, some respondents said that shared 
ownership, through reduced costs, enables them to test several different recipes. Some of 
those who had gotten friends to buy their own barrels similarly saw an opportunity to 
exchange bottles and also to test different variations. 

• Reduce the amount of whisky: Related to both of the above-mentioned opinions is that 
it can feel a bit massive to own 30 liters of whisky alone, at least if it all is of the same 
variety. 

• Community: Many cask owners described the value of sharing the cask with friends, as 
it makes the experience even more enjoyable. This as they can meet to taste and discuss 
the whisky, and share the common interest. 

The next part in the interviews was about what would make it more interesting for the customer 
to engage friends in Mackmyra. This was divided into two different parts, but resulted in 
relatively unidirectional responses. The first part was about what would motivate the cask 
owner to purchase new casks along with friends in the future. The second part was instead 
about what would increase the customer's interest in engaging friends to buy their own barrels. 
The only clear difference among the responses to these two was that many customers said to be 
very pleased with today's conditions, and therefore sought to buy new casks with friends, 
without any need of additional motives or incentives. Otherwise, incentives emerged that were 
common to both types of commitment. The most commonly mentioned drivers were: 

• Monetary: The customer wanted some type of financial reductions, such as discounts on 
cask purchases, avoid paying the maintenance fees, etc. 

• Mackmyra Products: Be offered "Mackmyra points" which can be exchanged for 
Mackmyra products, such as merchandise or keeping the empty cask after bottling. 

• Event: Be invited to exclusive events, like dinners and tastings with the founders, or 
events combining Mackmyra with something else, as for example a whisky and chocolate 
tasting. 

• Mackmyra from the inside: Follow Mackmyra one day "behind the scenes"; by learning 
how it works in the distillery, or participate in the bottling at the Bodås mine. 

• Unique Products: Take advantage of unique products, whether in the form of exclusive 
bottled editions, or by the opportunity to test an exclusive, new cask type or a new 
recipe. 

• Priority to limited editions: Be given priority when limited editions of bottled products 
are released. 
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All respondents were not positive to the idea of allowing existing customers to more actively 
engage their friends in Mackmyra. Among those who were not interested in spreading 
Mackmyra to their friends, the following arguments were most common: 

• Lack of time: Some of the customers said that they were fully occupied, and did not see 
any opportunity to spend time on further Mackmyra activities. 

• Do not want to be pushy: The customer does not want to act as a seller and avoids 
being the incentives in the friend’s cask purchasing decision. Most of them claim to 
happily speak about Mackmyra, but do not want any compensation for it. 

Each interview ended with letting the customer come up with general suggestions for 
improvement.  

5.2 ONLINE SURVEY 
When all the data collected during the telephone interviews had been compiled, the next step 
was to send out an online questionnaire. As mentioned earlier, the purpose of the telephone 
interviews was to identify the various incentives that could get existing customers to more 
actively engage friends in Mackmyra. After the various motives had been identified, an online 
survey was designed, to get a clearer picture of the number of people behind every incentive, 
and demographic characteristics. Furthermore, the online survey aimed to examine whether the 
responses obtained during telephone interviews had been influenced by the interviewers or not. 
This, by comparing the information from the telephone interviews with the information from the 
online survey. 

5.2.1 PREPARATIONS 
Before the online survey was developed, some analytical work was carried out, to determine the 
motives that were mentioned during the telephone interviews. This analysis consisted in large 
part of the early stages in the creation of personas. Step by step, the collected information was 
broken down, to ultimately result in a personas draft. With the process, also the most common 
incentives for inviting friends to be part of Mackmyra were highlighted. Those motives were 
later the essential part in the web survey that was sent out. In addition to the key incentives, the 
online survey also requested information about gender, age, and the initial motives that led to 
the decision to purchase a cask. 

5.2.2 CHARACTERISTICS 
As with telephone interviews, information about the respondent's age was collected during the  
online survey. The vast majority of the respondents were between 45 and 64 years old. The 
deliberate spread in age among those who participated in telephone interviews is thus not found 
among those who completed the online questionnaire. Instead, the age among the majority of 
the respondents match the largest age group among the Mackmyra cask owners.  
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Table 3, Age, respondents,  
web survey 

 

 

5.2.3 FINDINGS 
The next question was what originally got the existing cask owner to purchase a barrel. As 
mentioned in the part about the telephone interviews, the purpose of such a question was not to 
directly identify relevant incentives to get the existing cask owner to invite friends to take part 
in Mackmyra. Instead, it provided important clues as to what the original cask owner values, 
which are likely to be of utmost importance to understand, in order to get customers to engage 
their friends. As all the motives were selected by some share of the respondents, they can all be 
considered as more or less relevant. Below is a brief description of the different motives, in 
order of popularity: 

• Whisky interest: The most frequently mentioned reason for a buying a cask is, not 
surprisingly, an interest in whisky. Strong 75% of the respondents pointed this reason 
out.  

• Swedish whisky: With 72%, tight after the whisky interest, is the fact that Mackmyra 
produces Swedish whisky.  

• Unique product: More than half of the respondents (60%) declared that one reason to 
buy a cask from Mackmyra was the opportunity to own a unique product. Although there 
are many cask owners, most of them perceive their own cask as something unique. 

• The Cask Owner Experience: 48% describes the overall experience as important, that 
is the ability to be present when the cask is filled, participate in tastings, and observe the 
barrels development from filling to bottling.  

• Build something new: 42% of the respondents appreciated to be part of building 
something new. It requires no shares to create a sense of contribution to the company; 
many feel like a part of the journey just by owning a cask.  

• Community with friends: Many cask owners share the cask with friends. Yet, only 40% 
of the online survey respondents mentioned connectedness with friends as a reason to 
buy a cask.  This can be contrasted to that as much as 90 % owning at least one cask 
together with friends. 

• A personalized bottle is a unique gift: One third of the respondents (33%) think it is 
fun to give away the personalized whisky bottles as it is a unique gift, and cites it as an 
important factor in the purchasing decision. 

• Got it as a gift: The least common of the reasons for owning a cask was to have been 
given the cask as a gift. Only 6% of respondents had gotten their barrels from someone 
else. 

Graph 5, Age, respondents, web survey 
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All respondents were then asked to answer a 
question as to whether they were interested 
in more actively work with involving friends 
in Mackmyra. Only 7.6% said they were 
uninterested in working with inviting 
friends to purchase a cask. This can be 
contrasted to the 49.3% who claimed to be 
interested, while the remaining 43.1% were 
unsure. 

The final and most important part of the 
online survey focused on the various 

motives that were identified during the 
telephone interviews. For every incentive, 
the respondent had to fill in whether it was found "Very interesting", "Interesting," "Not that 
interesting" or "Not at all interesting." These responses generated "points", where "Very 
interesting" gave four points and the others in descending order down to one point for "Not at 
all interesting." This way, the incentives could easily be arranged retrospectively, based on 
customer interest. Below, the incentives are presented according to the score given by the 
customers, starting with the highest. As the incentives are the same as those identified during 
the telephone interviews, and therefore presented at ditto section (5.1), there is no introduction 
of them here. 

• Access to unique products: 3.5 points 

• Priority to limited editions: 3.4 points 

• Experience Mackmyra from the inside: 3.3 points 

• Invitation to exclusive events: 3.2 points 

• Better price on the cask: 3.2 points 

• Points to exchange for Mackmyra Products: 3.1 points 

Below, all the incentives are visualized by graphical presentations of the data. 

Graph 7, Interested in spreading invites 

Graph 6, Initial drivers to purchase a cask 
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ACCESS TO UNIQUE PRODUCTS 

 

PRIORITY TO LIMITED EDITIONS 

EXPERIENCE MACKMYRA FROM INSIDE 

Table 4, Unique products 

Graph 8, Unique Products 

Graph 9, Limited Editions 

Graph 10, Mackmyra from Inside 

Table 5, Limited Editions 

Table 6, Mackmyra from Inside 
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INVITATIONS TO EXCLUSIVE EVENTS 

BETTER PRICE ON THE CASK 

POINTS TO EXCHANGE FOR MACKMYRA PRODUCTS 

  

Table 7, Exclusive events 

Table 9, Mackmyra Products 

Graph 11, Exclusive Events 

Graph 12, Better Price on the Cask 

Graph 13, Mackmyra Products 

Table 8, Better Price on the Cask 
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6 ANALYSIS 

This chapter analyzes the data obtained during the empirical data collection. The first part of the 

analysis is divided into the four categories of brand resonance. This is followed by a section on 

Segmentation, upon which the eight personas are based. These are designed to highlight the 

various incentive types a premium brand might face. The personas are then targeted. The analysis 

ends with a discussion on how to adapt inter-consumer marketing to digital channels. 

To use inter-consumer marketing can, according to Kaplan and Haenlein (2011), be up to seven 
times more efficient than conventional printed advertising, especially when it comes to decision 
making between different brands. The challenge companies often face is thus getting existing 
customers to talk about the company’s brand, rather than that from the competitors (Ferguson, 
2008). To get consumers to recommend a product or a brand is obviously valuable, but getting 
existing customers to actively work to get friends to consume the brand is even more helpful. 
One way to get existing customers to generate a completion for the potential customer can be 
the introduction of incentive programs. However, for such programs to be effective, it has to be 
presented to the right customers. The needs and behaviors of the customers should be 
identified, and the customers segmented accordingly (Ferguson, 2008). 

For a brand to be successful, dimensions must be added that differentiates the brand from its 
competitors (Keller, 2008). Assuming that the competing brands have not themselves 
introduced incentive programs; this may thus be a way of distinguishing from them. However, it 
is critical for such programs to be properly designed and thus to reinforce the brand. One way to 
do so is to achieve brand resonance. The program must then address one or more of the four 
categories included in brand resonance: Loyalty, Attachment, Community and Engagement 
(Keller et al, 2012). As theories on Customer-Based Brand Equity play an essential part in this 
thesis, the analysis is at large divided based on those four categories. As mentioned earlier, the 
thesis is delimited to focus on the top of the pyramid (brand resonance) only, which is why the 
underlying steps are not included in the analysis. 

6.1 LOYALTY 
Loyalty is divided into transactional and emotional loyalty. It is important to separate them, as 
the most frequent spenders not necessarily are the customers most interested in recommending 
products and spread the company. (Ferguson, 2008) Also the data obtained during telephone 
interviews demonstrate this, as seen in Graph 3, Engagement/no of casks. As for inter-consumer 
marketing, the concept of loyalty should reasonably be focused primarily on emotional loyalty. 
The heart is in generating new customers, rather than driving the existing customers to new 
purchases. In some cases, two birds can be killed with one stone; when the customer buys a new 
product together with friends. Loyalty programs should therefore result in incentives based on 
generating new customers, regardless of whether the existing customer participates or not. 

Some cask owners requested incentives in form of monetary reductions. According to Keller 
(2008), a high CBBE results in the customer becoming less sensitive to price changes. Thus, 
interest in cost savings decreases as the CBBE increases. Paradoxically, it may thereby be 
possible to reduce the interest in better prices, by offering the same. The reason for this is that a 
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reduction in price can increase loyalty, which in turn increases CBBE, which ultimately reduces 
price sensitivity. When monetary reductions are introduced to get existing customers to invite 
friends to become customers, it is important to be aware that such discounts in some cases work 
counterproductive (Phelps et al, 2004). If the potential customers are aware that those discounts 
are available, they may refrain from purchase. One way to get around this is to give both parties 
an upside with the purchase. This was also something that many respondents requested during 
the interviews. By providing both the existing and potential customer incentives, the existing 
cask owners said they would feel better about pushing a friend to buy the products. 

To increase customer loyalty, companies should strive to achieve, among other things, reliability 
and efficiency (Keller, 2008). Though the whisky cask essentially is a physical product, there is 
also a package of services around it that needs to gain confidence. During the interviews, it 
emerged from several directions that the Mackmyra staff is highly appreciated. This helps 
strengthen both the sense of reliability and the efficiency for the service part of the offering. 
Even promotions such as the "cask owner movie", where existing cask owners describe their 
experiences, can help hesitant potential clients make buying decisions. 

6.2 ATTACHMENT 
Attachment is mainly about the connection to the brand. A trademark can by being symbolic 
help the customers to build their self image and enables communication of the image to others 
(Keller, 2008, Keller et al, 2012). For many customers interviewed during the data gathering, the 
uniqueness of Mackmyra is important, just like the fact that it was the first Swedish whisky. By 
owning a unique product, the customer can signal something about themselves to their 
surroundings. With the cask concept, the ambassador is given the opportunity to own something 
even more unique, as no two whisky barrels are alike. During the interviews, several cask 
owners described their barrels as a cherished possession, or even as their “baby". This is 
consistent with how Keller (2008) describes attachment; an Attached customer loves the brand 
and describes it as a favorite item. 

According to Whang et al (2004), such love for the brand, among other things, is shown in terms 
of the customer feeling that he and the brand are meant for each other and that the brand clearly 
fits the customers self image. In the case of Mackmyra this can be illustrated by a daughter who 
tattooed a picture of her father's cask, as she wanted something that clearly symbolized him. The 
father's love for his cask led her to associate them with each other. 

To enlarge the client's attachment to the company, it is relevant to increase the uniqueness. 
Technical superiority is not essential for a products to be premium, instead flaws resulted by 
handicraft can be a sign of exclusiveness (Quelch, 2004). In such cases, the uniqueness is what 
makes the products attractive and premium. Similarly, having access to a product not perceived 
to be available for everyone, adds to the feeling of luxury.  Two incentives emerged during the 
interviews that relate to this: unique products and limited editions. By offering customers access 
to unique products in exchange for generation of additional sales, the bond between customer 
and the company grows stronger. The same is true for privileged access to limited edition 
releases, as access to such products increases the customer's self-image. 

In order to create strong attachment also between the new customer and the company, the use 
of true stories is to be preferred to regular advertising (Kaplan and Haenlein, 2011). This will 
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almost come for free in the case of Mackmyra, as the existing customer already is a cask owner, 
and thus in a truthful and honest way can describe the cask owning experience. 

6.3 COMMUNITY 
Through a sense of community, the customer's attachment to the brand grows even stronger. By 
giving the customer an opportunity to feel connected to other ambassadors, also the 
identification with the brand itself will increase. Such connectedness can furthermore be felt to 
the employees of the company (Keller, 2008). Community can certainly be created both online 
and offline, but it has been evident during the interviews that customers are more than happy to 
in person meet with the company and other customers.  

According to Keller (2008), the company should educate customers about the functions of the 
brand, and in what way it contributes, to achieve brand equity. By introducing incentives to 
make the ambassadors recruit new customers, this can be accomplished in two ways: First, the 
customers will automatically learn about the company in the process of getting friends to buy 
casks, as they will have to teach the potential customers about the brand. Second, the learning is 
increased when customers through events meet the company in person.  

Incentives such as various types of events have been requested during the interviews, which are 
regarded as highly related to the longing for community. Many respondents considered it a 
privilege to be part of building something new, by being a cask owner in an entrepreneurial 
company. The hungers to constantly learn about Mackmyra and whisky results in a large 
number of respondents were motivated by incentives that will allow them to see it from inside. 
By allowing customers to attend the production, a strong bond is created between the company 
and its customers. Other respondents were not as interested in learning the production process, 
but still wanted to attend events and talk to employees and other customers. They preferred 
dinners, tastings and tours. This can lead to a virtuous cycle, where the meeting with customers 
leads to brand resonance, which in turn leads to even more committed customers, resulting in 
higher brand resonance, and so on (Keller, 2008 and Keller et al 2012). 

6.4 ENGAGEMENT 
The ultimate aim is to achieve engaged customers. This as an engaged customer is curious about 
the brand, and constantly wants to learn more about it (Keller, 2008). As in the case of 
“Community” above, the incentives "Mackmyra from inside" and "Events" suits this category. 
Customers who themselves seek interaction with the company could in the utmost degree be 
deemed as interested. It is important to allow these customers to contact the company, 
especially as the involved customers often come with valuable suggestions for improvement, 
and as the dialogue will result in loyalty (Ferguson, 2008). Furthermore, according to Ferguson 
(2008), those customers are most likely to talk about the brand with family and friends.  

In addition to different kinds of events, a good way of creating engagement is by allowing 
customers to sign up for newsletters, or participate in discussion groups (Keller, 2008). In the 
case of Mackmyra, a large proportion of respondents spontaneously reported being very 
satisfied with the information the company distributes. Thus, Mackmyra is facilitating for 
customers who want to engage in business, by something as simple as mailing. 

An additional incentive is linked to this category: Mackmyra Products. Through committed 
customers, a company can enjoy wandering billboards, as customers happily dress in 
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merchandise products (Keller, 2008). Although "Mackmyra Products" was the incentive that 
received the lowest score from the respondents in the web survey, it still generated 3.1 points, 
out of 4 possible. Thus there is a widespread desire among Mackmyra customers to own 
merchandise products. 

6.5 SEGMENTATION 
Everything addressed in the analysis so far regards the opportunity to build a relationship 
between the brand and the customer, through the introduction of an incentive program. For this 
to be effective, however, it requires that the program is presented to the right customers. Every 
customer is unique, which is why there is no value in addressing all customers and presenting 
the same incentive to everyone (Kotler & Keller, 2006). People are triggered by different things, 
and different motives must therefore be addressed, depending on who the company intends to 
motivate. For those customers who are actually interested in contributing to inter-consumer 
marketing they should be segmented by value and potential (Hlavinka & Gomez, 2007).  

As this report intends to identify the incentives that may motivate an existing customer to 
attract friends to become clients, these are the subjects that segmentation is based on. As all the 
subjects that emerged during the interviews demonstrated considerable interest from the 
respondents (the least interesting generated, as described above, 3.1 out of 4 points), they all 
have been kept in the segmentation. However, the two different kinds of event incitements 
(Mackmyra from inside and dinner/tasting events) were experienced to come from the same 
basic motivations. These are the desire to feel connected with the company and other 
ambassadors, and the curiosity that drives the customer to want to learn more. As the number of 
segments should be manageable (Uggla, 2006), these two incentives have been merged into one 
segment; events. According to Keller (2008) there are four criteria that should be considered 
when segmenting; the segment should be identifiable, accessible, have an adequate size, and a 
high responsiveness. An additional argument to merge these two motives into the same segment 
was thus that it was not possible to identify motives, distinct enough, to keep them separated. 

Also the customers wanting unique products and access to limited edition releases have been 
merged, but then split again, this time based on other preferences. In accordance with the 
criteria presented by Keller (2008) above, new segments can be created when it is possible to 
distinguish them from the others. The groups differed by the underlying motives rather than the 
wanted products. While one group was curious and wanted to access the unique products to 
experiment and try new things, the second group was perceived more as collectors, looking for 
quality. What to be considered as a premium product differs from individual to individual; while 
some find it most interesting with technical superiority, others prefer uniqueness and handy-
craft (Quelch, 1987). With this in mind these two segments were considered to have different 
underlying motives and thus needed to be separated. 

One motive has been added to the segmentation: special treatment. This concerns the group of 
customers who are more interested in getting something, than in what kind of compensation 
they are getting. Finally, three types which are less interesting when it comes to incentive 
programs have been added. One of them does not want anything for the work, the second is not 
at all interested in participating in inter-consumer marketing. The third, and last, segment 
consists of satisfied people, with lack of that extra engagement. The last three segments are 
included, as it is important to create an understanding also for the people the offer not should be 
presented to (Adlin & Pruitt, 2010). 
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The segmentation thus resulted in the following: 

• The economical customer looking for monetary reductions 

• The curious customer, who wants to experiment and try new things 

• The customer really interested in whisky, looking for unique products for his collection 

• The social customer, eager to participate in any kind of event 

• The customer who seeks special treatment rather than a specific incitement 

• The comfortable customer, who will probably not generate any sales 

• The free working customer, who does not want any compensation for his efforts 

• The busy customer, who has no time for inter-consumer activities 

In order to visualize these segments, personas have been created, one for each segment. To 
make them as vivid and alive as possible, they have been given a company specific design. 
However, the elements of these personas regarding the actual motives can expectedly be applied 
to other settings with similar conditions. After the personas have been presented, a targeting 
analysis is made, showing which of them to focus an incentive-based invites program to. 

6.6 PERSONAS 
With the use of personas, user profiles come to life (Sharp et al, 2007). Below, eight personas are 
presented, all fictional representations of the segments included in the analysis. 
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6.6.1 ECONOMICAL EARL (ERLAND EKONOM)   
Earl is in his early fifties, and works as controller at an 
insurance company, in the outskirt of Stockholm. He 
bought his first cask together with friends. One of the 
reasons for this was that they wanted to use the 
whisky as a node, around which they could all be 
gathered. Both Earl and his friends appreciate the 
annual meetings, where they taste and smell, always 
engaged in discussions on the beverages’ development 
since the last time of tasting.  

But there is also another reason for the joint 
ownership, which is equally important: It is a way to 
save money. The price was a major factor in Earl's 
decision to purchase a cask. He does not mind 
spending money on unique products, especially those 
in which he is clearly interested, but not at any price. 
He is not at all interested in owning an entire barrel. 
First, it costs way too much. Second, he does not 
understand what to do with all that whisky, 
particularly as all bottles have the exact same content! 
Ergo; he prefers sharing casks with friends, and by 
that being able to test different combinations. 

Earl is engaged in Mackmyra, and follows the company's journey with interest. Whenever 
anyone asks him what it is like to own a Mackmyra cask, he readily talks about his experiences. 
He can certainly envisage to extend his work of involving friends, but only if there is a reward to 
be gained. Earl sees business opportunities in operating as an intermediary, getting friends to 
buy their own barrels, if he is offered some kind of monetary reductions in return. For example, 
he would be happy to skip the coming maintenance fees, or to be offered a better price on future 
cask purchases.  

As a result of Earl's whisky interest he has a desire to try several different combinations of 
recipes and cask types. However, his limited financial resources pose some boundaries. A further 
incentive to get Earl to involve friends in Mackmyra is thus to offer him and his friends a 
discount when buying more casks, or the opportunity to buy shares in a barrel. The latter 
without Earl himself have to look up the other shareholders and keep in touch with them. 

  

Figure 4, Economical Earl 
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6.6.2 CURIOUS CORMACK (PONTUS PRÖVARE)   
Cormack has just turned 40, but does not feel a 
day older than 30. He grew up in a small town in 
central Sweden, but moved to a metropolitan 
region as soon as he graduated from high school. 
His entrepreneurial orientation has pushed him 
forward through life; where others see obstacles, 
Cormack sees opportunities. Problems are meant 
to be solved, and no challenge seems too huge. 
He spends much of his waking hours at his own 
company, but as he (at least according to 
himself) is a man in his prime, he also treats 
himself to take advantage of the good in life. 
Things such as golf and sailing are intermingled 
with another great interest: whisky. 

Cormack is no whisky geek, rather an enthusiast. 
He loves to try new varieties. Playfulness and 
curiosity takes precedence over the more 
traditional and proven. This mindset is also what 
formed the basis for the decision to buy his 
Mackmyra cask. Cormack was helplessly drawn 
to the opportunity of owning a unique product. 
And even better: it was something new and less 
proven than that offered by the British 
competitors. By buying the cask along with a 
bunch of good friends, he also had the 
opportunity to try several different varieties. Furthermore, this gave them the ability to meet 
and chat, something that is not so natural in their everyday life, as they are spread out all over 
Sweden.  

In order for Cormack to actively involve friends in Mackmyra, in return he wants to be given the 
opportunity to further experiment with flavors. Most of all, he wishes to try maturing whisky on 
new cask types, as blueberry wine casks, Tokaij casks or similar. Or why not put together a 
barrel made of pine? According to Cormack, all combinations are good, until proven otherwise. 
He has no need for safe bets, but sees himself more as a gambler. It is always the playfulness that 
is in focus and he happily goes on some rivets, if the awaiting incentive is the possibility of 
finding a new, tasteful whisky. 

  

Figure 5, Curious Cormack 
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6.6.3 DEVOTED DARRELL (FOLKE FANTAST)   
Darrell grew up in a medium sized city in Sweden, 
in which he still, as a 60 year old, resides today. His 
main interests are food and beverages in general, 
and whisky in particular. Darrell both breathes and 
speaks whisky, and he is very engaged in the local 
whisky club. He participates in most meetings and 
on a regular basis, he even holds lectures himself. 
The genuine whisky knowledge he possesses has 
taken him many years to amass, and he enjoys 
sharing it with others. 

Back in the single-story house he lives in with his 
wife, he has decorated his own room, where the 
whisky bottles have been given plenty of space. An 
entire wall is covered by site-built cabinets, where 
his impressive whisky collection jostles with cigars 
and vintage rum. Darrell’s whisky collection has 
become his life's work. It means a lot to him, and 
he is constantly driven by searching for new 
varieties to complement it with, often unique 
whiskies of utmost quality. 

Darrell already has a couple of Mackmyra casks, and he plans to buy more in the future. He 
usually brings some of his Mackmyra bottles when he gives lectures at the whisky club, and then 
combines tastings with talking about the experience of owning a cask. Although he is not 
convinced, he is quite sure that he has influenced other members to buy their own barrels. 
Incentives in the form of access to unique products would justify Darrell taking his commitment 
a step further, and more actively recruit new cask owners. The unique products he requests are 
preferably of high quality, but it is enough if the products are exclusive and difficult to come by, 
for his fingers to tingle. Whenever a new Swedish whisky enters the market, whether bottled or 
in barrels, Darrell sees it as a necessity to seize it; without it his collection simply is not 
complete. 

  

Figure 6, Devoted Darrel 
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6.6.4 SOCIAL SIMON (SÖREN SOCIAL)   
Ever since Mackmyra was founded, Simon has 
followed the company as it is Swedish, stands out 
from the crowd, and has the courage to try 
something new. The history of Mackmyra thus 
became an important factor in the decision to 
purchase a cask. By the cask ownership, Simon 
sees an opportunity to learn more, not only about 
Mackmyra, but also about whisky in general. As his 
knowledge on whisky is relatively limited, he 
really appreciates that the tastings gives him an 
opportunity to, together with his friends, develop 
his knowledge about the noble beverage. For 
Simon, the social side of owning a cask is the most 
important parts of all; Simon and his friends 
bought the cask together, as it gives them a great 
opportunity to see each other. 

Simon does not have a flaming whisky 
interest, but he enjoys having a sip every now and 
then. Thus, it was not a whisky interest that served 
as the basis for buying a cask; what originally 
attracted was the holistic concept. Simon really 
values to, in a social and cozy way, being able to 
follow his barrel from filling to bottling. As the cask has developed, Simons pride in having his 
own whisky has constantly been growing. He talks about the progress with friends as often as he 
can, and offers them to taste a sip or two. Simon sees it as something entirely positive if he could 
get friends to buy their own casks, the more the merrier! However, in the current situation he 
does not have any real incentives to push his friends actively. Should he, however, be offered the 
appropriate incentives, he would look at it differently. 

As the social part and the ability to learn is what drive Simon’s cask ownership, it is also what he 
wants in return for recruiting new customers to Mackmyra. All types of events are of interest, 
but they must be clearly linked to Mackmyra in one way or another. Dinner with the founders 
and other ambassadors is one thing Simon would appreciate a lot, at least if one of his friends 
could come along. He would also enjoy spending a day at the distillery or in the Bodås mine, to 
see Mackmyra from within. Or why not go for a sleigh ride in a sparkling winter landscape, with 
a warming glass of Mackmyra? All opportunities to socialize and to the acquisition of new 
knowledge (which he can later share with his friends), are considered winning by Simon. 

  

Figure 7, Social Simon 
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6.6.5 VIP WILLY (VIKTOR VIKTIG)   
VIP Willy is a 60 year old man, who has retired 
early, after a long successful career. Willy is living 
in Valbo, just a few minutes outside Gävle, together 
with his wife. They still live in their big house, even 
though their three children moved out quite a long 
time ago. They have talked many times about 
getting a new place, perhaps a little closer to the 
coast or even abroad. But so far it has not 
happened. After all, they thrive in Gävle and would 
find it hard to leave their home, especially now, 
as their first grandchild has arrived.  

When Willy first heard of a Swedish whisky 
company starting up in Gävle, he was immediately 
eager to jump on the bandwagon. He thought: 
"Naturally, I want to put Gästrikland on the map!", 
which was also one of the reasons for him to buy 
his first cask. At the same time, he was 
attracted to the idea of being part of building 
something from scratch. Willy has a large circle of 
friends. They all share an interest in hunting, and 
like getting together to enjoy good food and drinks. 
When Willy told his friends about the Mackmyra 
cask he had bought with his son, many of his 
friends went curious. This resulted in 
Willy now owning five casks of whisky. Four of 
them are shared with various friends. The last one 
with the smoky recipe is his baby, which he is the 
sole owner of. Willy is a proud cask owner and he 
often talks about his whisky and his local 
connection to the company. Actually, he feels a bit like being a part of the company’s success. 

As a pioneer, Willy sees himself as a customer who deserves some extra attention. He was, after 
all, engaged from the beginning and he has bought a number of casks over the years. If he 
looks back, he wonders if there really was no link between him and the founders, maybe he 
actually know some of them?  

Something that annoys Willy a little, however, is that as the company grows his contact with and 
connection to the company becomes less and less personified. Earlier, when he called with 
questions or just to chat, he was recognized and remembered. Now he feels more like one of the 
crowd. Such a customer as himself, who owns several casks, should get a special treatment. It 
does not really matter what it is, the most important thing is that he gets something extra, as a 
long and faithful customer. This could be anything from getting information ahead of others, get 
priority for new releases, or being invited to more exclusive events. With his interest in whisky, 
Willy has glanced a little at the Scotch whisky companies and how they offer their customers 
special membership in exclusive whisky clubs. Now, that would be something! 

Figure 8, VIP Willy 
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6.6.6  COMFORTABLE CHRIS 

Chris is a 55 year old father of two, who lives 
in a small town south of Gothenburg.
currently works as a middle manager at a 
large, Swedish company and has been in the 
industry for many years. Chris
active free-time, where the coaching of his 
son's football team and the weekend games 
claims much of his time. Chris
when he gets some spare time, and calmly 
can work with the sailboat he bought
good price last summer, when
had outgrown the old one. 

Chris met his wife Linda in the second year 
at the school of economics, and they hav
been together since. They still mee
regularly with a group of friends from 
school, socializing over. Chris
interests with these guys, of which the main 
common interest is whisky. About four years ago they went to the “Stockholm beer and w
festival”, for the first time tasting the Swedish whisky called Mackmyra, and decided to jointly 
buy a cask. The cask has become a great thing to gather around, and new curious 
joining. This has resulted in Chris
share the costs, giving them the opportunity of trying different recipes. They have been on a 
number of tasting events together and are all going to Copenhagen together this summer, to pick 
up their newly bottled whisky. 

Chris has a very good picture of the company and happily talks about it at work and with friends. 
It has happened several times that friends have
he has gladly shared his knowledge, thus influenced people to buy
presented to incentives, meant to increase his engagement in recruiting friends into Mackmyra, 
he favors all of them. He cannot think of 
about Mackmyra anyway, it wou
passionate about the whisky and the company he is lacking that last measure of commitment to 
more actively seek out friends and get them to buy barrels. However, he would probably buy one 
cask himself anytime soon; the father in law has been asking to be included in a cask for quite a 
while now, so it is probably time for a new one.
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Figure 9, Comfortable Chris
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6.6.7 FREE WORKING FRANKIE (GUSTAV GRATISARBETARE)  
Frank, who is known as Frankie among his friends, 
is a 60 year old, who lives in Stockholm with his 
wife. He has already drawn down the pace, to reap 
the fruit of a long and laborious life. Frankie is an 
incredibly social and outgoing person, who loves 
meeting new people. He believes that it comes from 
all the meetings with clients and other contacts he 
had during his years of working, and he feels very 
comfortable in all kinds of social situations. 
Frankie’s great interest in whisky has made him the 
vice president of the local whisky club. While 
visiting the “Stockholm beer and whisky festival”, he 
bought his first cask together with his wife. After 
that, it just kept on going and he now also shares 
casks with some of the other members of the 
whisky club. He appreciates the whole whisky 
experience; being able to follow his whisky from 
start to finish line, participating in tastings and 
other types of events. This is something he thinks 
everyone should have the chance to experience! 
Frank and his wife’s common engagement resulted 
in them giving their oldest son his own whisky 
cask, for his 40th birthday. 

As the social person he is, he often talks warmly about the whisky and the company, both to his 
loved ones and all the whisky enthusiasts in the club. It was actually himself who was the driving 
force in getting Mackmyra into the club's tasting product range, which certainly has generated 
some sales of casks. He is very active in the club and even holds his own whisky tastings, 
something that currently takes a lot of time. 

He does not like the idea of seeing himself as a salesman. Rather he prefers to look at himself as a 
true ambassador, and his way of spreading Mackmyra is more about helping others than selling 
something to them. The best description of Frankie would probably be that he is a free-worker, 
who is motivated by the social interaction and his passion for quality whisky. When it comes to 
the response he gets from Mackmyra when recruiting a new customer, he is very happy with 
today's conditions, and does not want any kind of compensation from Mackmyra. He wants to 
spread the word honestly and believes that it would be hard to talk about Mackmyra to his 
friends if they knew that there was a vested interest for him in it. He would, however, find it 
interesting if he could continue to keep some tastings and maybe be provided with some glasses, 
brochures or other fun things, which he could give away to interested friends, in order for them 
to remember Mackmyra the next day. 

  

Figure 10, Free Working Frankie 
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6.6.8 NO TIME NATHAN (URBAN UPPTAGEN)   
Nathan is 30 years old and has worked for an IT 
consulting firm since three years. He started his 
career just after graduating from The Royal 
Institute of Technology. The job is currently taking 
a lot of Nathan’s time, and recently it has been 
many late nights at the office. Therefore, leisure 
time is something that Nathan values and he tries 
hard to find time to socialize with friends. 
Typically, they meet up for a dinner in town, or for 
a few beers while watching a football game. 

Nathan bought his whisky cask together with some 
friends, as it seemed like a cool thing to have one’s 
own whisky. If he thinks about it, it was probably 
his friend Johan who convinced him. Johan is 
actually the only one in the group who is really 
interested in whisky. Even though Nathan enjoys a 
glass of whisky every now and then, he does not 
actually have any flaming interest. However, it 
seemed like a fun thing for the moment and it is 
great to have something in common with his 
friends. Besides, it is always nice to have a few 
bottles of whisky at home and as they are seven 
friends sharing the cask, it was not such a big 
expense. He has tasted the whisky once, when they 
took a tour out to Fjäderholmarna, but since then 
they have unfortunately not had the time to go 
again. He is not sure if they should bottle the cask anytime soon, maybe in a year or so? He has 
some difficulties remembering. 

He has a bit of a problem telling curious friends what it means to buy one’s own cask, as he does 
not feel too familiar with it himself. He ended up in the middle of a discussion on whisky at work 
the other day but found it hard to contribute, as his whisky knowledge is rather inadequate. To 
actively try to get friends to buy their own barrels is not something he is interested in getting 
involved in. The time is, as mentioned, a critical factor for Nathan and he does therefore not have 
the possibility to engage in such activities. Furthermore, he would feel a bit uncomfortable trying 
to push his friends to buy, as it is a quite massive decision. After all, he is no salesman. Or is the 
problem rather lack of engagement? Frankly, it does not really matter. 

  

Figure 11, No Time Nathan 
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6.7 TARGETING 
According to the STP model, T stands for Targeting. Targeting aims to select those segments to 
present a certain offer to (Kotler & Keller, 2006). In this thesis, eight different segments are 
identified, all visualized by personas. Not all of these are relevant to present an incentive 
program to, which is why it is necessary to analyze which segments to target. 

The first persona presented was Economical Earl. He was attracted to financial reductions, 
which is a trigger relatively easy to address. Provided that this motive is strong enough, there is 
a value in targeting the Earl segment to present the offer for. However, as financial incentives 
sometimes can have the opposite effect (Phelps et al, 2004), the company should in this case 
proceed with caution. 

Next was Curious Cormack. Also Cormack is driven by clear incentives, easy to address. 
However, not all companies benefit from, or even have the opportunity to, present a product 
which the customer can experiment with. Such activities may be costly for the company and can 
cause dilution to the brand, as product extensions leads to negative effects if not well fitted to 
the brand (Salinas & Pérez, 2007). If made correctly, however, it may instead contribute with 
new knowledge to the company, and thus boost the brand. 

The third persona was Devoted Darrel. Darrel’s motives are relatively harmless to meet. As he 
does not request any extravagances, the company can introduce the customized incentive 
program for him, without fear of negative consequences. Instead, unique products can perhaps 
enhance the mystique surrounding the brand and thus other customers’ interest. 

Persona number four is Social Simon. As the company has much to gain from meeting its clients 
(Ferguson, 2008), this is definitely a segment that should be targeted. Furthermore, events are a 
clear incentive, easy to address, which further suggests this to be a group to focus on. 

VIP Willy is rather difficult to address with an individualized offer. For many customers, the soft 
side of loyalty programs is important, including recognition and personalization (Ferguson & 
Hlavinka, 2008). One alternative is to start a program with a mix of minor treats and personal 
relations, all with the aim of making Willy feel special. The need to keep getting that little extra 
will hopefully drive him to engage friends. 

Next is Comfortable Chris. According to Kotler and Keller (2009), only the segments with the 
assumed largest potential should be targeted. Although Chris is interested in the brand, he 
should thus not be targeted, as several other segments shows better potential. Despite Chris 
favoring all the suggested incentives, his lack of own ideas indicated a sparse commitment. It is 
probably not worthwhile to introduce a custom application to him, as he probably is not 
interested enough to actually generate some revenue in form of new customers. For the segment 
Chris, it is a better idea to have an offering ready, which given access to when asked for it. 

As Free Working Frankie is satisfied with the conditions that exist today, and happily works 
without compensation, it is no need to allocate resources to designing a program tailored for the 
segment. Instead, it is enough for Frankie’s efforts to be recognized and appreciated. Thus, this is 
not a segment to target, however one worth paying attention to. 

The last persona, No Time, Nathan, is also not worth targeting. He has clearly expressed that 
there is no time for any further commitment and he probably lacks interest as well. Thus, the 
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segment Nathan should be left alone; otherwise there is a risk that he loses interest in the 
company, due to pressure on incentive programs. 

In Table 11 below, it is visualized which segments it is relevant to present an incentives program 
to and hence which should be targeted. 

PERSONA TARGET 
CONSIDER 

TARGETING 
NOT 

TARGET 
COMMENT 

Economical Earl 

 x  Financial incentives 
sometimes may work contra 
productive 

Curious Cormack 
 x  Products extensions may cause 

dilution to the brand 

Devoted Darrel 

x   No risk of negative 
consequences as no 
extravagances are requested  

Social Simon 

x   The company has much to gain 
from meeting its clients 

VIP Willy 
 x  Rather difficult to address with 

an individualized offer 

Comfortable Chris 

  x Sparse commitment, not 
interested enough to generate 
revenue 

Free Working 

Frankie 

  x Satisfied with the existing 
conditions and happily works 
without compensation 

No-Time Nathan 

  x No time for commitment and 
lacks interest. May be lose 
interest due to pressure 

 
Table 11, Segments to target 

When the targeting is completed, the positioning phase starts. In this phase, clear offers are 
formed, tailored to the different categories (Kotler & Keller 2006). This, however, is beyond the 
scope of this thesis. Linked to the positioning, a short discussion is held in the next section, on 
how a program of inter-consumer marketing, based on motives, can be adapted to today's digital 
environment. 

6.8 DISCUSSION 
Making use of the internet for an invites concept and other inter-consumer marketing can be an 
efficient way to help existing customers to reach out to friends and acquaintances. During the 
interviews, a number of requirements regarding the development of web-based materials were 
revealed. All of them requested information in a format which could easily be forwarded to 
potential new customers. However, there are a number of challenges that are unique to Internet-
based communication, which companies must open their eyes to. Otherwise, there is a risk that 
the Internet does not provide the value it can generate. 
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Recipients of e-mail tend to be far more likely to delete mail sent from a company, than e-mails 
sent from friends (Phelps et al, 2004). Thus, it is important to allow for the customer to easily be 
able to pass on web based information. This can be set in contrast to companies that have a form 
on a web page, stating it is possible to "recommend this to a friend," which results in an e-mail, 
with the company as the sender. 

As information sent from friends appear more credible than traditional marketing (Phelps et al, 
2004), it is very useful to have a functioning inter-consumer solution. Again, the segmentation 
enters the picture. It is more likely that an existing client forwards information, if the customer 
experiences the information to be relevant. As there is considerable variation in what 
information that is perceived valuable, the web based information should be adapted not only to 
the recipient, but also to the sender. 
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7 CONCLUSIONS 

This chapter presents the main conclusions to be drawn from the analysis made in the previous 

chapter. The conclusions are followed by limitations of the thesis, and ends with suggestions on 

future research. 

By making use of the tools available in brand equity in general, and brand resonance in 
particular, companies can strengthen their relationship to customers. In this paper, the intention 
was to identify the incentives and triggers that may drive an existing premium brand 
ambassador to recruit new customers, who hopefully will become ambassadors themselves. 
Using the theories of inter-consumer marketing, these customer-to-customer contacts can 
spread more effectively. 

There is not only one incitement that can attract customers to engage friends, and by that 
acquaintances, but the motives that are perceived motivational differ from person to person. In 
this paper, however, a number of incentives have been identified as more prevalent than others, 
these are: 

• Access to unique products 
• Priority to limited editions 
• Experience the company from the inside 
• Invitations to exclusive events 
• Price reductions 
• Points to exchange for merchandise 

When it comes to developing deals designed to suit the individual customers’ needs, it is 
necessary to understand who the customer is, as well as the underlying motives. Therefore, the 
identified incentives were changed into segments, based on the STP principle. Meanwhile, the 
personality types were somewhat changed, to be more suited to the design of incentive 
programs. This resulted in the creation of personas. Among the personas based on the 
aforementioned drivers, three were added. These three are, however, not necessarily relevant to 
make an offer to. The reason for still presenting them is that it is useful for companies to also 
have knowledge of the customers who are not interested in a particular offer. The segments, and 
thus the personas, which were selected are the following: 

• Economical Earl: The economical customer looking for monetary reductions 
• Curious Cormack: The curious customer, who wants to experiment and try new things 
• Devoted Darrel: The customer really interested in the product, looking for unique 

goods for his collection 
• Social Simon: The social customer, eager to participate in any kind of event 
• VIP Willy: The customer who seeks special treatment rather than a specified incitement 
• Comfortable Chris: The comfortable customer, who will probably not generate any 

sales 
• Free Working Frankie: The free working customer, who does not want any 

compensation for his efforts 
• No-Time Nathan: The busy customer, who has no time for inter-consumer activities 
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After the incentive types are segmented, every company must have a discussion on which 
segments to target. Which segments that suits for production of incentive programs, in order to 
get existing ambassadors to recruit new customers, likely differs from case to case. In general it 
can be said that two of them, Devoted Darrel and Social Simon can be addressed at no direct risk 
of negative consequences. For Economical Earl, Curious Cormack and VIP Willy, the company 
should proceed with caution, since the introduction of such incentives can work 
counterproductive. There is no need to develop a program for the Free Working Frankie, as he 
happily works without compensation. However, he obviously should be shown appreciation for 
his efforts. Finally, there is nothing to be gained in designing programs for Comfortable Chris 
and No-Time Nathan, as none of them will generate any revenue from new customers, no matter 
how interesting incentives they are given. 

Regardless of which segments the company chooses to target, there is a value in developing 
web-based information tailored for digital media, as it is a way of making it easier for the 
existing customers to increase the conversion rate. 

7.1 LIMITATIONS 
A limiting factor in this research is connected to the quantitative data collection process, as a 
result of the low response rate obtained from the online survey. Even though the validity of the 
thesis can be considered high, and multiple data sources and methods for collecting the data 
were used, the low response rate in the survey may have affected the generalizability of the 
results. Hence, it is not possible to say with certainty that the results are applicable for the whole 
population. 

7.2 FUTURE RESEARCH 
During the work with this thesis, a large amount of information has been handled both within 
the theoretical framework and from the empirical results, which gave rise to many new 
questions. For further research it would be of great interest to investigate whether the findings 
of this thesis could be generalized to settings where there might be a lack of customer 
involvement or for products not directly linked to enhancing the customers’ self-image. 
Therefore, it would be of interest to investigate if the identified motives are applicable to CPG 
products.  

In this thesis, the focus have been on two of the three cornerstones in the “holy trinity of 
marketing”; segmentation and targeting. A suggestion for future research could thus be to 
investigate the third cornerstone; positioning and how these incentive programs should be 
positioned to have the largest positive impact on the targeted groups. Furthermore, a suggestion 
for future research could be to examine the effects of having a more exclusive invites concept, 
where the number of invitations is limited. Would the motives and triggers for this kind of 
concept be the same? Or does the exclusiveness change the attitudes among the customers? 
Could this create a hype of “must have” or is it a limiting factor? 
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WORDLIST/DEFINITIONS 
Brand: ”name, term, sign, symbol, design, or a combination of them, intended to identify the 
goods and services of one seller or group of sellers and to differentiate them from those of 
competition” (marketingpower.com, 2012)  

Brand Audit: “a comprehensive examination of a brand to assess its health, uncover its sources 
of equity and suggest ways to improve and leverage that equity” (Keller, 2008, pp. 40) 

Brand Awareness: “related to the strength of the brand node or trace in memory, which we can 
measure as the consumers’ ability to identify the brand under different conditions” (Keller, 
2008, pp. 51) 

Brand Hierarchy: “displays the number and nature of common and distinctive brand 
components across the firm’s products” (Keller, 2008, pp. 41) 

Brand Image:  “consumers’ perceptions about a brand, as reflected by the brand associations 
held in consumers’ memory” (Keller, 2008, pp. 51).  

Brand-Product Matrix: “a graphical representation of all the brands and common distinctive 
brand components across the firm’s products” (Keller, 2008, pp. 41). 

Customer-Based Brand Equity: “the differential effect that brand knowledge has on consumer 
response to the marketing of that brand” (Keller, 2008, pp. 48). 

Premium Brands: “premium brands are typically of excellent quality, high priced, selectively 
distributed through the highest quality channels, and advertised parsimoniously” (Quelch, 1987, 
pp. 39) 

Product: “anything we can offer to a market for attention, acquisition, use, or consumption that 
might satisfy a need or want” (Keller, 2008, pp. 3). A product may be a physical good, a retail 
outlet, a person, an organization, a place or an idea. (Keller, 2008, pp. 3) 


