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Abstract  
Background: The authors tentatively believe they have identified a new trend within branding, 
where an established brand launches a new and innovative product that is somehow related to 
the brand’s core values, interactively through a complementary marketing communication 
video. Support for the relevance to further investigate the identified trend can be found in 
academic literature. Due to today’s competitive marketplace, several researchers emphasize the 
importance to further explore and evaluate creative customer-based brand equity-building 
strategies. 

Purpose: The purpose of this thesis is to explore the identified trend and whether this 
identified trend can assist in building customer- based brand equity. The authors of this thesis 
use the Volvo LifePaint campaign  as a case for the study. The research questions concerns what 
associations consumers make to the launched product when being exposed to its 
complementary marketing communication video, and whether these associations are 
transferable to the brand.  

Method: The method of this research was qualitative and the primary data collection was 
collected through 10 semi-structured interviews, as well as observations through netnography.  

Conclusion: Based on the findings from the case study, the authors conclude that the 
identified trend may serve as a creative branding strategy for an established brand, to assist in 
building customer-based brand equity. However, the authors noticed that unfavorable 
associations also may be created and transferred, which potentially can harm the brand.  
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1. Introduction   

This chapter provides the reader with background information about the topic of this thesis. 
Also, introduces the problem statement, as well as the purpose and research questions.  

1.1 Background 
The marketing landscape has experienced significant shifts towards an increased use of digital 
media (Driscoll, 2015; Risi, 2016; Berthon, Pitt, Plangger & Shapiro, 2012). One of many 
challenges in the today’s marketing communication landscape is to understand and re-think 
communication strategies (Keller 2009). A highly discussed topic within branding has been 
trending recently all over internet-based business periodicals. Prize-winning advertising 
campaigns are being acknowledged for taking on a different shape of work (Nudd, 2015a; Nudd, 
2015b; Hare, 2015). These advertising campaigns have been recognized as ”big brands, doing 
smart things”, and brands that extend their branding strategies, that lifts creativity to new levels 
(Hare, 2015).  

A common theme for these trending campaigns is that the brand launches a new and innovative 
product that is somehow related to their core-brand values, and incorporates the brand’s name 
and logo, through a complementary marketing communication video. The authors of this thesis 
have identified several campaigns and examples, which all follow this mentioned theme: Volvo 
launched the Volvo LifePaint, a reflective spray that help bikers be more visible in the traffic, at 
night (Joseph, 2015); Röda Korset and the airport Svedavia created an arcade machine that 
donates foreign coins to charity (Åkestam Holst); Carlsberg created Beer'd Beauty, a beauty-line 
for men that contains ingredients from beer (Diaz, 2015); and Nivea created The Nivea Doll, a 
doll that could get sunburned, in order to teach and remind children of the importance of 
reapplying sunscreen (Nudd, 2015b). To support the launch of these products, all of these 
companies mentioned, created and released a complementary marketing communication video 
through their owned medias. 
  
Based on these examples and more, the authors tentatively believe they have identified a new 
trend within branding and marketing communications strategies. To further explore this trend, 
the authors have summarized main themes of the trend. The themes include the launch of a new 
and innovative product by an established brand. The product is somehow related to the core 
values of the brand, although not directly related to the brand’s core offerings. The product is 
presented by means of a complementary marketing communication video, online. The campaign 
is not created with the aim to make profit from the launched product. The authors believe that 
the product and the complementary marketing communication video are highly interactive and 
work together as a pair, which makes up an unique marketing effort. Figure 1 outlines the 
authors proposed illustration of the identified trend.  
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Figure 1.1 

Proposed illustration of the identified trend

1.1.1 Exploring the Identified Trend  
To further explore and analyse this identified trend, the authors have chosen to use the Volvo 
LifePaint campaign throughout the thesis, as a case. The Volvo LifePaint campaign consists of 
the product, the Volvo LifePaint, and its complementary marketing communication video, 
which is posted on YouTube. Next follows a short description of Volvo and the Volvo LifePaint 
campaign, which will be further elaborated on in section 2. Figure 2 shows the authors proposed 
illustration of the identified trend, applied to the Volvo LifePaint campaign. 

 

Figure 1.2 
The identified trend applied to the Volvo LifePaint campaign

Volvo is one of the major car manufacturers of today. They work indisputably with three core 
values throughout their operations; quality, safety and environment (Volvo Cars, 2015). In 2015, 
Volvo launched a reflective spray paint; the Volvo LifePaint. The reflective spray is invisible by 
daylight, but shines brightly at night in the glare of headlights from cars. The function of the 
spray is to make cyclists more visible in the traffic. Thus, intended for cyclists to “survive a 
crash, by not crashing”, which incorporates one of Volvos core values, namely safety 
(VolvoLifePaint, 2015). The Volvo LifePaint is presented in a complementary video online, on 
Volvo's own YouTube channel. The video shows the dangerous situations cyclists face in the 
traffic environment, then presents the Volvo LifePaint as a solution to increase road safety. The 
Volvo brand is clearly present as the brand behind the product (Williams, 2015). The Volvo 
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LifePaint campaign was very successful and the YouTube video reached 4 million views in 20 
days (Grey, 2015).  

1.2 Problem Statement     
The authors have identified a trend within branding, where firms seek to extend their branding 
strategies that lifts creativity to new levels. The authors acknowledge this identified trend to be 
an extraordinary analyzable phenomenon that presents an opportunity few have considered 
before.  

Support for the relevance to further investigate this trend can be found in academic literature. 
Due to today’s competitive marketplace, several researchers emphasize the importance to 
further explore creative brand equity-building strategies (Keller, 2009: Keller & Lehmann, 
2006; Yoo, Donthu & Lee; 2000). Additionally, the evaluation and response of these brand 
equity-building strategies is suggested to need further attention. Further investigation of how 
consumers’ brand knowledge may change after being exposed to creative brand-building 
strategies is necessary, as well as investigation on how this changed knowledge may affect 
consumer’s perceived image of the brand (Keller, 2009).    

Brand equity has been examined from a range of different viewpoints, that view brand equity 
from financially-based, company-based, and customer-based perspectives (Aaker, 1992; 
Varadarajan & Jayachandran, 1999; Keller, 1993; Keller & Lehmann, 2006). When discussing 
brand equity in terms of perceived brand image, brand knowledge and customer’s evaluation of 
marketing efforts, the perspective of customer-based brand equity (CBBE) is most often applied 
(Keller, 1993; 2013; Netemeyer, Krishnan, Pullig Wang, Yagci, Dean, & Wirth, 2004).  Research 
suggest that CBBE occurs when the customer assumes favourable, strong, and unique 
associations toward the brand (Keller 1993; Kamakura & Rusell, 1991). If a brand already has 
well established brand identities, such as brand names, symbols and logos, one strategy to 
achieve CBBE is to integrate those brand identities into supporting marketing programs (Keller, 
1993).   

For the identified trend, the authors of this thesis propose that the supporting marketing 
program involves the product that is launched and its complementary marketing 
communication video. When further examining CBBE-building strategies, where the identified 
trend could be anchored in, the concept of leveraging of secondary associations was identified. 
When leveraging secondary associations, a brand attempts to borrow associations from an 
external entity (Keller, 1993; Smith, 2004; Uggla 2004; Uggla 2006). The external entity can be 
a person, a place, another brand or a product category (Keller, 1993; Uggla, 2006), where the 
author of this thesis propose the latter to be the case of the identified trend. If the customer 
creates favourable, strong and unique associations to the product, these associations may be 
transferred to the core brand and thus, contribute to CBBE (Uggla 2006).  

Therefore, the authors of this thesis find it highly relevant to further explore the identified 
trend, by applying the concepts of CBBE and the leveraging of secondary associations through a 
product category. By that, the authors aim to further explore a creative brand-building strategy 
and whether it can assist in building CBBE.  
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1.3 Purpose 
The purpose of this thesis is to explore the identified trend, thus, when an established brand 
launches a new and innovative product that is somehow related to the brand’s core values, 
interactively through a complementary marketing communication video, and whether this 
identified trend can assist in building CBBE.  

In order to examine and explore this identified trend, the authors have chosen to use the Volvo 
LifePaint campaign as a case for the study. By fulfilling the purpose of this thesis, the authors 
hope to make a theoretical contribution to the academic body concerned with creative CBBE-
building strategies. Further, the authors hope to provide practical advice for firms, with already 
established brand identities, who wish to enhance their CBBE.  

1.4 Research Questions 
1. How can the Volvo LifePaint campaign assist in building customer-based brand equity 

for the  Volvo brand?  

a. RQa. What association does the customer make when exposed to the Volvo 
LifePaint campaign? 

i. Are the associations favourable, strong, and unique?  

b. RQb. To what extent can these associations be transferred to the Volvo brand?  
i. How much knowledge of the Volvo LifePaint product can be developed 

by its supporting marketing communication campaign?  
ii. Is this knowledge of the Volvo LifePaint product meaningful for the 

Volvo brand?  
iii. Is the knowledge of the Volvo LifePaint product transferrable to the 

Volvo brand?  

1.5 Definitions  
In order to simplify for the reader and to prevent misunderstandings, the authors provide 
definitions for concepts central for the thesis. For many of these concepts, several definitions 
exists, and therefore the authors have chosen those definitions they consider to be most 
appropriate for the thesis.    

● Brand: "A brand is a customer experience represented by a collection of images and ideas; 
often, it refers to a symbol such as a name, logo, slogan, and design scheme” (American 
Marketing Association, 2016, p.27).  

● Marketing communication: “Different ways in which products, services and brands are 
presented, considered, and developed with audiences”. (Fill, 2009, p.4).  

● Customers: “The actual or prospective purchaser of products or services” (American 
Marketing Association, 2016, p.73). 

1.6 Delimitations  
This thesis is bound by some delimitations. Throughout the thesis, one specific case was used, 
namely the Volvo LifePaint campaign, thus a comparison of several cases of the identified trend 
will not occur. Further, due to the authors’ limited resources, the thesis is somewhat 
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geographically limited. The interviews, used as main source of primary data collection, were 
conducted in Jönköping with only Swedish participants. Therefore, the sample does not 
represent Volvo’s whole target market, since Volvo operates worldwide.  However, netnography 
on the comments from the Volvo LifePaint YouTube video, the additional source of primary data 
collection, consists of comments from an international audience.   
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2. Industry-Related Information 

This section aims to provide background information regarding Volvo and the Volvo LifePaint 
campaign. 

2.1 Background Information of the Volvo LifePaint Campaign 
Volvo is one of the major car manufacturers of today. Volvo’s corporate brand is built upon 
three core values; quality, safety, and environment. An example of how Volvo incorporates these 
values in their operations is their “2020 goal”. The objective of this goal is that “by 2020, 
nobody should be killed or seriously injured by a new Volvo” (Volvo Cars, 2015).  

In 2013, Volvo decided to cooperate with the advertising agency Grey, to create a new marketing 
campaign. Grey found a Swedish startup company called Albedo 100, who had created a 
reflective spray. The spray was initially used to mark the antlers of deers in Sweden, in order to 
spot them better in the glare of headlights. Grey were genuinely inspired by the reflective spray, 
thus, initiated a collaboration. In early 2015, Volvo and Albedo 100 launched the Volvo LifePaint 
as a trial in the UK. Volvo LifePaint is a reflective spray, to be used by cyclists, in order to 
become more visible in the dark, and thereby increasing safety in the traffic. When sprayed on 
an item, such as a helmet, bicycle, or a piece of clothing, the spray creates a reflective layer that 
lights up when exposed to headlights (Williams, 2015; Joseph, 2015). Volvo did not aim to make 
money on the sales for the Volvo LifePaint, instead, the spray was given away for free in several 
bicycle shops around the UK and the response from the campaign was greater than expected. 
The spray was a success among bikers and resulted in empty shelves (Williams, 2015).  

In addition to being promoted in several bicycle shops around the UK, Volvo LifePaint was 
further presented in a complementary marketing communication video online, on Volvo's own 
YouTube channel. The video begins by showing dangerous situation cyclists face in the traffic 
environment. The Volvo LifePaint is subsequently presented as a solution of this problem by 
increasing the visibility and the road safety. The Volvo brand is clearly presented as the brand 
behind the product, as well as the contributor to a safer traffic environment. The Volvo LifePaint 
campaign was very successful and was awarded the Grand Prix 2015 at the Cannes Lions festival 
(Williams, 2015). The YouTube video reached 4 million views in 20 days (Grey, 2015) and the 
online video generated 130 million global media impressions, without the usage of paid media 
(Joseph, 2015). Approximately one year after the launch, the video on YouTube had over 7 
million views, 15,000 likes and almost 900 comments (VolvoLifePaint, 2015). 
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3. Theoretical Frame of References  

The aim of this chapter is to present key theoretical concepts for exploring the identified trend. 
Customer-based brand equity is presented first, followed by the theoretical concepts of 
leveraging secondary associations. 

3.1 Introduction to Frame of References  
The research questions of this thesis can be linked to theoretical concepts identified in the 
academic literature. The main research question concerns whether the identified trend can 
contribute to customer-based brand equity (CBBE). Therefore, the aim of the frame of 
references is to describe the elements of CBBE, and explore means of how it can be created.  

Further, the first sub-research question involves the exploration of what associations customers 
might create when exposed to the Volvo LifePaint campaign, and whether the nature of those 
associations are favourable, strong, and unique. The elaboration on how CBBE occurs when 
customers assume favourable, strong, and unique association toward a brand, is discussed in 
section 3.2.   

At last, the second sub-research question concerns to what extent the associations created, when 
being exposed to the Volvo LifePaint campaign, may be transferred to the Volvo brand. This can 
be linked to the concept of leveraging of secondary associations, discussed in section 3.3. 
 
 

Figure 3.1      Figure 3.2

Theoretical frame of reference Theoretical frame of reference 
overview of section 3.2 overview of section 3.3 
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3.2 Customer-Based Brand Equity 
Previous literature has given a significant amount of consideration to the concept of brand 
equity (Aaker, 1992; 1996; Keller, 1993). Essentially, it is agreed that brand equity is made up of 
unique marketing efforts, attributable to a brand (Aaker, 1992; Mahajan, Rao, & Srivastava, 
1994; Keller, 1993). Thus, brands can gain competitive advantage if well implemented brand 
equity-building strategies are put into action (Lassar, Mittal, & Sharma, 1995). However, no 
common perspective in regards to conceptualizing and measuring brand equity is agreed upon 
(Keller, 2013). Brand equity has been examined from a range of different perspectives that view 
brand equity from financially-based, company-based, and customer-based perspectives (Aaker, 
1992; Varadarajan & Jayachandran, 1999; Keller, 1993; Keller & Lehmann, 2006). The authors 
of this thesis choose to utilize the perspective of brand equity provided by Keller (1993; 2009; 
2013), which views brand equity from the customer’s point of view, namely, CBBE. CBBE 
examines how brand equity should be built, measured, and managed from the customer’s 
perspective (Keller, 1993). Based on what the customer has felt, learned, seen, or heard about a 
brand, the power of that brand rests on what exists in the customer’s memory. This argument 
serves as the basis for CBBE. Thus, the process of building strong brands require great effort in 
making sure the customer has the right type of experiences from the brand. These experiences 
should be derived from a brand's supporting marketing communication, which links feelings, 
beliefs, images, perceptions, thoughts, and opinions to the brand (Keller, 1993; 2013; Netemeyer 
et al., 2004). Customers reactions to a product and its supporting marketing communication is 
more favourable when the brand name is identified, in comparison to when it is not (Kamakura 
& Rusell, 1991). Hence, the brand has positive CBBE when the brand name is identified (Keller, 
1993). Keller (1993) formally defines customer-based brand equity as: “the differential effect of 
brand knowledge on consumer response to the marketing of the brand”(p.2). 

3.2.1. Elements of Customer-Based Brand Equity (CBBE) 
Three elements outline the CBBE definition: the differential effect; brand knowledge; and  
consumers’s response to marketing activities. First, referring to the differential effect, evidence 
suggest that brand equity emanate from perceived distinctness and differences of the brand in 
the customer’s response. If the brand fails to stand out in the customer’s mind, competition will 
assumably be based solely on price (Keller, 1993; Romaniuk & Nenycz-Thiel, 2013).  

The second ingredient of the definition of CBBE suggests that the customer’s knowledge about a 
brand is the key generator for the customer’s differential response. Brand knowledge is derived 
from past experiences, in terms of learnings, impressions, and feelings about the brand. CBBE is 
essentially dependent on what past knowledge exists in the customer’s mind (Keller, 1993; 
Lassar et al., 1995). Koll and von Wallpach (2009) further contributes to the literature on CBBE 
by supporting the linkage and relation between brand knowledge and consumer response. A 
brand's meaning bear different significance to different consumers. Marketing programs aiming 
at communicating a particular message might be understood and perceived differently among 
consumers, thus, dependent on the customer’s relationship with that brand. This suggests that 
managers need to recognize the relationship between brand knowledge and consumer responses 
(Koll & von Wallpach, 2009).  

Thirdly, Keller (1993) gives a description to the marketing activities that trigger customers 
perceptions, inclinations, and actions as the response to marketing activities. The customer’s 
desire to choose one brand over another lies in the response to a brand’s marketing activities. A 
brand’s marketing activities should be partly of qualitative nature, such as distinctive, relevant, 
and transparent, that are results of positive customer perceptions of the brand (Keller & 
Lehmann, 2006).  
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3.2.2 Customer’s Brand Knowledge  
CBBE is evident when the customer has some previous knowledge and familiarity about the 
brand, suggesting that brand knowledge is to be the source of CBBE (Keller, 1993; Lassar et al., 
1995). Understanding the consumer’s structure of brand knowledge is the key to determine what 
comes to mind in the consumer’s response to a brand’s marketing (Keller 1993; Aaker, 1991; 
Nandan, 2005). The concept of brand knowledge is defined in terms of two dimensions: brand 
awareness and brand image (Keller, 1993) and is confirmed by post research (e.g Esch, Langner, 
Schmitt, & Geus, 2006; Agarwal & Rao, 1996).  

3.2.2.1 Brand Awareness  

The first dimension of brand knowledge is brand awareness, which is the strength of the linkage 
to the brand in the customer’s memory. The customer’s ability to recognize and recall a brand 
under certain conditions is reflected by the brand awareness. Brand awareness is established by 
repeated exposure of a brand’s identity, such as a name, symbol, logo, or slogan, which increase 
a brand’s familiarity and acknowledgement (Keller 1993; 2013). Establishing brand awareness is 
suggested as a fundamental first-step in building brand equity. However, brand awareness alone 
is not enough (Esch et al., 2006; Keller, 2013). Research confirms that brand awareness affects 
brand image. Hence, both dimensions of brand knowledge may determine a customer’s 
behaviour towards a brand (Esch et al., 2006).  

3.2.2.2 Brand Image  

Once adequate positioning of brand awareness is developed, a firm should focus on creating a 
brand image (Keller, 2013). Brand image reflects associations which customers have in their 
memory about a brand. Brand associations tie informational links to the brand in the customer’s 
memory, and reflects the customer’s perceived meaning of the brand (Keller, 1993). Brand 
associations may be explained as informational nodes, that are linked to the brand node, in the 
customer’s mind. These nodes contain the customer’s perceived meaning of a brand (Herzog, 
1963). The nature of brand associations may take on different forms, such as brand attributes, 
brand benefits, and brand attitudes. Brand attributes are the explanatory features that 
characterise the product or service. There can be product-related attributes, which refers to the 
products physical design, and non-product related attributes, which are the products external 
elements related to the purchase of the product (Myers & Shocker, 1981). Brand benefits are 
what personal values customers may attach to a product or a service, as well as what the 
consumer believe the product can do for them (Keller, 2013). Finally, brand attitudes are what 
opinions the customer forms and how the customer evaluates a brand. The overall attitude a 
customer have towards a brand gives important managerial implications to understand, since 
attitudes usually serve as the basis for consumer behaviour (Quester, Neal, Pettigrew, Grimmer, 
Davis, & Hawkins, 2007). Product (and non-product) related attributes, perceived benefit, and 
overall attitude toward the brand may vary in terms of their nature, such as favourability, 
strength, and uniqueness of the customers associations (Keller, 1993). 

Research suggest that CBBE occurs when the customer assumes favourable, strong, and unique 
associations toward the brand (Keller 1993; Lassar et al., 1995; Kamakura & Rusell, 1991). For 
marketers to be able to create a desired differential response to their marketing activities, which 
results in CBBE, they need to reassure that strong associations towards the brand are being held 
by the customer. Simultaneously, those associations should be favourable, as well as unique in 
comparison to competing brands (Keller, 2013). Further explanation of these different types of 
associations is further discussed next, in detail. 

!  9



Favourability of Brand Associations  
The favourability of brand associations, thus the success of marketing programs, depends on 
favourable customer evaluations. If the customer perceives the brand to have attributes and 
benefits that please their desires, a general positive brand attitude is formed, and favourable 
associations are made (Keller, 1993). Moreover, favourable customer associations may also arise 
when the products features or attributes are perceived as important (Myers & Alpert, 1977). 
Assumably, there is a greater likelihood that the customer prefers a brand offering products with 
important attributes linked to it (Jaccard, Brinberg, & Ackerman, 1986). Several researchers 
support the significance of attribute-importance concept, in the customer’s overall brand and 
product evaluation (Huffman, 1997; Ajzen and Fishbein, 1980). If the consumer fails to perceive 
the brand’s attributes as important, the likelihood of perceiving favourable brand associations 
decreases (Keller, 1993).   

Strength of Brand Associations  
Further categorization of brand associations may be done by assessing the strength of the 
associations (Keller, 1993). The strength of associations may be explained as to which degree of 
intensity the connection between the association and the brand node is. The accessibility of the 
association in the customer’s minds will depend on the strength of the association (Till, Baack, & 
Waterman, 2011). Strong associations are built when a customer devotes a significant amount of 
processing to given information, as well as qualitative processing of that information (Craik and 
Tulving, 1975). The depth-of-processing approach (Craik and Tulving, 1975; Vincent, Craik, and 
Furedy, 1996) suggests that the more perceived meaning of information received by the 
customer, the stronger the associations in memory will be. Thus, the strength of the associations 
is vital when a consumer is actively recalling, thinking, or elaborating on a brand, since the 
association information becomes more accessible when associations are strong (Craik and 
Tulving, 1975; Keller, 1993). Keller (1993) further argues that strong associations are created 
when the customer perceives given information to be of personal relevance, as well as when that 
given information is consistent and appropriately related to existing brand knowledge.  

Uniqueness of Brand Associations  
The basic premise of brand positioning amongst competing brands suggests that a brand should 
have a “unique selling proposition” in order to stand out and gain sustainable competitive 
advantage (Hendon & Williams, 1985; Aaker & Shansby, 1982). When a customer holds 
favourable and strong associations, that are also unique to the brand, the perception of 
dominance and superiority may be held by the consumers in relation to a brand’s competitors. 
This indicates that unique brand associations may be crucial for a brand’s prosperity (Keller, 
1993). If the customer perceive a brand as distinct and different from competing brands within 
the product category, unique associations are held by the customer (Till et al., 2011).  

3.3  Building CBBE Through Supporting Marketing Programs 
CBBE is created when the customers are familiar with the brand and hold favourable, strong 
and unique associations towards the brand (Keller 1993; Lassar et al., 1995; Kamakura & Rusell, 
1991). This can be achieved in two steps. First, the firm needs to consider the initial choice of 
brand identities, such as brand name, symbols and logos (Keller, 1993). Carefully chosen brand 
identities are argued to enhance brand awareness and to facilitate linkages between brand 
associations (Aaker, 1991; Robertson, 1989). Further, the second step to achieve CBBE is the 
integration of the brand identities into supporting marketing programs (Keller, 1993). For this 
thesis, the authors will focus on the latter, since the brands of the identified trend already have 
established brand identities, such as brand names and logos.  
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3.3.1  Leveraging Secondary Associations  
The creation of CBBE occurs when the consumers are familiar with the brand and hold 
favourable, strong and unique associations of the brand (Keller 1993; Lassar et al., 1995; 
Kamakura & Rusell, 1991). However, this description does not distinguish between the sources 
of the associations consumers hold of the brand (Keller, 1993). One way to create associations is 
through direct experience with the brand’s products and services. A second source of creating 
associations is the information provided by the brand, word of mouth or other commercial 
sources (Keller, 1993). Additionally, associations can be created on the basis of inferences from 
already existing associations. Thus, some associations of a brand are assumed to exist because 
the brand is characterised by other associations (Ford & Smith, 1987).  

One type of inferred associations might take place when brand associations are linked to 
external entities that are not directly related to the core product offered by the brand. When the 
brand becomes linked to this external entity, consumers may assume that the brand shares the 
same associations as the entity (Keller, 1993). Thus, the brand leverages secondary associations 
from an external entity to the core brand, a strategy which is argued to be able to contribute to 
CBBE (Keller, 1993; Smith, 2004; Uggla 2004; Uggla 2006). Keller (2003) defines the concept 
of leveraging secondary associations as a process where the brand “borrows” brand knowledge 
from an external entity. If the consumer holds associations of the external entity, these 
associations may be transferred to the core brand. Secondary associations can be used to create 
favourable, strong, and unique associations towards a brand, or to reinforce already existing 
responses and associations towards the brand (Keller, 1993; Smith, 2004; Uggla 2004; Uggla 
2006). In a competitive marketplace, the leveraging of secondary associations can be more 
efficient for a firm’s brand building than traditional marketing programs (Keller, 2003).  

When leveraging secondary associations, two different approaches are suggested, depending on 
the preferred outcome of the linkage (Keller, 2013; Uggla, 2006). Keller (2013) refers to these 
strategies as the commonality and the complementarity approach.  The communality approach 
is applicable when consumers hold associations to another entity that is congruent with the 
associations the consumers already hold about the brand. This approach is useful when a brand 
wishes to strengthen already existing brand associations (Keller, 2013). Thus, if a brand wishes 
to reinforce or consolidate its identity, it should link itself to an entity that mirrors the attributes 
of the brand (Uggla, 2006). When implementing a complementarity approach, few or no similar 
associations between the brand and the external entity exists (Keller, 2013). This approach is 
useful when the brand aims to reach a new position or to create new associations of the brand 
(Keller, 2013; Uggla, 2006; de Chernatony, 2001).   
 
Keller (2003; 2013) classifies the external entities used to leverage secondary associations into 
four categories; things, places, persons or other brands. A thing may refer to events, 
sponsorship, causes or third-party endorsement. A place may refer to the country of origin or 
the distribution channel. A person may refer to employees of the firm or celebrity endorsement. 
At last, another brand may refer to a brand extension, ingredient branding or co-branding. 
Within these categories, research investigating the leverage of secondary associations to build 
CBBE has been conducted. Celebrity endorsement (e.g. Spry, Pappu & Cornwell, 2011), 
sponsorship (e.g. Cornwell, Roy & Steinard, 2001; Smith, 2004), and country of origin (e.g. 
Kwan Li & Wyer, 1994; Mohd Yasin, Nasser Noor & Mohamad, 2007) are all entities where 
research has been able to show how the entities may contribute to a brand’s CBBE.  

3.3.1.1 Leveraging Secondary Associations Through a Product Category  

Further research on Keller’s (1993) theory of the creation of brand equity through secondary 
associations has been continued and developed (e.g. Uggla, 2004; 2006). In the theoretical 
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framework, The Corporate Association Base, Uggla (2006) argue that a corporate brand can be 
linked to external entities to reinforce, strengthen or create new associations of the brand. Uggla  
(2006) suggests that a corporate brand can be linked to external entities categorized into 
brands, places, institutions and product categories (Uggla, 2006). Thus, in addition to Keller’s 
(2003; 2013) suggestion of categories to classify external entities, Uggla (2006) has added 
institutions and product categories. For this thesis, the authors will focus on the latter, since the 
product launched in the identified trend may be classified as a new product category for the 
brand.  

A product category can be defined as all products that offer the same functionality. Different 
product categories may have different held associations. Some product categories are associated 
with luxury, such as jewelleries, while other product categories, such as beer, may have broader 
association such as masculinity, parties or even alcoholism (Aaker & Joachimsthaler, 2000). 
When a brand is associated with a new product category, the beliefs the customer holds of the 
newly introduced product category may be transferred to the brand, thus it will strengthen, 
reinforce or create new associations towards the brand (Uggla, 2006).  

3.3.2 Transfer of Secondary Associations  
When aiming to build CBBE through the leverage of secondary associations from external 
entities to the brand, Keller (2003; 2013) argues that three elements are of importance for 
successful CBBE-building. The first element is the knowledge of the entity. To be able to 
transfer associations from the entity to the brand, the consumer first of all needs to be aware of 
the entity and have some knowledge about it. The knowledge about the entity refers to the 
attributes and benefits the consumer assigns the entity (Keller, 1993). 

Secondly, meaningfulness of the knowledge of the entity is important. Given that the consumer 
holds favourable, strong and unique associations towards the entity, to what extent are these 
associations relevant for the brand? Relevant associations are those with the potential to 
strengthen, reinforce or create new associations that the brand wants its customers to hold 
(Keller, 2003; 2013). For example, in the campaign “Made by Sweden”, launched by Volvo in 
2014, Volvo aimed to reinforce the belief that their cars have Swedish quality, even though the 
company was sold to a Chinese firm. The fact that Volvo used several Swedish celebrities in the 
campaign can therefore be argued to be meaningful for Volvo (Thomsen, 2014). 

Lastly, the third element is the transferability of the knowledge of the entity. This element 
questions whether the knowledge of the entity actually will be linked to the brand (Keller, 2003; 
2013). Keller (2003) argues that this third element is particularly critical. Therefore, a number 
of moderating elements are suggested to be explored. The first element is the perceived 
similarity of the brand and the entity. The importance of the perceived similarity between the 
brand and the entity has been confirmed in previous research. For example, in a study 
examining celebrity endorsement, it was showed that the consumers were more positive 
towards the celebrity endorsement if they perceived the personality of the celebrity to be aligned 
with their perceived image of the brand (Till, Stanley, & Priluck, 2008). Similar results have 
been found in a study examining sponsorship (Smith, 2004). Further, the manner in which the 
entity and the brand are linked to each other, such as whether the linkage is perceived as 
favourable, is of importance (Keller, 2003). At last, the uniqueness of the linkage between the 
brand and the entity is crucial, thus, whether the linkage is perceived as unique. Support for 
this claim can be found in research examining association transfer (e.g. Keller & Aaker, 1990;  
Völkner & Sattler, 2006; Salines & Perez, 2009; Pina, Iversen, and Martinez, 2010). 
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3.3.3 Risks of Leveraging Secondary Associations  
Even though it is argued that the leveraging of secondary associations can contribute to CBBE 
(Keller, 1993; Smith 2004), some risks are involved. When a brand applies multiple brand 
identities, discrepancy and incompatibility of the brand's intentions and values may occur 
(Leitch & Richardson, 2003). When a brand crosses its natural boundaries, the brand is exposed 
to risks in four areas: (1) loss of control; (2) confused positioning and lost focus in target group;  
(3) image dilution through over exposure; and (4) less leverage potential in the future 
(Leuthesser, Kohli & Suri, 2003; Motion, Leitch & Brodie, 2003). Within the concept of  
leveraging secondary associations, the most obvious risks are those related to loss of control and 
confused positioning (Uggla, 2006; Kapferer, 2004).    

3.4 Summary of the Theoretical Frame of References   
The studied literature and theories provide the authors with a theoretical lens to further 
interpret and analyze the identified trend. To answer the research questions, the concepts of 
favourable, strong, and unique associations, as well as the section regarding the transfer of 
secondary associations, are most applicable for analysis of the collected data. 
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4. Method  

This chapter addresses the chosen methods and  research approaches. The authors describe 
and discuss what methods they have chosen to best fulfill the purpose of the thesis. A summary 
of used methods concludes the chapter.  

4.1 Research Philosophy 
Research philosophy within research, deals with the development of knowledge, and the 
character of that knowledge. Within the subject of research there are certain scientific 
philosophies that underpin research strategy; pragmatism; interpretivism; realism; and 
positivism (Saunders, Lewis & Thornhill, 2009). Nevertheless, this research paper has been 
conducted using the philosophy of interpretivism. 

4.1.2 Interpretivism  
The interpretivist philosophy argues for the importance of recognising humans as “social actors” 
and their differences. The focus of the interpretivist philosophy is that research is not conducted 
on objects, but on humans, namely social actors (Goldkuhl, 2011; Saunders et al., 2009). 
Interpretivism emphasise that testing data is not significant enough when studying social 
science, as it is in natural science. When using interpretivist philosophy as a foundation for a 
study, empirical data is often collected in a natural setting with use of qualitative methods. The 
interpretative research mainly involves interpreting human elements of the study. Thus, 
understanding the reality from the perspective of the social actor. The use of interpretivist 
philosophy is highly relevant and recommended when researching behaviour within a complex, 
yet unique, marketing setting (Saunders et al., 2009).        
  
This particular thesis focuses on consumers, who are humans, as well as their responses and 
association towards the Volvo brand after being exposed to the Volvo LifePaint campaign. Thus, 
this study has been composed on the base of social science. Moreover, since this research is 
based in the marketing field of study, an interpretivist philosophy is recommended for 
constructing research strategy (Saunders et al., 2009). The authors of this thesis have not 
created any hypothesis to test. Thus, the authors only used inductive approaches of empirical 
data gathering through qualitative methods by the use of semi-structured interviews and a 
complementary netnography (Saunders et al., 2009). The answers articulated during the 
interviews were interpreted, reflected, categorized, and synthesised, thus entailing an 
interpretivist point of view. Through this perspective of the interpretivist, insights of the 
consumers’  responses and associations to Volvo when exposed to the Volvo LifePaint campaign, 
were acquired. 

4.2 Research Approach 
Research approaches may be divided into two major branches within research theory: deductive 
and inductive. Depending on a reports structural arrangement and placement of hypotheses and 
theory, deductive or inductive methods are chosen thereafter (Saunders et al., 2009). The 
research approach chosen for this thesis is inductive. 

4.2.1 Inductive  
The purpose of inductive research is to gain understanding of the essence of the problem, as well 
as obtaining an understanding of a situation. The undertaking is to make sense of, and analyse 
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data collected through interviews. Subsequently, unlike a deductive approach, formulation of 
theory is built upon the result of the analysis. Research using an inductive approach allows for a 
deeper contextual research focus, in contrast to a particular focus on the variable of the study. 
The research processes carried out under an inductive approach starts with data collection. 
Thereafter, a formulation of theory is achieved based on the conclusion of research findings 
(Saunders et al., 2009). The exploratory nature of this thesis allows for an inductive approach 
since the gathering and collection of data occurred prior to making some generalizations, that 
concluded the research in a discussion which added to theory. Since the research questions are 
focused on exploring particular responses toward the Volvo LifePaint campaign, neither 
hypothesis or theory was formulated beforehand. 

4.3 Research Purpose  
When formulating the research purpose, one have to think about the nature of the research 
questions one wish to answer in the research study. The way in which the research questions are 
asked will result in either descriptive, exploratory, or explanatory answers (Saunders et al., 
2009). This thesis have aimed at answering research questions of a exploratory nature, since the 
authors seek to assess a phenomenon in a new light. There is barely previous research 
addressing such phenomenon, and the authors utilized certain prior theoretical frameworks to 
explain and understand it. Exploratory research is recommended when one seek to clarify the 
understanding of a phenomenon (Saunders et al., 2009; Keller, 2013).  

4.4 Research Method 
There are two major techniques identified for data collection: quantitative and qualitative. 
Quantitative methods deal with the collection of data that produce numerical results, as 
opposed to qualitative methods that generate results based on a non-numerical data (Saunders 
et al., 2009). The authors of this thesis have used a qualitative data collection method 
throughout this research.  

4.4.1 Qualitative Research  
As previously discussed, the authors have used an interpretivist philosophy, which suggests for a 
qualitative research method (Saunders et al, 2009). Qualitative methods aim to generate a 
subjective understanding of the fundamental reasoning and ambition behind people’s actions 
and experiences. The purpose of the qualitative method is to interpret and contextualize the 
perspectives held by the sample. The sample-size used for qualitative research is usually 
significantly smaller than when using quantitative methods (Macdonald and Headlam, 2008). 
To uncover and identify the type of associations consumers link to a particular brand, as well as 
exploring consumer brand perceptions, qualitative research methods are relevant and 
appropriate (Keller, 2013). Keller (2013) further supports the use of qualitative research 
techniques when the aim is to uncover associations to a brand, and their equivalent 
favourability, strength, and uniqueness. 

The research questions of this thesis aims to uncover what associations a customer makes when 
being exposed to the Volvo LifePaint campaign, as well as the favourability, strength, and 
uniqueness of those associations, and to what extent the associations may be transferred to the 
Volvo brand. As suggested by Keller (2013), qualitative approaches are best suited to answer 
these questions. The authors identify the subject matter of the thesis to be of certain complexity, 
thus justifying the choice of a rather small sample. The rationale for choosing a small sample is 
further grounded in the desire to gain a deeper and more profound understanding regarding the 
nature of what association customers make, as well as their level of transferability. The authors 
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used a qualitative research approach in the collection of data from interviews and YouTube 
comments, where results were generated from non-numerical human interaction, as opposed to 
a quantitative approach where numerical data collection is conducted.  

4.5 Research Strategy 
After discussing research method, a natural progression is to discuss the suitable research 
strategy for conducting a study. There are a number of common research strategies including: 
surveys; case studies; action research; and experiments (Saunders et al., 2009). The authors of 
this thesis utilized a case study as research strategy. 

4.5.1 Case study       
A case study is highly suitable when the research involves an investigation of a phenomenon of 
contemporary nature, as well as when the desire is to gain profound understanding of a 
phenomenon within a certain context (Saunders et al., 2009). The identified trend, recognized 
by the authors, takes place in a modern, contemporary scene, which is online, through a 
complementary marketing communication video. Hence, the authors found it appropriate to 
utilize a case study for this research. 

When investigating a unique case that presents the opportunity to analyse a phenomenon that 
few have considered before, and where limited knowledge exist, single case studies are often 
used (Yin, 2003). In this thesis, the authors considered the identified trend to be lacking in 
previous consideration, thus, the reasoning behind the use of a single case. This study is 
considered to be a single case study (Yin, 2003), since it exclusively examines the Volvo 
LifePaint campaign. 

When seeking answers in exploratory or explanatory research, with questions in the shape of 
“why”, “what”, and “how”, a case study is proven to be useful (Saunders et al., 2009). Looking at 
the research questions of this thesis, the aim is to answer questions in the nature of “what” and 
“how”, thus, supporting the use of a case study approach. In accordance with the research 
purpose of this study, which is of exploratory essence, a case study was applied.   

4.6 Sample Selection   
There are several sampling selection techniques that will facilitate the data collection and 
analysis process, by considering data from a smaller group, instead of an entire population. 
Sampling techniques may be divided into two categories: probability; and non-probability. This 
thesis have utilized non-probability samples, since it is recommended as tool to answer research 
questions where assumptions of the populations have no statistical ground (Saunders et al., 
2009). A small sample is recommended when using an inductive research approach, since the 
setting and nature of the situation is of particular interest. Due to restriction in time and 
resources, collecting data from a small and particular sample is also recommended, (Saunders et 
al., 2009). This thesis has been conducted using an inductive approach, under limited resources, 
which rationalizes the choice for a small sample.   

4.6.1 Non-Probability  
Non-probability sample techniques provide means for grounding the sample selection on the 
author’s subjective judgement (Saunders et al., 2009). Since the research questions and 
objectives of this study aims to gain a deeper understanding of a particular phenomenon, the 
authors must conduct studies that focus on a particular case, with a rather small sample group. 
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As mentioned earlier, this thesis is conducted under limited resources, which supports the use 
of non-probability sampling techniques (Saunders et al., 2009).  

Non-probability sample techniques allows for some generalization of the conclusion, however, 
with no statistical ground to it (Saunders et al., 2009). Since the inductive research approach of 
this study aims to formulates some theory, the selection of non-probability sampling is 
applicable.  

4.6.1.1 Judgemental Sampling  

There are mainly four non-probability sampling techniques: quota; snowball; judgemental; and 
convenience (Saunders et al., 2009). This thesis has been conducted by collecting data based on 
a judgemental sample technique.  

A judgemental sampling allows the selection process to be based on the judgement to choose 
cases that will best assist in answering the research questions. Judgemental sampling is 
recommended to be applied for case study research, where small samples are used (Saunders et 
al., 2009). The authors used a judgemental sampling technique for this thesis, since they wanted 
to select candidates that were best able to answer the interview questions, based on the author's 
own judgement. 

The sampling criteria was based on candidates whom: were in possession of a driver’s license; 
active participants in the traffic environment; and active users of social media. The authors 
consider the combination of being in possession of a driver license and being active in the traffic 
environment to be of importance, since the candidates then were more adequate to address the 
interactivity among drivers and cyclists. Further, the combination of possession of a driver 
license and being active in the traffic environment, enabled the participants to be able to relate 
to both drivers and bikers. Active usage of social media increased the possibilities of the 
candidates prior unintentional seeing of the Volvo LifePaint campaign, which was one of the 
early interview questions.  

4.7 Data Collection   
There are two types or collecting data: primary and secondary. Secondary data collection partly 
refers to the process of re-analysing data that has already been collected and established by 
previous scholars, then summarized in a literature review. Primary data concerns the gathering 
of data of empirical nature, through strategies such as interviews or focus groups. Secondary 
data provides means for supporting and partly answering the research questions, whilst primary 
data assist in further exploring the research question specifically, in alignment with the exact 
purpose of the thesis (Saunders et al., 2009). Next sections outline the data collection 
techniques the authors have utilized to conduct this thesis, as well as the rationale behind the 
selection of implemented techniques.  

4.7.1 Primary Data 
Multiple sources of evidence may be applicable for the empirical investigation in a case study 
(Yin, 2003). Techniques for collecting empirical data in a case study include interviews, 
observations and questionnaires. To support credibility and validity of the collected data, a 
combination of data collection techniques can be applied (Saunders et al., 2009). In order to 
gain insight into the associations customers make when being exposed to the Volvo LifePaint 
campaign, as well of the meaningfulness and transferability of these associations, this thesis 
used interviews as the main technique for data gathering. As a complement to the interviews, 
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the authors applied netnography, which can be classified as observations (Kozinets, 2002) and 
will be explained more later. With a combined data collection approach, the authors advocates 
for a more profound result.   

4.7.1.1 Semi-Structured Interviews  

There are three main types of interview structures: structured interviews, semi-structured 
interviews, and unstructured (in-depth) interviews. The structured interview format is highly 
formal and standardized, while the semi-structured is more similar to an unstructured 
conversation, and recommended for exploratory research (Saunders et al., 2009). Since this 
research is conducted based on a qualitative approach, semi-structured interviews are 
recommended (King, 2004). In semi-structured interviews, the interviewer is namely supposed 
to cover certain themes and subjects that contributes to the interviewees discussions and 
elaborations on the research topic. To uncover and understand interviewee’s opinions, beliefs, 
and attitude towards a topic, qualitative semi-structured interviews are suggested as data 
collecting technique  (Saunders et al., 2009). 

The authors of this thesis decided to conduct, semi-structured interviews, since the data could 
be organized more easily if a similar line of questions were asked to all candidates. Further, due 
to the utilization of semi-structured interviews, the authors were able to guide the interviewee to 
cover and discuss the research topics, in order to generate valuable data.  

Since the nature of this thesis aims at exploring a rather unconsidered phenomenon, semi-
structured interviews were applicable. The aim was to uncover what associations customers 
made when exposed to the Volvo LifePaint campaign. In order to do so, the authors used semi-
structured interviews, because they assist in uncovering a person’s perceptions, opinions, and 
attitudes. The authors have further analysed these perceptions, opinions, and attitudes in order 
to asses what association the participant have made, and whether those associations are 
meaningful and transferable to the Volvo brand. 

4.7.1.2 Formulating Interview Questions 
When formulating interview questions for semi-structured interviews it is necessary to arrange 
interview themes that will help answer the research questions. A critical success factor of the 
research is the formulation of appropriate interview questions (Saunders et al., 2009). The 
authors came up with the questions for the interviews by reviewing the research questions of 
this thesis and relevant theoretical constructs. For example, the authors wanted to find out 
about the candidates’ favourability towards the Volvo LifePaint. Therefore, the authors 
identified what makes up favourable associations, and formulated questions thereafter. In order 
to not ask directly if the interviewed candidates perceived the product as favourable, the authors 
asked questions aiming to find out, for example, the candidates perceived usefulness of the 
Volvo LifePaint, since usefulness is one of the components of favourability. The main interview 
questions are found in appendix 1. 

4.7.1.3 Interview Outline   
Ten interviews were conducted and used as an essential source for the primary data collection of 
this thesis. The interviews took place in locations agreed upon by the interviewers and the 
interviewees, all situated in Jönköping. All interviews were recorded and timed at around 30 to 
45 minutes each. The authors were the ones conducting the interviews. One person was the 
main interviewer, asking all the questions and guiding the conversation, while the other two 
took comprehensive notes of what the interviewee said. Based upon profound notes and quotes 
captured from each interview, the authors decided not to transcribe the recordings of the 
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interviews. Since all candidates were Swedish and Swedish-speaking, and the authors being 
fluent in both Swedish and English, the interviews were held in Swedish. However, in the 
sections where the findings are presented, the author have translated all notes and quotes 
directly.  

Since the authors were seeking to gain insight into the perceptions and responses the candidates 
had toward Volvo and the Volvo LifePaint campaign, the candidates were pre-exposed to the 
complementary marketing communication video, one week prior to the interview. This enabled 
the candidates to have some time to reflect about the Volvo LifePaint campaign, as well as 
develop perceptions and formulate opinions about it. After the first overall topic had been 
covered in the interview, the candidates were exposed once again to the Volvo LifePaint 
complementary marketing communication video, to remind them of how the video was 
composed.  

The interviews were conducted in order to cover four main topics:  
❖ General questions regarding the candidate's occupation and transportation methods, as 

well as whether the candidate had seen the Volvo LifePaint campaign before being 
exposed to it by the authors. Also, general questions about the candidate's current 
perceptions about Volvo. 

❖ Questions about the Volvo Life Paint product 
❖ Questions about the complementary marketing communication video 
❖ Questions about the overall Volvo LifePaint campaign, combining the product and the 

complementary marketing communication video.  

All interviews were conducted in April 2016. The ten interviewed candidates are presented 
below in Table 4.1, as well as their occupations and primary transportation methods.  

Table 4.1: List of interview candidates

Candidates Acronym Gender Occupation Transportation 
Method

Candidate 1 C1 Female Part-time self 
employed 

Car, bicycle 

Candidate 2 C2 Male Student Car, bicycle 

Candidate 3 C3 Male Student Car, bicycle 

Candidate 4 C4 Male Student Walk, car, bicycle 

Candidate 5 C5 Female Student Walk, bicycle 

Candidate 6 C6 Female Student, Part-time 
employed

Walk

Candidate 7 C7 Female Student Bicycle 

Candidate 8 C8 Female Student, Part-time 
employed

Bicycle 

Candidate 9 C9 Male Student, Part-time 
employed

Walk, car, bicycle 

Candidate 10 C10 Male Student Walk, bicycle 
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4.7.1.4 Netnography - YouTube Comments  

Netnography is as a qualitative marketing research technique used to study communication 
between consumers in online communities. By using netnography, great consumer insight can 
be gained, such as information on meanings, symbols and consumption patterns of online 
consumer groups. Netnography is argued to generate more naturalistic data than interviews or 
focus groups, since no questions are asked by the researchers (Kozinets, 2002). To meet the 
need of varied and rich forms of data collection in consumer marketing research (Langer & 
Beckman, 2005) the authors of this thesis used netnography in combination with interviews as 
their data collection.  

Before conducting netnography, preparation is required. The researchers must identify specific 
research questions in order to find an appropriate online community where answers to these 
questions might be provided (Kozinets, 2002). In this thesis, the authors’ main research 
question is:  “How can the Volvo LifePaint campaign assist in building customer-based brand 
equity for Volvo”. The complementary marketing communication video of the Volvo LifePaint 
campaign is available on YouTube and therefore, the authors found Volvo LifePaint’s YouTube 
channel as an appropriate online community to conduct the netnography. When the online 
community is chosen, researchers can start the data collection. For the data collection there are 
two important elements: (1) the actual data, that the researchers can copy directly from the 
online community and (2) the data the researchers might be able to inscribe based by observing 
the behaviour of the members of the community (Kozinets, 2002). 

4.7.2 Literature Search  
In order to obtain the most relevant type of secondary data, the authors used data from 
documentary sources. Documentary sources include: journals, databases, websites, newspapers 
and reports (Saunders et al., 2009). The main secondary academic literature used as a base for 
identifying and developing theory in this thesis was from Keller (1993; 2013), and Uggla (2004; 
2006). These main journal articles were found in electronic databases such as Scopus, Google 
Scholar and Web of Science. Other academic literature and scientific reports were mainly found 
in the Jönköping University library, as well as in the university's own literature database. The 
discovery of academic literature was found by the usage of keywords in the electronic databases. 
The keywords mainly used were as follows: “customer-based brand equity”; “brand equity”; 
“branding”; “secondary associations”;  “leverage”, “associations”; “strong, favourable, unique”; 
“meaningful”; “transferability”; “promotional product”; “bridging”; “synergy”; “promotional 
tactics”; “branding”; “gift”; “merchandise”; and “promotional gift”. Moreover, another method 
the authors used to find relevant literature was to scan through the main articles reference lists, 
as well as looking through list on citations from those main articles 

4.7.2.1 Choice of Literature  

Since the authors identified the Volvo LifePaint campaign as a part of a new identified trend, 
they did not immediately identify an obvious choice of applicable theory. Therefore, the authors 
underwent an extensive literature search in order to find theories relevant to the identified 
trend. Section 3.2 and 3.3 presents those theories the authors found most relevant to apply on 
the identified trend.  

4.7.2.2 Quality Criteria  

It is highly recommended and important to clearly evaluate the secondary data sources, since all 
secondary data must be proven to be relevant and appropriate to the particular study. To ensure 
quality, time needs to be spent on evaluating, rejecting, and deciding on secondary sources. A 
suggested three-step process for quality assurance on secondary data is as follows: assess 
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suitability; then, evaluate suitability; finally, judge whether to use the data or not (Saunders et 
al., 2009). 

The authors of this thesis ensured quality and validity on the secondary data by using numerous 
sources such as published scientific articles and literature, and literature from the university 
library. The authors were further ensured of the credibility and validity of their finding by 
sharing their progress with tutors, other students and lecturers, whom confirmed the validity of 
their findings. Moreover, in ensuring quality and validity, the authors constantly questioned the 
accumulated secondary data to be in alignment with the purpose and research questions of the 
thesis. If not in line with the purpose, the data was neglected.  

4.8 Data Analysis  
Since the primary data collection for this thesis was based on meanings, expressed through 
words and collected through non-standardised techniques, the analysis of data was grouped into 
three main processes: summarizing, categorising, and structuring, as suggested by Saunders et 
al. (2009). Due to the qualitative nature of this thesis, the data collected was categorized in 
order to find commonalities, thus, not aiming to generalize the findings. By analysing the 
collected data through the process of summarising, categorising, and structuring, the authors 
were able to fully comprehend, integrate, and relate the data. The authors were able to identify 
key patterns and themes, as well as to draw and validate conclusions.   

4.8.1 Interview Data  
During the interviews, two of the three authors conducting the interview took detailed notes. 
This complete set of notes facilitated the summarising of key points during the interviews. In the 
section where the empirical data was presented, long statements were summarised into brief 
meanings and themes. Through this summarizing process, the authors were familiarized with 
key themes and arguments that emerged during the interview process. These themes were then 
further explored under the analysis chapter, and put in relation to secondary findings.  

Categorization of data is primarily concerned with the development of categories. Secondly, 
these categories were then analysed by recognizing interactivity and relationships (Saunders et 
al., 2009). The means of labeling categories has been guided by the purpose of this thesis, as 
well as the research questions. The aim was to find applicable categories that best helped to 
answer the research questions. Next, the categorised data was analysed in relation to the 
secondary findings, to recognize relationships and commonalities. 

4.8.2 Netnography Data  
To analyse and categorize the 900 YouTube-comments on the complementary marketing 
communications video from Volvo, the authors incorporated the use of a qualitative analysing 
tool called “Dedoose”. This program allowed the authors to categorize each comment into 
categories, such as for example; “Positive comments about the product”, “Questions about the 
product”, “Questions about the environment”, “Liking the innovation” etc. Since a comment 
could be both positive about the product and question the environmental aspects at the same 
time, the program allowed for using several categories in a single comment, which enabled a 
more profound analysis.  

When using netnography, the choice of which data that should be saved and/or perceived as 
important should be guided by the research question. At first, all messages might be saved, but 
for further analysis and interpretation, the researchers can choose to focus on those messages 
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who are informational and related to the research question (Kozinets, 2002). Among the nearly 
900 comments on the Volvo LifePaint YouTube video, the authors first categorized all 
comments. After an initial categorization however, the authors chose to discard those comments 
that did not relate to neither the Volvo LifePaint, the complimentary YouTube video nor the 
Volvo brand.    

4.8.3 Combination of Interview Data and Netnography Data    
The collected data has been somewhat categorised differently due to the nature of the data 
collected. The interviews were conducted based on questions asked by the authors, and answers 
were guided in relation to the research questions of this thesis. The YouTube comments were 
merely observed and categorised into themes. Hence, The comments were not guided by any 
asked questions, only influenced by the commenters own perception of the video.  

In the analysis, a combination of data collected from both the interviews and the netnography 
was used. For some questions, such as the perceived usefulness and the perceived uniqueness of 
the product, data from both sources was available and therefore used. For more specific 
questions however, such as the previous knowledge of the Volvo brand, the authors were not 
able to use the data collected by netnography since specific questions could not be asked.  

4.9 Summary of Methods  
The authors of this thesis have used the research philosophy of the interpretivist, as well as the 
inductive research approach. Qualitative research was used with a single-case study as research 
strategy. A judgemental sampling technique was used when selecting sample for the interviews. 
This thesis consist of collected data from both primary and secondary sources. The primary data 
collection was gathered through ten semi-structured interviews, as well as observations from 
YouTube comments, gathered through netnography. The collected data was analysed by the 
process of summarizing, categorising and structuring the data. Lastly, secondary sources were 
thoroughly evaluated, in order to decide upon relevant and applicable secondary data.  

4.10 Credibility of Collected Data  
Educational level and willingness to try and like new products are in correlation with each other 
(Rogers, 2013). Students tend to have a desire to know and understand things (Cashin, 1979). 
Since the majority of the interviewed candidates for this study were students, the authors bear 
in mind that this may affect the responses from the interviews about the Volvo LifePaint 
campaign, regarding their assumed appreciation of the new, innovative product. 

A different response might also be documented due to the situation in which the candidates are 
being interviewed in. In a interview situation, the interviewee is well aware of that he or she is 
recorded, and a person in this situation will react differently than in a normal situation. This 
may affect the answers from the candidates. A reasons for a possible different reaction may  be 
because the interviewed candidate wants to answer the questions as he or she thinks one 
“should” answer. However, the interviewers are not able to see this effects themselves. They will 
also possibly interpret the answers through their own minds, and search for answer that suits 
best for their result (Lisch, 2014). The authors bear in mind that this might affect the interview 
results slightly. Thus, this will be taken into consideration when analyzing the data collected 
from the interviews. 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5. Empirical Data 

In this chapter, the authors present the summarized data, gathered from the interviews and 
the netnography. The first section regards the interviews and is organized in a chronological 
order. The second part regards the netnography and is organized by themes and categories, 
identified by the authors. 

5.1 Interviews   

5.1.1 Introduction Questions 
The first part of the semi-structured interviews concerned questions regarding the interviewee's 
current occupation, what methods they use for transportation, and how often they use that type 
of transportation method. The authors also asked questions regarding the interviewee's relation 
to traffic safety, as well as what the candidates din to keep safe in the traffic environment.   

5.1.1.1 Transportation Method and Traffic Safety  

One of the sample criteria was to be in possession of a driver’s license. However, the candidates 
used a combination of different transportation methods, such as driving, walking and bicycling. 

All candidates emphasised the importance of traffic safety, especially at night time, where 
bikers, walkers and drivers are highly interactive. Non of the candidates, except C1 and C8, did 
use any kind of aid in order to stay safe in the traffic environment, such as the use of helmets or 
reflectors, when walking or bicycling. C1 and C8 were frequent users of reflectors when walking 
or bicycling. However, when driving, all candidates argued that they were safe drivers, seat-belt 
users, and highly attentive to pedestrians and cyclists. 

5.1.2 Questions About Volvo  
The next section of the interview aimed to uncover what previous knowledge of Volvo the 
candidates held, as well as the candidates’ perceptions and overall associations to the Volvo 
brand.  

5.1.2.1 Existing Knowledge About the Volvo LifePaint  

None of the interviewed candidates had seen or heard about the Volvo LifePaint campaign 
before the authors presented it to them. Nevertheless, C5, C6, and C9 knew that similar 
reflective products existed, but not that Volvo had launched such product.  

5.1.2.2 Existing Knowledge and Perceptions About Volvo  

The candidates were asked to declare what they thought of when hearing the word “Volvo”. The 
most common associations to Volvo were: Swedish, high quality cars, trustworthy brand, safety, 
family cars, and innovative. Amongst the candidates, the most favourable attribute associated to 
Volvo was the perception of safety and trustworthiness. All candidates mentioned that Volvo is a 
brand that sells safe, high quality cars, except C8 who did not mentioned safety.  

The only negative association some candidates had was the opinion that Volvo sometimes is 
seen as a brand owned by the typical “Svensson”-family, which they described as a Swedish 
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stereotypical family, seen as plain, unadventurous, honest, non exclusive, and dutiful. C1, C2, C3 
and C4 and said that Volvo cars are for the “stereotypical Swede” whom like plain and safe 
family cars. As C4 stated: “Even though I like Volvo as a brand, I can’t help to think it is 
somehow boring, it represents the typical Svensson family you know” (C4, personal 
communication, 2016-04-20) 

Although, candidates C1, C2, C3 and C4 also argued that Volvo’s image has somewhat shifted 
during the past years, and become more “cool”, “stylish” and “premium”, due to their new 
advertising that shows the brand as more exclusive, innovative, and robust. Candidates C2 and 
C3 referred to Volvo’s past advertising featuring the Swedish football player Zlatan Ibrahimovic, 
claiming that they had noticed an attempt from Volvo to be perceived as more modern. As C2 
stated: “I like their most recent video commercial, that was really professionally made. 
Especially the one featuring Zlatan, it was a cool video that made me feel that Volvo now is a 
little cooler than it used to be” (C3, personal communication, 2016-04-18).  

 
5.1.3 Questions About the Volvo LifePaint Product 
The overall aim of this section of the interviews was to uncover what the candidates had learned 
about the Volvo LifePaint product after seeing the complementary marketing communication 
video. The goal was to discover what the candidates thought and perceived about the product.  

5.1.3.1 Learnings About the Volvo LifePaint  

The candidates were asked to tell what they had learned about the Volvo LifePaint after seeing 
the Volvo LifePaint video. All candidates specified that they had learnt that when sprayed on 
different items, the items become reflective in the glare of light. The candidates had found out 
from the Volvo LifePaint video that the spray is only visible at night, thus, invisible during the 
day. C1, C2, and C5 mentioned that the product seemed functional and  easy to use.  

When the candidates were asked what knowledge they had acquired about the Volvo LifePaint, 
some candidates realised there was a lack of information and this raised questions about the 
product. These questions included: how much spray must be applied; how to remove the spray 
paint from clothes and items; does it disappear when raining; how much does the spray costs; 
and where can the spray be found?   

5.1.3.2 Reactions About the Volvo LifePaint  

All candidates expressed their liking and fondness of the Volvo LifePaint when asked about their 
thoughts of the product. Common themes of reasons for the favourability of the product 
regarded: the perceived ease-of-use; the appealing and stylish impression, in comparison to 
standard reflectors; the flexibility of the spray, since only visible at night; and the great 
innovation the Volvo LifePaint appeared to be. C1 said that she believed the product to be of 
high quality since she argued that Volvo always sold qualitative products:“I expect this product 
to be good since Volvo is known for manufacturing high quality cars”. (C1, personal 
communication, 2016-04-18).  

C9 expressed his specific liking of the Volvo LifePaint due to the fact that it could cover a whole 
surface, such as a whole bicycle, which no other product had managed before. C3 and C6 
perceived the product to be very effective and smart, however, both expressed their concern on 
the damage the spray might have on clothes and handbags. As C6 stated: “I mean, if I spray my 
handbag for example, would I be able to remove that?” (C6, personal communication, 
2016-04-19).  
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5.1.3.3 Previous Knowledge of Similar Products 

None of the candidates had seen similar products to the Volvo LifePaint before. However C4 
recalled knowing about the existence of reflective sprays, although he had never seen it in the 
context of cyclists-safety. C2, C8 and C10 acknowledged the uniqueness of the product being a 
great advantage for Volvo, since they appeared the brand to be the first brand on the market 
who promotes safety to another group than car drivers. C2 articulated his impression of the 
Volvo LifePaint being: “revolutionary for the entire car-manufacture industry”. (C2, personal 
communication, 2016-04-18).  

5.1.3.4 Any Negative Concerns About the Product 

The candidates were asked to give, if any, negative concerns about the Volvo LifePaint. None of 
the candidates had particular negativity towards the product. However, this question raised 
some further questions among the candidates. The main concerns regarded the functionality of 
the Volvo LifePaint: such as the ability to clean it off; if the spray is waterproof; and how long it 
stays on the sprayed items. C4, C5 and C7 did not have any negativity towards the product, but 
did however raise concern of the environmental effect the spray might have. As C5 stated: “The 
product seems great, but since it is a spray it makes me wonder if it can harm the 
environment. Arn’t all sprays bad for the environment?” (C5, personal communication, 
2016-04-19).  

However, C4 said that based on his previous knowledge of the Volvo brand, he did not believe 
that Volvo would launch such product before making sure it was not bad for the environment: 
“It could be bad for the environment. On the other hand, I don’t believe Volvo would launch 
such product, it does not feel like something they would do” (C4, personal communication, 
2016-04-19).  

C2 and C3 neither had negative concerns about the product, rather some humorists comments 
on whether the sprayed items would glare in other situations, rather than solely in the traffic. As 
C3 stated: “What if I would sit on an outdoor bar with a sprayed jacket and a car would pass 
by. Then I would sit there and shine, I would not like that”. (C3, personal communication, 
2016-04-18).  

5.1.3.5 Perceived Usefulness and Importance of the Volvo LifePaint 

The candidates were asked to debate on whether they perceived the product to be useful, and if 
yes, to whom? All candidates expressed their sensed relevance and usefulness of the product. 
The majority of the candidates acknowledged the Volvo LifePaint to be very useful to everyone 
in a highly trafficked environment, including cyclists, pedestrians, old and young. Moreover, all 
candidates perceived the reflective spray as useful for drivers, due to the facilitation of sighting 
cyclists and pedestrians at night. As C9 stated: “What is so great about this product is that it 
really helps car drivers to spot cyclists and pedestrians, which will create a safer traffic 
environment for everyone ” (C9, personal communication, 2016-04-20).  

All candidates emphasized the considerable importance of the Volvo LifePaint. They highlighted 
that the product may serve as an important contributor for road safety, as well as a significant 
minimizer of traffic accidents.  
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5.1.4 Questions About the Volvo LifePaint YouTube Video  
This section of the interviews aimed to discover what opinions, thoughts and perceptions the 
candidates had towards the Volvo LifePaint’s complementary marketing communication video.  

5.1.4.1 The Message of the Volvo LifePaint Video  

When asked about the message of the video, all candidates had similar perspectives. The 
majority of the candidates said the video highlighted the importance of being visible in the dark 
to prevent accidents. C4, C6, C7, C8, and C9 specifically mentioned safety when discussing the 
meaning of the message. In addition to mentioning safety, candidate C9 said: “I also think the 
the message aims attention at the “war” between cyclists and car drivers and provides a 
solution where both groups can be safe on the road together” (C9, personal communication, 
2016-04-20).  

C4 and C6 specifically mentioned the brand name, Volvo, in the discussion about the meaning 
of the message. C4 said that the message is: ”To show that Volvo cares about cyclists too” (C4, 
personal communication, 2016-04-19).  

Lastly, C6 said that she was surprised when she saw the Volvo logo in the video, which made her 
think that the video also was a way for Volvo to promote their own brand.  

5.1.4.2 The Reactions Of The Volvo LifePaint Video  

When asked about the spontaneous reactions of the video, the answers varied. The most 
common answers were that the video was  “cool”, “efficient” and “captivating” since it showed 
an important message and was professionally produced. However, many candidates related 
back to the product, the Volvo LifePaint, when discussing the meaning of the message. Once 
again the candidates said the product is a good and innovative, something the video 
emphasized. C4 said: “A cool innovation, showed in a very professional and well-produced 
video. All of a sudden Volvo became sexy” (C4, personal communication, 2016-04-19).  

Furthemore, C9 said that he liked Volvo’s care for cyclists and he appreciated that Volvo, as a 
car manufacturer, took their responsibility to care for everyone in the traffic.  

When asked about negative reactions of the video, candidates C3, C6 and C7 said that the video 
lacked information, such as the price and the durability of the product. Furthermore, candidates 
C4, C6 and C10 argued that the video was not entirely genuine, since it could be perceived as a 
PR-trick from Volvo. As C6 stated: “I really do like the product. But when thinking about it, 
Volvo may have launched it only for promotional purposes. Maybe they don't care about the 
cyclists?” (C6, personal communication, 2016-04-19).  

5.1.4.3 Perceived Usefulness and Importance of The Volvo LifePaint Video  

When the candidates were asked whether they perceived the video as important, all candidates 
said they did. Once again they referred to the fact that the video enlighten an important issue 
about the need to be visible in the traffic. Candidates C7, C8, and C3 mentioned their previous 
lack of knowledge about the high death-rate in the traffic, and therefore liked that the video 
provided a solution to the problem.  As C7 said: “I did not know that so many people die in the 
traffic every year. It is great that the video enlightens this problem and provides an solution to 
it” (C7, personal communication, 2016-04-19). Lastly, all candidates perceived the video as 
useful, because it enlightens an important issue for people who needs to be reminded about 
traffic safety.  
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5.1.4.4 Perceived Uniqueness of the Volvo LifePaint Video 

When asked if they had seen similar videos before, the majority of the candidates said they had 
not. However, candidate C2 said that he recognized the concept itself: “I have not seen a 
campaign like this before, but the scenario is classic. A company shows a bad situation and 
then they have the solution to it” (C2, personal communication, 2016-04-18).  

Furthermore, candidates C3, C5 and C6 said that they had seen informative videos about traffic 
safety when they took their driver's license, but those videos had been more “boring” and 
“formal”.  

5.1.4 Questions About the Volvo LifePaint In Combination with the Video 
In the final section of the interviews, the interviewers looked for connections or relations the 
candidates had made between the Volvo LifePaint product and the complementary marketing 
communication video.  

5.1.4.1 Perceived Connection Between the Volvo LifePaint and the Video 

When asking the candidates whether they perceived any connection or correlation between the 
Volvo LifePaint product and the video, most candidates saw a common denominator. They 
believed that Volvo’s desire was to promote safety beyond car-drivers. C4 and C9 particularly 
emphasized the aspects of traffic safety and that Volvo is seeking to create a safe traffic 
environment for everybody who is part of it.  

5.1.4.2 Opinions About Volvo’s Involvement In the Safety of Cyclist  

The candidates were asked about their opinions about Volvo's involvement in road-safety for 
other people in traffic, particularly bikers. All candidates were immensely positive to this 
initiative and congratulated Volvo for taking responsibility in a broader sense than safe cars. 
However, C4, C6 and C9 mentioned a slight concern of the Volvo LifePaint campaign being a 
form of “PR trick”, where the vulnerability of cyclists had been taken advantage of. Still, the 
majority of the candidates had positive reactions to Volvo’s engagement in road-safety, since 
they perceived the traffic environment to be highly interactive between cars, cyclists and 
pedestrians.  

5.1.4.3 Post Thought and Considerations About the Volvo LifePaint  

The candidates were asked if they had given the Volvo LifePaint video any consideration or 
thought after seeing the complementary marketing communication campaign. All candidates 
had given the product some mental examination and thought after the pre-exposure of the 
Volvo LifePaint video. However, when asking the candidates whether they had, in any way, tried 
to acquire further information regarding the functionality, availability, and price of the product, 
all candidates answered no.    

5.1.4.4 Potentially Changed Image of the Volvo Brand  

At last, based on the knowledge about the Volvo LifePaint campaign, the candidates were asked 
to discuss whether the newly acquired knowledge and information about the Volvo LifePaint 
had any effect on their perceived image of the Volvo brand. C2, and C5 argued that their already 
positive impression about Volvo was unchanged after the Volvo LifePaint campaign. They had 
previously mentioned that they perceived Volvo as a safe and innovative brand. C3, C4,  C6, C7 
and C9 argued that the Volvo LifePaint campaign had reinforced and strengthened their 
previous image and beliefs about Volvo.  C9 said that:  “I already knew that Volvo is a brand 
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that emphasise safety, and after seeing this campaign I feel that safety is even more 
emphasised ” (C9, personal communication, 2016-04-20).  

Further candidates C1 and C8  mentioned that the Volvo LifePaint campaign had changed their 
image of Volvo positively, where they now perceived the brand as more modern, innovative and 
responsible than they did before. C1 said that: “I know that Volvo sells high quality cars, but 
now I also see Volvo as an innovative brand who thinks outside the box”. (C1, personal 
communication, 2016-04-18).  

Further, C8 stated: “I did not know so much about Volvo before, only that they sell safe cars. 
But after seeing this campaign, it feels like they really care about everyone in the traffic, they 
are really responsible ” (C8, personal communication, 2016-04-20).  

However, C10 said that his previous positive image of Volvo had diminished after being exposed 
to the Volvo LifePaint Campaign:  “It is a great product, but I am not sure what I think about 
the campaign as a whole. Actually, it can be the first negative thing I have seen Volvo do, they 
use an exposed group of people to strengthen their own brand” (C10, personal communication, 
2016-04-20).  

5.2 YouTube Comments  
In addition to collecting data from interviews, the authors collected data from the YouTube 
comments on the Volvo LifePaint video on YouTube. 

5.2.1 The Volvo LifePaint  
The majority of the comments concerned the Volvo LifePaint product itself. The authors of this 
thesis further categorized these comments into: (1) positive comments about the product; (2) 
questions about the product; and (3) negative comments about the product.   

5.2.1.1 Positive Comments About the Volvo LifePaint    

Among those who commented about the product, positive comments were most frequent. The 
authors could identify two main positive aspects of the positive comments. First, most people 
expressed their general liking of the product, and the word “innovation” was frequently used.  
Many commenters stated their liking with few words such as “brilliant”, “amazing” and 
“awesome”, whilst other expressed the greatness of the innovation and gave thanks to Volvo for 
the innovation. One person said he thinks Volvo LifePaint is the “product of the 
year” (Anonymous YouTube commenter, observation, 2016-04-25).  

More examples of these positive comments are: “Wow! What an absolutely amazingly 
innovative product!” (Anonymous YouTube commenter , observation, 2016-04-25),  and “A 
true revolution! The best invention in years!” (Anonymous YouTube commenter, observation, 
2016-04-25).  

Second, among the positive comments people also wrote how safe and useful the product is, 
both for themselves and for their fellow road users. Some people even said that the product 
should be mandatory for all cyclists at night, and one person said that “the world needs 
this” (Anonymous YouTube commenter, observation, 2016-04-25). One examples of a comment 
expressing both safety and usefulness  is:  
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“I'm a cyclist, a motorist and a pedestrian. I'd spray this on my bike (and bike-related gear, 
like panniers, helmet, etc), and most importantly on my (black) parka... I'd also spray it on my 
car! Thank you Volvo for once again being ahead of the curve for safety. (Too bad I just don't 
like your cars or their price tag. :S)” (Anonymous YouTube commenter, observation, 
2016-04-25).  

5.2.1.2 Questions About the Product   

Further, one category regarding questions about the product was found. Within this category, 
many comments concerned the usage of the product. People wanted to know how often the 
product needs to be reapplied, if the product is waterproof, and if the spray will affect the 
material it is sprayed on. One example is: “Interesting! But does it rub off or wash 
out?” (Anonymous YouTube commenter, observation, 2016-04-25).  

Furthermore, many questions concerned the price and the availability of the product. Thus, 
people asked how much the product costs and where it can be bought. Some people asked when 
the product will be available in their country and if they can order it online. Among the people 
who asked where to buy the product, many were the same people who expressed their liking of 
the product. One example is: “Looking forward to this (terrific) product, would they ship it 
worldwide?” (Anonymous YouTube commenter, observation, 2016-04-25).  

However, a few commenters who asked for the product had a negative tone, and expressed their 
annoyance about the lack of information about price and availability. 

5.2.1.3 Negative Comments About the Product  

Amongst the negative comments, a few were rather short and unspecified such as “Bullshit” and 
“This is rubbish”. Some comments concerned the functionality of the product, claiming that the 
spray will ruin bikes and clothes. Further, some people argued that the same product is already 
offered by other brands. Other people commented that other products, such as reflectors and 
reflective vests, are better or a just as good options as the Volvo LifePaint. Furthermore, some 
people argued that the Volvo LifePaint will not solve anything, instead better infrastructure or 
more observant drivers are required for a safer traffic environment.  

Lastly, some people expressed their concerns that Volvo LifePaint might be toxic and therefore 
could be harmful for both people’s health and for the environment. People discussed whether 
inhaling the product can cause cancer and if the spray can damage the ozone layer. One example 
of this is:  

“What size are those particles and where do they go? How will they affect humans and do they 
pollute the city air? Sure it seems like a great idea. But please be somewhat critical at least. 
This society do not need introduction of more particles” (Anonymous YouTube commenter, 
observation, 2016-04-25).  

5.2.2 The Volvo LifePaint Online YouTube Video   
A minority of the comments concerned the YouTube video itself. The authors of this thesis 
further categorized these comments into: (1) positive comments about the video; and (2) 
negative comments about the video.  
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5.2.2.1 Positive Comments About the Video 

Among the people who expressed their liking of the video, most comments concerned positive 
aspects of the relevance of the topic and that Volvo depicts the issue about road safety in an 
effective manner. A few positive comments about the production of the movie also appeared. 
Among the positive comments about the video, some people also expressed their liking for the 
product and a willingness to purchase it.  

5.2.2.2 Negative Comments About the Video   

A few of the video-related comments were negative. These comments mainly claimed that the 
video looked staged and questioned whether the product would work as good in reality as it did 
in the video. A few people also claimed that the video only was a PR-trick by Volvo, and that 
Volvo had purchased an already existing product and put their logo on it, only to gain attention. 
One example is: “This is just marketing… 3M makes the same stuff for cheaper” (Anonymous 
YouTube commenter, observation, 2016-04-25).  
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6. Analysis  

The purpose of this chapter is to analyse the empirical findings in relation to the theoretical 
concepts used in the theoretical frame of reference. The analysis is divided into two main 
sections, section 6.1 regards the first sub-research question, and section 6.2. the second sub-
research question. 

6.1 Favourable, Strong, and Unique Associations  
In order to reassure a differential response to marketing activities, that results in CBBE, 
marketers need to reassure that favourable, strong, and unique associations are held by the 
customer (Keller, 1993). For this reason, the first section provides an analysis of the responses 
from the Volvo LifePaint campaign, derived from the interviews and YouTube comments, to see 
whether the associations, made by the customers, are in the nature of favourable, strong, and 
unique.   

6.1.1 Favourability  
By assessing the answers from the ten interviews and the YouTube comments, the authors argue 
that from that collected data, an evaluation of the candidates associations towards the Volvo 
LifePaint campaign may be possible to conduct. The first assessment is based on whether the 
candidates perceived the Volvo LifePaint to be of favourable character. In other words, the 
authors aim to analyse whether the Volvo LifePaint was perceived as positive and beneficial to 
the candidates. 

Favourable Associations Towards the Product    
The favourability of brand associations, thus, the success of certain marketing activities, 
depends on the customer's evaluation (Keller, 1993). From the collected data, the authors were 
able to acknowledge a high rate of favourability towards the Volvo LifePaint product. Among the 
interviewed candidates, all expressed their fondness and positive impression of the Volvo 
LifePaint. More specifically, the favourability of the product concerned the functionality, 
flexibility, and innovative nature of the product. One of the strongest derived associated 
favourability about the Volvo LifePaint was its contribution to traffic safety for all people in 
traffic. Most candidates argued that the reflective spray facilitated a safe interaction amongst all 
road users at night. Among the comments from the Volvo LifePaint’s YouTube video regarding 
the product, a majority were particularly of positive character. The authors assess these 
interview answers and YouTube comments to be a positive evaluation of the Volvo LifePaint, 
which is in accordance with Keller’s (1993) description of a favourable customer association 
being positive customer evaluations.  

During the interviews, the discussion of whether the candidates perceived the Volvo LifePaint as 
useful to them was of particular interest for the authors. Keller (1993) acknowledges that 
favourable responses are also formed if a customer perceive a brand to satisfy a need. Since all 
candidates argued for the high relevance and sensed usefulness of the product, the authors 
assess those responses to be of favourable nature.  

Most candidates discussed the important issue of safety in a highly trafficked environment after 
having it presented for them in the Volvo LifePaint complementary marketing communication 
video. After seeing the video, all candidates acknowledged the great importance of the Volvo 
LifePaint product to be part of a solution to this issue of safety in the traffic. The authors 
evaluate these implications as the candidates perceiving the Volvo LifePaint product to be 
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important, in the sense of being part of a solution to an important issue. These implications may 
therefore suggest further favourable associations towards the Volvo LifePaint, since Jaccard et 
al. (1986) argue for the greater likelihood of favourable customer response if a product is 
perceived as important. These empirical findings from the interviews, may be reinforced and 
strengthened by the comments derived from the Volvo LifePaint video on YouTube. Among the 
positive comments, people mentioned their belief on how safe and useful the product is, both for 
themselves but also for their fellow road users.  

Due to to the overall positive response of the Volvo LifePaint product, the authors argue the 
candidates to be in possession of favourable association towards the product.  

Favourability of the Product Because of the Favourability of the Video  
The Volvo LifePaint product was presented via a complementary marketing communication 
video. Due to the high rate of favourable association to the product, the Volvo LifePaint video 
has appeared to have served as a complementary marketing communication tool, which was 
proposed by the authors. Since none of the interviewed candidates had ever used or “touched” 
the product, the video is the only element the candidates have been exposed to. For this reason, 
the video seems to have served its promotional purpose to the Volvo LifePaint product. Myers 
and Alpert (1977) argue that favourable associations arise when product features or attributes 
are perceived as important. In the context of the Volvo LifePaint campaign, the video is set out 
in a dangerous traffic environment, where the Volvo LifePaint is a contributing solution to the 
traffic problem. The authors believe the video itself helps promoting the importance-attribute of 
the Volvo LifePaint. The authors further suggest that for this reason, the Volvo LifePaint is 
perceived as important, which was associated as favourable by the candidates. This suggests the 
Volvo LifePaint video to contribute to the associated favourability of the Volvo LifePaint 
product. However, the authors noticed several comments on the YouTube-video from people 
who argued that the Volvo LifePaint hardly was the answer to solve these problems and that 
more substantial solutions were required. 

Further Analysis of Favourability  
Based on these previously discussed implications, the authors assume these findings present a 
clear associated favourability towards the Volvo LifePaint campaign. The authors assess that 
this favourability may be due to the fact that Volvo attempts to promote safety within a more 
distinctive target group than what they usually do. The interviewed candidates perceived Volvo’s 
concern of safety to be of particular importance, since they show care and affection towards the 
whole traffic community, rather than just car drivers. The authors attempt to further 
understand these results by analysing the potential underlying reasoning behind the perceived 
favourability of the Volvo LifePaint campaign.  

One attempt to explore the underlying reasoning behind the interviewed candidates 
favourability and perceived importance of safety, is to analyse the nature of the interviewed 
sample. Since all candidates were of Swedish background, an understanding of the Swedish 
individual’s nature and culture may be applicable. The human's ethnic cultural identity is 
something everybody unconsciously and unreflectively embrace while growing up (Persson, 
2011). The ethnic cultural identity sets the base for who we are as individuals, how we see 
ourselves and the world around us (Ting-Toomey, Yee-Jung, Shapiro, Garcia, Wright, & Oetzel, 
2000). In order to understand differences in cultural identity, comparisons in relation to other 
cultures are needed. For this reason, the description of the Swedish cultural identity has been 
done in relation to other ethnic cultural identities (Persson, 2011). The authors of this thesis try 
to further analyse the candidates perceived favourability of the Volvo LifePaint campaign by 
understanding the meaning of what it means to be Swedish. Persson (2011) provides a 
comprehensible description, without statistical underpinning, of what characterises a Swede’s 
cultural identity. You are Swedish if you, amongst other things, are: kind, careful, modest, 
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controlling, law-abiding, modern, reliable, honest, cautious, guarded and innocuous  (Persson, 
2011). Since the interviewed sample consisted of Swedish candidates, the authors argue that 
they potentially hold these characteristics.  

The suggested cautiousness and guarded nature of the Swedish individual may serve as an 
implication as to why the candidates perceived the safety-attributes of the Volvo LifePaint as 
important. Since it may be within the Swede’s nature to be careful and attentive, suggestively in 
the traffic environment, the Volvo LifePaint attends to those particular features of the Swede. 
For this reason, the authors assess the potential of the Volvo LifePaint to satisfy and appeal to 
the congenital ethnic nature of the candidates’ character. Keller (1993) argues that favourable 
associations are formed if the customer perceives the brand to have attributes and benefits that 
please their desires. Therefore, the authors tentatively imply that one of the potential underlying 
rationale behind the Volvo LifePaint’s associated favourability, may be due to the targeting of 
the candidates congenital ethnic cultural identity.  

Environmental Concerns 
In both the interviews and in the YouTube comments, there were some concerns for the 
negative environmental impact the Volvo LifePaint could have. The authors could see that these 
reactions were especially present in the YouTube comments, where the commenters wrote about 
the environmental effect, without being guided there. In the interview, on the other hand, no 
one brought up environmental effects before being asked if they had any negative concerns of 
the product. In general, Swedish people are implied to have strong  environmental concerns, in 
comparison to other nationalities (Jagers & Matti, 2010; Widegren, 1998). Therefore, the 
authors somewhat question why the candidates in the interviews did not seem to emphasise the 
environmental aspects as much as the commenters on the YouTube video did. One explanation 
may be found in the interviewed candidates’ previous knowledge of the Volvo brand. Two 
candidates particularly mentioned that because it was Volvo who launched the Volvo LifePaint, 
they believed the product to be of quality and not harmful for the environment. In that sense, 
linkage to the brand extension literature may be drawn, since an extended product is argued to 
leverage already established brand knowledge from the core brand (Aaker, 1996 ; Völckner & 
Sattler, 2006).  

6.1.2 Strength  
The authors assess the collected data further by the investigation of whether the findings are 
applicable to previously discussed secondary findings. Additional categorization of brand 
associations may be done by evaluating their strength (Keller, 1993). This section aims to 
analyse and assess whether the candidates formed strong associations towards the Volvo 
LifePaint.  

Strong Associations Towards the Product    
A week had passed between the candidates pre-exposure of the video and the interviews.  
The candidates were asked to mention whether they had given the Volvo LifePaint product any 
further consideration or thought after seeing the video for the first time. From the derived 
answers, the authors assess that the candidates thought and reflected upon the Volvo LifePaint 
product after seeing the video. These findings are of great use since they are in accordance with 
what Craik and Tulving (1975) argue to be the source of strong associations. They claim that 
customers build strong associations when they devote a significant amount of processing to 
given information  (Craik and Tulving, 1975). In other words, the authors argue that strong 
association among the candidates were formed, since they appeared to have devoted notable 
consideration and thought to the Volvo LifePaint product after being exposed to the video.  
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In addition, strong associations in the customer's memory are also formed when the customer 
perceive the information to be meaningful (Craik and Tulving, 1975; Vincent, Craik, and Furedy, 
1996). The authors are able to derive the candidates perceived meaningfulness of the Volvo 
LifePaint product from their answers when asked about their opinions about the Volvo LifePaint 
video, as well as their thought about Volvo’s initiatives within the whole traffic environment. 
Most candidates perceived a significant meaning from the Volvo LifePaint campaign as a whole, 
and that it had planted some deeper thought about the important issue regarding traffic safety. 
The candidates also argued positively regarding the great effort by Volvo in taking responsibility 
for the whole traffic situation, when promoting a product for other people in the traffic rather 
than car drivers. The initiative was perceived to come from good intentions. This may be 
exemplified by C9 reflections about Volvo’s involvement in the safety of cyclists: “Amazing! 
Very good! I cannot see it as negative, only maybe that Volvo have taken advantage of cyclists 
for marketing reasons. However, the gain of traffic-safety is greater, and the public good is 
increased” (C9, personal communication, 2016-04-20).  

The authors assess that the collected data shows significant perceived meaning amongst the 
candidates, which suggests that strong associations have been built in the candidate’s memories, 
as claimed by Craik and Tulving (1975), and Vincent, Craik, and Furedy (1996). Moreover, the 
authors believe that since the candidate's perceived the Volvo LifePaint product to contribute to 
solving a problem of great meaning, the associations created in their minds are strong. Keller 
(1993) argues that associations are strengthened when the customer perceives given 
information to be of personal relevance. Many candidates were able to recognise the Volvo 
LifePaint as useful to everyone in a highly trafficked environment, which mirrors the perceived 
personal relevance and usefulness of the product. For this reason, the authors assess the 
candidate’s perceived personal relevance usefulness of the product to reflect the creation of 
strong associations towards the Volvo LifePaint.   

However, some of the interviewed candidates, and a few YouTube commenters, expressed their 
slight concern regarding the perceived feel of the Volvo LifePaint campaign being a PR trick, 
where Volvo took advantage of an exposed group of people. These association may be seen as 
harmful and diminish the perceived meaningfulness of the Volvo Lifepaint. Nevertheless, the 
interviewed candidates only expressed their concern for a PR trick when being asked to 
elaborate on the negative aspects of the Volvo LifePaint campaign.  

Strong Associations towards the Product Because of Perceived Meaningfulness of the 
Video   
The Volvo LifePaint complementary marketing communication video helps to convey the 
message to the viewer. Since the majority of the candidates highlighted the importance of being 
visible which increases traffic safety, the authors can see that the Volvo LifePaint video has 
facilitated and assisted in conveying that message. After being exposed to the video, the 
candidates perceived a significant meaningfulness and personal relevance of the Volvo LifePaint 
product.  

Keller (1993) argues that strong associations are built when creative marketing communication 
strategies cause the consumer to reflect on information related to the brand, that is also linked 
to the customer's existing knowledge. When the authors asked the candidates about their 
previous knowledge and association of Volvo, most answers regarded the perception of Volvo as 
safe and trustworthy. All candidates mentioned that Volvo is a brand that sells safe, high quality 
cars. The candidates also perceived the message of the Volvo LifePaint campaign to increase 
awareness of the dangerous traffic situation for bikers and pedestrians, and present the Volvo 
LifePaint product as a contributing solution to that problem. This perceived message highly 
reflects one of Volvo’s core values, which is to implement safety throughout their operations 
(Volvo Cars, 2016). The authors argue that it appears that the Volvo LifePaint campaign has 
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caused the candidates to reflect upon the Volvo LifePaint product, which in turn, resulted in a 
greater reflection of the important issue of traffic safety. The authors argue that this could be 
linked to their already established knowledge about Volvo. From this derived data, the authors 
acknowledge that the candidate's response to the Volvo LifePaint product have generated strong 
associations in their minds. 

6.1.3 Uniqueness  
The last assessment of the nature of the associations to the Volvo LifePaint product is based 
upon whether the candidates and the commenters on YouTube perceived the Volvo LifePaint to 
be unique to them. In this section, the authors aim to analyse if this is the case. 

The candidates were asked to discuss whether they had seen or heard about similar products 
prior to the exposure of the Volvo LifePaint campaign. None of the candidates were able to 
mention any other company whom had launched a similar product, or a similar campaign 
before. However, as mentioned in the summary of the interviews, C4 mentioned the recollection 
of another type of reflective spray, although not at all in the context of the safety for cyclists. C9 
also mentioned that he believed this was unique for Volvo and commented that this was a big 
advantage for Volvo. Based on these findings, the authors assess that there is a perceived 
uniqueness of the Volvo LifePaint among the interviewed candidates. Since Keller (1993) 
indicates that unique brand associations may be crucial for a brand's performance in relation to 
competition, the authors may identify the perceived uniqueness of the Volvo LifePaint to be a 
possible enhancer for Volvo’s competitive position.  

Throughout the interviews, the majority of the candidates acknowledged the Volvo LifePaint to 
be a great innovation, made by Volvo. An exemplification of this type of discussion about the 
innovativeness of the Volvo LifePaint was made by C4 who said “A cool innovation, showed in a 
very professional and well-produced video. All of a sudden Volvo becomes sexy.”(C4, personal 
communication, 2016-04-19). The debate regarding the innovativeness of the Volvo LifePaint 
was further strengthened by the YouTube comments. There was a great amount of comments 
regarding the favorability of the Volvo LifePaint since it was perceived as a great innovation. The 
authors assess these discussions about the innovative nature of the product to be a contributor 
to the perceived uniqueness of the Volvo LifePaint. Thus, here again Volvo’s performance, in 
relation to competitors, may be enhanced due to the perceive uniqueness of the innovative 
Volvo LifePaint product.  

6.2 Transferability of Secondary Associations  
As mentioned above, strong, favourable and unique associations might contribute to CBBE if 
related to the core brand (Keller, 1993). However, the transferability of those associations, thus 
the CBBE-building, are dependent on three elements, which will be further analysed in this part 
of the analysis (Keller, 2003). Thus, this part of the analysis will concern whether the 
associations towards the Volvo LifePaint, identified in 5.1 may be transferable to the Volvo 
brand and thereby contribute to CBBE. In this section, the entity refers to the Volvo Lifepaint 
product, and the secondary associations refer to the associations made towards the Volvo 
Lifepaint product.  

6.2.1 Knowledge of the Entity 
The first important element when leveraging secondary associations, from an external entity to 
the core brand, is that the consumer is aware of the entity and holds some knowledge about it 
(Keller, 2003). The knowledge of the entity may be made up of the product (and non-product) 
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attributes, as well as the assigned benefits of the entity and attitudes to the brand as a whole. 
This overall evaluation may vary in nature, such as in strength, favourability and uniqueness 
(Keller, 1993), which have been discussed in the previous part of this analysis. As discussed in 
section 5.1, all interviewed candidates were able to identify favourable, strong and unique 
attributes and benefits of the Volvo LifePaint product, after being exposed to the video. 
Therefore, the authors argue that the candidates had knowledge of the entity after being 
exposed to the Volvo LifePaint YouTube video.   

6.2.2 Meaningfulness of the Knowledge of the Entity  
Given that the consumer has knowledge of the entity and potentially holds favourable, strong 
and unique associations towards the entity, one must question whether these associations are 
relevant to the core brand (Keller, 2003). Therefore, this section of the analysis will discuss 
whether the associations identified in section 5.1 are meaningful and relevant for the Volvo 
brand.  

Safety 
As mentioned in section 5.1, associations regarding safety in relation to the Volvo LifePaint 
occurred. Since safety is one of Volvo’s core values (Volvo Cars, 2016), the authors suggests that 
these associations are relevant and meaningful for the Volvo brand. Regarding the interviews, 
almost all participants mentioned safety when they described their current knowledge of Volvo. 
The authors therefore argue that for these participants, the association of Volvo, as being safe, 
has the potential to be strengthened if their associations from the Volvo LifePaint product is 
transferred to the Volvo brand. This is supported by Keller (2013) and Uggla (2006), who argue 
that when consumers hold similar associations towards the external entity and the brand, 
associations towards the brand can be strengthened or reinforced. For those interviewed 
candidates who previously did not identify Volvo with safety, but associated the Volvo LifePaint 
product with safety, new associations towards Volvo, as being safe, has the potential to be 
created. When new customer associations are transferred to the core brand, new associations 
towards the core brand are created (Uggla, 2006; de Chernatony, 2001). To conclude, the 
authors suggests that the association of the Volvo LifePaint being safe, is meaningful for the 
Volvo brand, and can both reinforce, strengthen and create new associations of safety towards 
the Volvo brand.  

Environment  
As mentioned in section 6.1.1, associations regarding the environment also occurred. The 
authors argue that those associations were not classified as neither favourable, strong, nor 
unique, rather they can be classified as negative or unfavourable association towards the Volvo 
LifePaint. Nevertheless, the authors tentatively believe that these rather unfavourable 
associations may potentially be harmful, if transferred to the Volvo brand, since they speak 
against Volvo’s value to work towards a better environment (Volvo Cars, 2016).  This suggestion 
is supported in the claim that when leveraging secondary associations from an external entity to 
a brand, a present risk is that consumers make the “wrong” associations, which if transferred, 
affects the brand image negatively (Keller, 1993; Uggla, 2006; Erdogan, 1999; Leuthesser, Kohli 
& Suri, 2003).  

Innovativeness  
Further, some associations regarding, quality and environment were identified in both the 
interviews and in the YouTube comments. As discussed in section 5.1, one distinct association 
was that many candidates and commenters perceived the Volvo LifePaint as a very innovative 
and creative product. The Volvo brand has a great history of various revolutionary innovations, 
where the three-point seatbelt, the backward car-safety seat and the protection system, are only 
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a few of many examples. A common theme for all these innovations is that they all relate to 
safety (Volvo Cars, 2016). Therefore, even though innovativeness is not mentioned as one of 
Volvo’s core values, the authors argue it is a meaningful association. This because it may 
strengthen or reinforce consumers’ associations of Volvo being an innovative brand, especially 
regarding to innovations created for a safer traffic environment. Furthermore, when the 
interviewed candidates were asked about their previous knowledge about Volvo, many 
mentioned they perceived Volvo to be somewhat boring and representing the typical Swedish 
family lifestyle. However, a few candidates argued that they during recent years had noticed a 
change in Volvo’s positioning towards a more innovative and modern car manufacturer. 
Therefore, the authors argue that associations of innovativeness also may be meaningful for 
Volvo if they are aiming to be perceived as modern and innovative.  

PR Trick  
Lastly, a few negative associations regarding the Volvo Lifepaint campaign to be a PR trick 
occurred. If a customer perceives an incentive from a brand be non-genuine or even 
hypocritical, it might create negative associations to the brand and potentially harm the CBBE 
(Fan, 2006; Torres, Bijmolt, Tribo & Verhoef, 2012). Therefore, the authors argue that negative 
associations of Volvo being a hypocritical brand potentially can harm the brand if transferred.  

6.2.3 Transferability of the Knowledge of the Entity  
Given that associations held of the external entity are strong, favourable, unique, and 
meaningful to the brand, these associations must be transferable to the brand in order to 
potentially create new associations or reinforce already existing associations of the brand 
(Keller, 2003).  

Perceived Similarity of the Brand and the Entity  
For associations to be transferred, the perceived similarity of the brand and the entity is of 
importance (Keller, 2003; Till et al., 2008; Smith, 2004). Regarding the interviewed candidates, 
many mentioned safety and innovativeness in relation to both the product and the Volvo brand. 
Furthermore, some candidates also mentioned that both the Volvo LifePaint and the Volvo 
brand are related since both operate in the traffic environment. In that sense, the authors argue 
there was a perceived similarity between both the Volvo LifePaint product and the Volvo brand. 
However, one participant expressed confusion over that the Volvo LifePaint was a product for 
cyclists and not for car drivers. Thus, for individuals who do not see the more intangible 
linkages such as safety, innovativeness and the traffic environment,  confusion of what the Volvo 
brand actually stand for may occur. This claim is supported by Uggla (2006) and Kapferer 
(2004), who argue that one of the main risks when leveraging secondary associations is that 
consumers perceives the brand’s positioning strategies as confusing.  

The Manner of the Linkage Between the Brand and the Entity, and Its Perceived 
Uniqueness  
Furthermore, the manner of how the entity and the brand are linked to each other, and whether 
this linkage is perceived as unique, is important for the transferability of secondary associations 
(Keller, 2003). To explore these elements, the authors examine the reactions of the YouTube 
video, which they argue to serve as a linkage between the Volvo LifePaint product and the Volvo 
brand. The majority of both the interviewed candidates and the comments from YouTube 
evaluated the video as favourable, but there were still a few negative comments about the 
YouTube video. This shows a general positivity of the linkage between the brand and the entity, 
but also implies that not all individuals liked the linkage. Furthermore, among the interviewed 
candidates none of the candidates had seen similar a campaign before, which implies a 
perceived uniqueness of the linkage between the entity and the brand.  
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6.2.4 Potentially Changed Image of the Volvo Brand  
Up until this point, the discussion in section 6.2  has concerned the potential transferability of 
secondary associations, from the Volvo Lifepaint product to the Volvo brand, based on the 
empirical findings applied on theoretical concepts. This section aim to compare that discussion 
with the interviewed candidates own perception of their changed image of the Volvo brand.  

At the end of the interviews, the candidates were asked whether the newly acquired knowledge 
and information about the Volvo LifePaint had any effect on their perceived image of the Volvo 
brand. The majority of the candidates said that their image of Volvo, as a safe and/or innovative 
brand, were either strengthened or reinforced after being exposed to the campaign. Further, two 
candidates said that they perceived Volvo somehow differently after being exposed to the Volvo 
Lifepaint campaign. These new associations regarded safety and innovativeness, which these 
candidates had not associated Volvo with before. The authors of this thesis argue that these 
answers are in line with the analysis in section 6.2. The authors identified that the most 
common and meaningful associations made to the Volvo Lifepaint were those connected to 
safety and innovation. Moreover, the criteria for the transfer of these associations, to a larger 
extent, seem to have been fulfilled.  

Further, two of the candidates argued that their image of Volvo remained the same after being 
exposed to the Volvo LifePaint campaign. These candidates already held associations regarding 
safety and/or innovation about Volvo before being exposed to the campaign.  

Lastly, one candidate claimed that his positive image of Volvo had decreased after being exposed 
to the Volvo LifePaint campaign. The reason for this was that the candidate perceived the 
campaign as PR trick where Volvo used an exposed group of people. This candidate had earlier 
in the interview mentioned that he somehow perceived the Volvo LifePaint product as a PR 
trick. This implies that this association, which the authors argue not to be meaningful for the 
Volvo brand, has been transferred to the Volvo brand.   
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7. Conclusion and Discussion  

This section aims to conclude the analysis, as well as to answer the purpose and the research 
questions of the thesis. Here, the authors also discuss practical implications, limitations and 
opportunities for future research. 

The purpose of this thesis was to explore the identified trend, and whether this identified trend 
can assist in building Customer-based brand equity (CBBE). For the study, the authors used the 
Volvo LifePaint campaign as a case. The main research question of this thesis aimed at exploring 
how the Volvo LifePaint campaign could assist Volvo’s CBBE-building.  

7.1 Conclusion  
The authors conclude that when exposed to the Volvo LifePaint campaign, favourable, strong, 
and unique associations were created towards the Volvo LifePaint product, mainly regarding 
safety and innovativeness. Since these associations arose after being exposed to the 
complimentary marketing communication video, the authors conclude that the video served as a 
unique linkage between the product and the brand.  However, a few unfavourable associations 
were also created, regarding potential environmental effects, and that the Volvo LifePaint 
campaign could be perceived as part of a PR-trick. The authors further conclude that the 
associations regarding safety and innovativeness can be perceived as meaningful for the Volvo 
brand, mainly because they represented one of Volvo’s core values, safety, and Volvo’s desired 
image of being an innovative brand. However, the associations regarding the spray’s 
environmental effects and the possible PR-trick, are not meaningful for the Volvo brand. 
Further, the authors conclude that the associations regarding safety and innovativeness are 
transferable to the Volvo brand, since the three elements of transferability, overall, have been 
satisfied.   

Since the Volvo LifePaint campaign has the potential to strengthen, reinforce and create new 
associations towards the Volvo brand, the authors conclude that the Volvo LifePaint campaign 
can to contribute to CBBE for Volvo. However, the authors further conclude that unfavourable 
associations also can be transferred, which can harm the brand. The research approach of this 
thesis was of exploratory nature, with the aim to particulate, rather than to generalise. 
Nevertheless, the purpose of this thesis was to explore the identified trend, and whether it can 
assist in building CBBE. Following the conclusion of the analysis of the Volvo LifePaint 
campaign, the authors wish to step out from the Volvo-case, and view the conclusion from a 
broader perspective. Based on the case study and analysis of the Volvo LifePaint campaign, the 
authors conclude that the identified trend fits the identified theories of CBBE and leveraging of 
secondary associations. Further, the authors conclude that the identified trend may serve as a 
creative branding strategy for an established brand, to assist in building CBBE. However, the 
authors notice that there is a risk of unfavorable associations to be created and transferred, 
which could potentially harm the brand.  
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7.2 Discussion  
In the beginning of this thesis, the authors set out to contribute to the academic body, as well as 
to provide practical implications for firms with already established brand identities, who wish to 
enhance their CBBE. Based on the analysis of the Volvo LifePaint campaign, the authors suggest 
that the identified trend can be anchored in the theoretical framework of CBBE-building 
through the leveraging of secondary associations. For established brands who seek to develop 
and implement creative branding strategies, this framework may serve as a guide. Further, 
during the data collection and analysis, the authors noticed some practical implications.  

One main implication regards to the meaningfulness of the associations created when exposed 
to a campaign that fits the nature of the identified trend. In the studied case, the associations of 
safety and innovativeness were concluded to be meaningful for Volvo, since they mirror Volvo’s 
values and their desired image. However, the authors concluded that unfavourable associations 
of potential environmental damage also occurred, which goes against another of Volvo’s core 
values. Therefore, the authors suggests that the brand should carefully consider the possible 
associations that can arise towards the launched product, and compare them to the associations 
the brand aims to either strengthen, reinforce or create.  

In the studied case, negative associations about the campaign being a possible PR trick 
occurred, which may potentially harm the brand. Since the identified trend does not aim to 
make sales of the launched product, some confusion where and whether the product was 
available also occurred. Therefore the authors suggests that a brand implementing this type of 
campaign, should carefully consider the availability of the product and whether they should 
make it available for their whole target market. 

7.3 Limitations and Future Research 
The authors of this thesis would like to acknowledge some weaknesses and shortcomings of 
their research. First, lack of research experience has been apparent, particularly within the field 
of conducting interviews. Therefore, the empirical interview findings were slightly skewed since 
the authors’ interview skills were enhanced along the interview process. Further, due to the 
authors’ inexperience in qualitative data analysis, misinterpretations of the data could have 
been made. Lastly, the empirical data from the interviews was translated from Swedish to 
English, which might have resulted in reduced accuracy of the data.  

Since this thesis attempted to explore the identified trend, only through a qualitative single-case 
study of the Volvo LifePaint campaign, a profound research of the identified trend must be 
undertaken before any major generalisations can be made. An interesting future research would 
be to quantify the results of this thesis. A quantitative approach could test which of the 
identified success-factors that are most relevant for the creation of CBBE. The authors suggests 
following factors to be quantitatively tested: the extent of information provided by 
complimentary video; the meaningfulness of the associations to the core brand; whether the 
complimentary video is perceived as well liked and unique; and the availability of the launched 
product. To conduct such research, a more comprehensive research, including several cases of 
similar nature, is suggested. During the data collection and analysis, the authors further noticed 
that some potential  negative associations were not transferred to the Volvo brand due to the 
candidate's previous positive knowledge of the brand. Therefore, the importance of positive 
previous knowledge may also be further investigated, suggestively in a quantitative study.  

Further, from the results of a multiple-case research, a conceptualization of the identified trend 
may be formed. Also, a formulation of language to the identified trend may be developed from 
research including several similar cases.  
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One additional weakness of this study was a short timeframe, which resulted in that associations 
towards the launched product might not have been fully formed when the candidates were 
interviewed. Further, the authors exposed the interviewed candidates to the complimentary 
marketing communication video before they asked about their previous knowledge about Volvo, 
which might have affected the interviewed candidates answers. Therefore, a suggestion for 
future research is to allow a longer timeframe between the exposure of the complimentary 
marketing communication video and the interviews, and to start the process by asking about 
previous knowledge of the researched brand(s). This might give more exact implication to 
whether the campaign has strengthened, reinforced and created strong, favourable and unique 
associations that can be transferred to the core brand.  
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Appendix 1: Interview Guide 

Translated Interview Questions:  
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