
Consumer s Journey as Ambassador of
Brand Experiences
’

IIVI RIIVITS-ARKONSUO

P R E S S

THESIS ON ECONOMICS AND BUSINESS ADMINISTRATION H49



 

TALLINN UNIVERSITY OF TECHNOLOGY 
 

Tallinn School of Economics and Business Administration 
Department of Business Administration 

 
 
 
 

Dissertation was accepted for the defence of the degree of Doctor of 
Philosophy in Business on 15 October 2015 

 
 

Supervisor: Professor Anu Leppiman, PhD, Dr. Soc. Sci. 
  Tallinn School of Economics and Business Administration, 

Tallinn University of Technology, Estonia 
 
Opponents: Professor Anu Valtonen, PhD 

University of Lapland, Finland 
 
Associate Professor Mari Kooskora, PhD 
Estonian Business School, Estonia 

 
 
Defence of the thesis: 11 December 2015 
 
 
Declaration: 
Hereby I declare that this doctoral thesis, my original investigation and 
achievement, submitted for the doctoral degree at Tallinn University of 
Technology has not been submitted for any other academic degree or 
examination. 
 
Iivi Riivits-Arkonsuo 

 
Copyright: Iivi Riivits-Arkonsuo, 2015 
ISSN 1406-4782 
ISBN 978-9949-23-865-1 (publication) 
ISBN 978-9949-23-866-8 (PDF) 



MAJANDUS H49

Tarbija teekond brändielamuste saadikuna

IIVI RIIVITS-ARKONSUO



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  



 

5 

CONTENTS 
LIST OF ARTICLES ........................................................................................... 6 

INTRODUCTION ................................................................................................ 7 

1.  THEORETICAL FRAMEWORK ............................................................. 11 

1.1.  Positioning and focus of the research ................................................. 11 

1.2.  Consumer-brand relationships ............................................................ 12 

1.3.  Meaning of experiences in consumer behavior .................................. 13 

1.4.  Social interactions .............................................................................. 15 

2.  RESEARCH METHODOLOGY ............................................................... 17 

2.1.  The choice of methodology ................................................................ 17 

2.2.  Designing the study ............................................................................ 18 

2.3.  Sampling, data collection and analysis ............................................... 19 

3.  RESULTS ................................................................................................... 21 

3.1.  The consumer and brand engagement in social media ....................... 21 

3.2.  Reconstruction the consumer journey ................................................ 23 

3.3.  Roots of brand attachment .................................................................. 27 

CONCLUSIONS AND DISCUSSION .............................................................. 31 

REFERENCES ................................................................................................... 37 

ACKNOWLEDGMENTS .................................................................................. 42 

KOKKUVÕTE ................................................................................................... 43 

ABSTRACT ....................................................................................................... 46 

Appendix 1. Article I .................................................................................. 49 

Appendix 2. Article II ................................................................................ 65 

Appendix 3. Article III ............................................................................... 81 

Appendix 4. Article IV ............................................................................. 107 

Appendix 5. Online questionnaire ............................................................ 121 

Appendix 6. Interview guide .................................................................... 125 

ELULOOKIRJELDUS ..................................................................................... 127 

CURRICULUM VITAE .................................................................................. 130 

 

 
 



 

6 

LIST OF ARTICLES 

This doctoral dissertation is based on the following scientific articles, which are 
referred to by Roman numerals throughout the text: 
 

I. Riivits-Arkonsuo, I., & Leppiman, A. (2015). Antecedents of online 
word-of-mouth and memorable experience concept. International 
Journal of Business and Social Research, 5 (9), 1-14. 

II. Riivits-Arkonsuo, I., & Leppiman, A. (2014). Online Word-of-Mouth 
on Brands and Experience Marketing. Journal of Management and 
Change, 32/33, 43-55. 

III. Riivits-Arkonsuo I., Kaljund, K. & Leppiman, A. (2014). Consumer 
Journey from First Experience to Brand Evangelism. Research in 
Economics and Business: Central and Eastern Europe, 6(1), 5-28.  

IV. Riivits-Arkonsuo, I., & Leppiman, A. (2015). Young Consumers and 
their Brand Love. International Journal of Business and Social 
Research, 5 (10), 33-44. 

                                                                                                                                                            
Other publications related to the doctoral thesis 
 Leppiman, A., Riivits-Arkonsuo, I., & Kaljund, K. (2013). Improving non-

profit organizations’ capability through open architecture model. In G. 
Prause, U. Venesaar & W. Kersten (Eds.), International Business – Baltic 
Business Development (115-134), Frankfurt am Main: Peter Lang GmbH.  

 Riivits-Arkonsuo, I., & Leppiman, A. (2013). Consumer Behavior in Social 
Media: Patterns of Sharing Commercial Messages. In G. Prause, U.Venesaar 
& W. Kersten (Eds.), International Business – Baltic Business Development 
(297 – 317), Frankfurt am Main: PeterLang GmbH.  

 Riivits-Arkonsuo, I., & Leppiman A. (2013). Consumer online word-of-
mouth - analysis through an experience pyramid model. 9th Eurasia 
Business and Economics Society/ EBES Conference - Rome; January 11-13, 
2013, Sapienza University of Rome, Italy. In 9th EBES Conference- Rome 
Proceeding. 9, 1929 – 1934.  

 Riivits-Arkonsuo, I., & Leppiman A. (2014). Online word-of-mouth in 
experience marketing, the voice of the consumers: on the example of 
Estonian social media users. In Listening to Consumers of Emerging 
Markets: Proceedings of the 2014 Annual Conference of the Emerging 
Markets Conference Board. 344 – 349. New Delhi. 

 Riivits-Arkonsuo, I., & Leppiman A. (2015). Experiential Technology 
Brands for Generation Y. In Y. J.-C. Andreani (Ed.) International Marketing 
Trends Conference (1-11) Paris.  

 
 
 



 

7 

INTRODUCTION   

The doctoral thesis is inspired by an inquisitiveness to discover why some 
brands get a lot of offline and online discussion and why they are loved among 
their consumers. The thesis is intended to discover the process that forms a 
meaningful relationship between the consumer and brand and how the devoted 
consumers act on the behalf of the brand as ambassadors. The author takes a 
proposition that before the meaningful bond with the brand manifests itself, the 
consumer takes a journey to learn about, purchase, and interact with the brand. 
The metaphor “consumer journey” is a sequence of events with meaningful 
touch points (Norton & Pine, 2013), and it is a widely used framework (Forrester 
Research) in marketing management and service design practice. Despite the 
importance of this method in brand management, there is less theoretical support 
in marketing literature concerning the consumer journey concept and its 
behavioral consequences. The doctoral thesis aims to address the gap in the 
academic literature and contribute to providing a brand ambassadors’ insight on 
developing a deep, meaningful experience with a brand.  

The thesis lies in brand relationship theory (Fournier, 1998), behavioral 
decision theories, and experience economiy theory (Pine & Gilmore, 1998). 
Consumer-brand relationships, social interactions, and brand experiences are the 
key concepts of the thesis. The research problem originates from the matter that 
the research area of the consumer experience is still far from its maturity. The 
consumer experience, as a concept and an empirical phenomenon, is not as 
established compared to other consumer and marketing concepts (Schmitt, 
2010), such as attitudes, satisfaction, and loyalty. The meaningful consumer-
brand relationship transforms consumption habits and attitudes. Furthermore, 
since the brand value is co-created in the context of use and experience (Vargo 
& Luch, 2008), the consumers become the brand value co-creators. Value co-
creation is a function of the interaction. The firm bond to the brand leads the 
consumer to share positive words (Fetscherin et al., 2014), and thereby, the 
consumers promote the brand by influencing the purchase decisions of members 
of their social network. The consumers engage in traditional word-of-mouth 
(WOM) communications and, likewise, use social media networks in online 
WOM communications. The online communication research timeline is 
relatively short. Academic research into online WOM first appeared in scientific 
journals about fifteen years ago. The research on  the experiential aspects driving 
for engagement in online WOM has remained rather limited.  

Thus, the aim of this doctoral thesis is to contribute to the consumer 
experience through empirical phenomenon research and to provide a better 
understanding of consumers as co-creators of brand value through online and 
offline communications. The central research question seeks to determine what 
aspects transform the consumer into an ambassador of brand experience.  
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In particular, the present thesis investigates the formation of meaningful 
brand experience and its behavioral consequences by focusing on four research 
questions: (1) What experiential aspects affect online WOM positively? (2) 
What are the experiential aspects of online engagement? (3) How do brands 
obtain meaning for a consumer? (4) Where do the consumers get impulses to 
become acquainted with their favorite and most loved brand? To answer the 
research questions, four research tasks were set: (1) to find the experiential 
drivers of sharing and generating the positive online WOM; (2) to find 
the relationship between memorable, meaningful experiences and consumer-
brand online engagement; (3) to reconstruct the consumer journey in order to 
provide deep insight into what the consumers experience during the process; and 
(4) to find the roots of brand attachment. The thesis is based on four sequential 
articles, each one feeding into the next. Figure 1 depicts the connections between 
the four articles, made up of four studies, which are connected by research 
questions (RQ) and tasks (T) described below.  

 
 
Figure 1 Research questions, tasks and interconnections of the articles. Source: compiled 
by the author 

The first two articles utilize the same database, collecting information from 
a representative sample of Estonian Internet users (n=418) and focusing on those 
who have a Facebook account. The third article uses an international sample of 
consumers from Generation Y (GenY) , born between 1982 and 1994 (Hawkins 
& Mothersbaugh, 2013). The fourth article employs empirical data provided by 
international informants belonging to Generation Z (GenZ), born around 1994 
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(Bassiouni & Hackley, 2014). All the articles focus on the consumer as a brand 
ambassador and co-creator of brand value. The first two articles investigate the 
consumer-brand relationship in an online communications context where any 
memorable experiences are likely to be talked about on social media as well 
as through traditional WOM; thus, the study does not rely only on an online 
setting.  Keller and Fay (2012) argue that 90 percent of conversations about 
brands take place offline while only 10 percent emerges online. Therefore, the 
third and fourth articles broaden the scope of the research landscape for the 
current thesis. Both studies empirically investigate how consumers perceive the 
journey from the first experience to a strong, meaningful, emotional bond with a 
brand and what the circumstances are that lead to brand love and brand 
evangelism. Brand love is a marketing construct that “helps explain and predict 
variation in desirable post-consumption behaviors among satisfied consumers” 
(Carroll & Ahuvia, 2006, 79). Brand evangelism is “the active behavioral and 
vocal support of a brand, [---] purchasing the brand, disseminating positive 
brand referrals, and convincing others about a focal brand by disparaging 
competing brands” (Becerra & Badrinarayanan, 2013, 372). According to 
Langner and others (2014), the experiences that are pivotal to the development 
of brand love appear unpredictable, personal, and largely outside of marketer’s 
control. Brand love and brand evangelism can be earned, but cannot be bought 
(Becerra & Badrinarayanan, 2013). The author of this doctoral thesis estimates 
the phenomenon of brand love and brand evangelism attract managers’ and 
academics’ interest. The research on the phenomenon is relevant since strong 
brand attachment leads to loyalty and a positive WOM. Such consumers are the 
ambassadors, volunteer brand marketers, dealing on the behalf of the brand.  

This study aims to contribute to the existing body of marketing literature in 
both theoretical and practical terms. The contribution of the thesis lies in the 
following aspects: 

First, the author will contribute to the literature of experience marketing 
concepts, such as meaningful experiences, interactions, value co-creation, and 
reciprocity. Second, the study contributes to research on online WOM by 
focusing on the implications of the experiential aspects of online communication 
between brand and consumer. Third, considering the importance of 
understanding the circumstances leading to brand evangelism and brand-related 
experiences, there is a surprising lack of studies in the marketing literature 
qualitatively exploring the consumer’s journey from first encountering the brand 
to becoming a brand evangelist. This study marks the first engagement with the 
theoretical experience pyramid model (Tarssanen & Kylänen, 2007) in the 
brand-consumer context. The study results reveal that the experience model 
enables a reconstruction of the consumer’s journey. Fourth, the study extends the 
scientific debate regarding relationship theory in consumer research, 
demonstrating how brands obtain meaning for the consumer. Fifth, the study 
provides a novel ecological systems context for exploring the formation of 
the consumer-brand relationship. 
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The contributions of the author into the articles: 

Article I - “Antecedents of online word-of-mouth and memorable experience 
concept” (Appendix 1).  The author of this thesis generated the research idea, 
prepared the literature review, compiled the measurement instrument, and 
handled the conducting the survey and using the statistical tools. Anu Leppiman 
provided ideas for the setup of the article. Both authors contributed to the 
interpretation and the results of the article.  

Article II - “Online Word-of-Mouth on Brands and Experience Marketing” 
(Appendix 2). The author conducted the theoretical and methodological design 
and handled the using of statistical tools and interpretation of the survey data. 
Together with Anu Leppiman the author contributed to the interpretation and the 
results of the article.  

Article III – “Consumer Journey from First Experience to Brand Evangelism” 
(Appendix 3). The author formed the research idea, compiled the empirical data 
set and co-wrote the article. Together with Kristel Kaljund and Anu Leppiman 
the codes and categories emerged from qualitative data were worked out.  

Article IV - “Young consumers and their brand love” (Appendix IV). The 
author handled literature review and gathering the empirical data. Anu Leppiman 
provided ideas for the methodological approach. Together with Anu Leppiman 
compared the codes and categories emerged from narratives. 
The author of the thesis handled publishing all the articles mentioned above. 

The research has been reported in various international conferences including 
“9th Eurasia Business and Economics Society Conference” (Rome, 2013), 
“Annual Conference of the Emerging Markets Conference” (New Delhi, 2014), 
“14th Eurasia Business and Economics Society Conference” (Barcelona, 2014) 
“International Marketing Trends Conference” (Paris 2015), 1st (2013), 2nd 
(2014), and 3rd (2015) “International Marketing Spring Conference” at TUT 
(Tallinn).  

The remainder of the review article is structured as follows. Chapter I 
presents the theoretical framework, including the consumer-brand relationships, 
meaning of experiences in consumer behavior and concepts of word-of-mouth. 
Chapter 2 explains the choice of methodology and research design including 
sampling, data collection, and analysis. Chapter 3 reveals the findings and 
constructed models. The chapters are followed by conclusions, the list of 
references, and appendices containing Article I-IV.   
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1. THEORETICAL FRAMEWORK 

This chapter builds the theoretical basis for the conceptual frameworks by 
explaining the principal concepts of this thesis and refines on study territories, 
the underlying foundation for the empirical research. The author will derive 
from appropriate literature discussed below the research questions and 
formulates the tasks to achieve the answers to the questions.  

1.1. Positioning and focus of the research 

All four articles enclosed in the thesis have focused on the consumer as a co-
creator of brand value. The author of the thesis names such devoted persons 
dealing on the behalf of brand “ambassadors.” The thesis lies on relationship 
theory (Fournier, 1998), behavioral decision theories and experience economy 
theory (Pine & Gilmore, 1998). 

The figure 2 illustrates how the author of thesis positions the research 
territory.  

 

 
 

Figure 2  Positioning the consumer behavior research domains. Source: compiled by the 
author based on theoretical framework 

Brand attachment that involves brand love and brand evangelism is the key 
concept besides meaning of experience in consumer behavior and social 
interactions, such as online and offline communications. The thesis involves 
three consumer behavior domains. The author of the thesis recognizes the 

Consumer-brand 
relationships  (brand 

attachment, brand love, 
and brand  evangelism)

Social interactions 
(online and offline 
communications)

Meaning  of 
experiences in 

consumer behavior

Consumer as a 
brand ambassador 

Relationship theory 

Experience economy theory Behavioral decision theories 
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overlapping these domains in terms of meaningful experiences, consumer-brand 
relationship, and social interactions. The literature regarding value co-creation 
suggests that consumers are always active participants in the creation of value 
(Akaka, Vargo & Lusch, 2012; Grönroos, 2008; Leppiman, 2010; Vargo & 
Lusch 2004, 2008).Value is co-created during the interaction between the 
provider, that is, a brand and a consumer (Leppiman 2010; Prahalad & 
Ramaswamy, 2004; Vargo & Lusch, 2004). In the new prospect on marketing, 
the brands are seen as a continuous social process, whereby brand value is co-
created through interactions and network relationships (Merz, He, & Vargo, 
2009; Hutter et al., 2013). Consumer participation in value co-creation depends 
on consumers’ ability and willingness to attend in value formation process 
(Grönroos, 2012). The value is co-created via meaningful experiences that lead 
to brand attachment and generates a positive offline and online response in the 
social network. In particular, with the rise of social media, consumers have been 
become producers of experiences both for each other and for companies 
(Chakrabarti & Berthon, 2012). Compared to shared brand experiences through 
traditional WOM, shared experiences via social media channels amplify and 
reach a large group of consumers. However, 90 percent of conversations about 
brands take place still offline (Keller and Fay, 2012) 

In next section of the thesis the author will discuss prior work on 
relationships between consumers and brands followed by discussion meaning of 
experiences in consumer behavior. As a strong experience triggers a desire to 
share it then the discussion moves to related literature of social interactions.  

1.2. Consumer-brand relationships 

Since the consumers have different needs, motives and values they have various 
levels of engagement with brands. Brand may mean an informational cue, 
personal identity signal or cultural symbol (Schmitt, 2012). Keller (2009) 
developed the brand resonance concept referring the intensity of the 
psychological bond that consumers have with the brand and their level of 
engagement with the brand. The brand attachment appears on various levels 
indicating the bond that connects a consumer with a particular brand (Malär et 
al., 2011). At a lower level, the brand attachment is equivalent to liking. At a 
higher level, it transforms into the powerful passion (Sarkar, 2014). As those 
committed consumers may act as the unpaid spokesperson on behalf of the brand 
(Doss, 2014), then the concepts related to consumers’ emotional attachment to 
the brand have received attention in marketing literature. Susan Fournier (1998) 
introduced in her seminal paper “Consumers and Their Brands: Developing 
Relationship Theory in Consumer Research” the idea that brand love is one key 
dimension of consumer-brand relationships. In order to indicate the relationships 
between consumers and brands, concepts such as brand devotion, brand zealotry, 
brand romance and brand love have been identified. Brand love as a marketing 
construct explains and predicts the satisfied consumers' post-consumption 
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behaviors (Carroll & Ahuvia, 2006). Brand love leads to stronger brand loyalty 
and to more positive WOM (Fetscherin et al., 2014). The predictors of brand 
love identified in the previous literature are satisfaction (Caroll & Ahuvia, 
2008), brand identification (Bergkvist & Bech-Larsen, 2010; Albert & Merunka, 
2013) sense of community (Bergkvist & Bech-Larsen, 2010), and trust (Albert & 
Merunka, 2013). Sense of community may lead to increased brand identification. 
Brand identification concept bases on the social identity theory. Consumers 
sense that a brand reflects characteristics that are central to their identity. They 
perceive oneness with a brand and are likely to work toward the benefit of the 
brand. Purchase and consumption of brands enable consumers to construct their 
identities; brands become part of consumers’ identities. (Bergkvist & Bech-
Larsen, 2010). The loved brands allow consumers to express who they truly are, 
or to reflect who they want to be (Batra, Ahuvia, & Bagozzi, 2012; Becerra & 
Badrinarayanan, 2013). Brand evangelism manifests itself in the higher level of 
brand love. Brand evangelists spread the message about their preferred brands, 
often oppose competing brands, and perceive oneness with the brand (Doss, 
2014). 

From marketing management perspective, brand love and evangelism can 
only be controlled to some extent (Bergkvist & Back-Larsen, 2010). The 
personal experiences that shape the trajectories to brand love are not accessible 
to brand managers (Langner et al., 2014). Driven by consumer passion and 
emotions is brand love and its higher level brand evangelism earned, and cannot 
be bought (Becerra & Badrinarayanan, 2013). Thus, importance to gain insights 
into forming meaningful experience that leads to brand love is twofold.  First, it 
is not known whether the brand love is rooted in the brand, in the consumer or 
the relationship attributes between the brand and consumer (Albert & Merunka, 
2013). Second, there is a need for a more holistic approach to understanding the 
forming of brand love and the circumstances leading to brand evangelism. This 
thesis aims to contribute to the scientific debate concerning relationship theory 
in consumer research formulating the research questions: How brand obtains the 
meaning for consumer? Where do the consumers get impulses to become 
acquainted with their favorite and most loved brand? 

1.3. Meaning of experiences in consumer behavior 

Consumer behavior discipline lies on three core domains: information 
processing, behavioral decision theory, and consumer culture theory. They all 
yield consumer insight on experiences that is a novel and exciting concept in 
marketing academia and practice (Schmitt, 2010). Gentile, Spiller and Noci 
(2007) conceptualize the consumer experience as a set of interactions between a 
consumer and a brand, which provoke reactions. The experience is personal and 
refers the consumer involvement at different levels, such as rational, emotional, 
sensorial, physical, and spiritual. Experience evaluation depends on consumers’ 
expectations, stimuli appearing from interactions with company and moments of 
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contact, also known as touch-points. Sundbo and Sørensen (2013, 4) suggest 
following the definition of experience: “Experiences, in the context of 
experience economy could be defined as the mental impact felt and remembered 
by an individual caused by the personal perception of external stimuli. The 
impact might be entertaining or learning, but does not need to be so; the stimuli 
need to be authentic, but does not have to be; and the combination of stimuli and 
personal perception may invoke flow but the definition includes more than 
optimal flow experiences”. Some experiences are more intense and memorable. 
Other experiences are more common and less interesting, therefore quickly 
forgotten, such as the ordinary every-day experiences. (Gelter, 2010) Some 
experiences are short-lived, some long-lasting, stored in the consumer’s memory 
(Brakus, Schmitt, & Zarantonello, 2009). Thus, memorable experience is 
something unusual standing out from the rest. Carù and Cova (2003) determine 
ordinary and extraordinary experiences. An ordinary experience has to do with 
everyday life, routines, the past, and the passive acceptance of events. An 
extraordinary experience, on the other hand, must be outside daily routine to 
leave a memory.  Experiences happen inside peoples’ mind and are provoked by 
external stimuli. The same stimulus does not provoke “an experience in all 
people and not even the in the same person in different situations. Whether an 
experience is provoked depends on the state of the individuals “mental readiness 
and the specific situation”. (Sundbo & Sørensen 2013, 4) A consumer creates 
meaning to everything he/she perceives (Leppiman 2010; Pine & Gilmore, 1998; 
Tarssanen & Kylänen, 2007). While products and services exist outside of the 
consumers, then experiences happen inside them. Brands do not deliver the 
experiences; they can only deliver elements that function as external stimuli and 
receivers get an experience (Sundbo & Sørensen, 2013). Brand experience is 
holistically perceived and varies in strength and intensity (Brakus, Schmitt, & 
Noci, 2009). Experience has been considered part of the marketing activities 
which focuses on the character of product of service (Sundbo & Sørensen, 2013) 
and which may have experiential value for the consumer. Marketing 
communications can establish the brand in memory, create a brand image, 
engage consumers both on-line and off-line, and create experiences (Keller, 
2009).  

Experiencing is the process and as such conceptualized by the several 
authors. Boswjik, Thijssen and Peelen (2007) determine experiencing as a chain 
process including sensory perception, emotion, experience, and ending with 
“giving meaning” to experience. Meaningful experience composes of feelings, 
new knowledge and beliefs acquired by the consumer through a brand, a product 
or a service (Gelter, 2010; Leppiman, 2010;  Leppiman, Riivits-Arkonsuo, & 
Kaljund, 2013).  

A theoretical model that Tarssanen and Kylänen (2007) call the experience 
pyramid is built up following the hierarchical logic. The model has two 
perspectives. Consumer’s experience forms through five levels of cognitive 
processes on the model’s vertical axes. These sequential levels are motivational, 
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physical, intellectual, emotional, and mental. The model is enhanced by the 
product elements on the horizontal axis of the model, contributing to the 
consumer experience. The product elements are individuality, authenticity, story, 
multisensory perception, contrast, and interaction. Together these can create the 
preconditions for a meaningful experience. The author of the thesis used this 
model for designing the interview or narrative guideline in order to gather data 
for Articles III and IV. The analytical model of consumers’ journey adapted 
from Tarssanen and Kylänen (2007) is presented in Article III, page 10 (see 
Appendix 3).   

Consumers look for brands that provide them with unique and memorable 
experiences, and for this reason, the concept of brand experience is of substantial 
interest to marketers (Brakus, Schmitt, & Zarantonello, 2009). Consumption 
experience as such involves feelings and emotions (Holbrook & Hirschman, 
1982; Hirshcman & Holbrook, 1982) and does not fulfil basic needs. Feelings 
and emotions are at the top of the hierarchy of needs (Maslow, 1943). 
Consumers are willing to pay a price for this. Pine and Gilmore, who launched 
the experience economy theory (1998) considered experiences not as amorphous 
construct; but as a real an offering as any service, good, or commodity. 
Progression of economic value and competitiveness is achieved through 
experience economy. (Pine & Korn, 2011).  

Schmitt (2010) argues that more research is needed on how experiential at 
various touch points create consumer experience, and how these experiences can 
impact consumer behavior in the short and long term. The author of the thesis 
responds to this call by setting the following research tasks: First, the study 
seeks to find the experiential drivers of sharing and generating the positive 
online WOM. Second, to find relationship between memorable, meaningful 
experience and consumer-brand online engagement. Third, this study aims to 
reconstruct the consumer journey in order to provide deep insight what the 
consumers experience during the process. 

1.4. Social interactions 

McColl-Kennedy and others (2012) determine interactions as the ways 
individuals engage with others actively searching for information and providing 
feedback. A strong experience triggers a desire to share it; people discuss 
experience with their friends. An important part of a brand-related experience is 
being able to communicate it by telling one’s own story, recording the event in 
memorable pictures or videos, and sharing these experiences on social media 
platforms (Gelter, 2007; Kylänen, 2007). Consumers are more likely to engage 
in WOM when they experience significant emotional experience (Matos & 
Rossi, 2008; Söderlund & Rosengren, 2007). Offline WOM communication 
occurs among friends and family members while online WOM can occur among 
people who may never encounter one another face-to-face context. Those people 
may only be linked by a common interest or need. (Kimmel & Kitchen, 2014)  
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Online WOM communication refers “to any positive or negative statement made 
by any potential, actual, and former consumer about a product or company” 
(Hennig-Thurau et al., 2004, 39). 

The online communication research timeline is relatively short, since the 
academic research into online WOM first appeared in scientific journals about 
fifteen years ago. Previous related studies focus primarily on the impact of 
online WOM on consumer purchasing decisions while  research on the 
experiential aspects driving for engagement in online WOM has remained rather 
limited. Due to the conceptual closeness of online WOM and traditional offline 
WOM communications, research on traditional WOM can inform online WOM 
remaining largely relevant in social media context (Hennig-Thurau et al., 2004; 
Lang & Hyde, 2013; Toder-Alon, Brunel, & Fournier 2014). Satisfaction, 
loyalty, quality, commitment, trust, and perceived value are the most 
investigated antecedents of WOM (Matos & Rossi 2008; Lang & Hyde, 2013). 
According to some authors the roles of the drivers and characteristics differ 
between online and offline WOM. Lovett, Peres and Shachar (2013) argue that 
consumers spread brand-related word for three fundamental purposes: social, 
emotional, and functional. The main social driver is the desire to send signals to 
others about one's expertise, uniqueness, or social status. The functional driver 
motivates people to provide and supply information. The emotional drivers are 
excitement and satisfaction (ibid.) The sharing and creating online content has 
been explained by intrinsic and extrinsic consumer motivation. Intrinsic 
motivation refers to doing something because it is inherently interesting or 
enjoyable, and extrinsic motivation refers to doing something because it leads to 
a separable outcome (Ryan & Deci, 2000). Intrinsic motivation is driven by an 
intense interest and involvement in the activity itself, curiosity, enjoyment, peer 
recognition, a personal sense of challenge, accomplishment or belonging (Chu & 
Kim, 2011; Hennig-Thurau et al., 2004; Kietzmann et al., 2012; Riivits-
Arkonsuo & Leppiman, 2013), whereas extrinsic motivation is driven by the 
desire to achieve some external reward (Hennig-Thurau et al., 2004; Kietzmann 
et al., 2012).  

Kozinets and others (2010) suggest that WOM communications are co-
produced in consumer networks where consumers are active co-producers of 
value and meaning. The author of thesis proposes that brand value is co-created 
in consumer networks where consumers are active co-creators of value and 
meaning. Thus, the research questions derived from the consumer behavior 
domain are as follows: What experiential aspects affect online WOM positively? 
What are the experiential aspects of online engagement? The corresponding 
tasks are to find the experiential drivers of sharing and generating the positive 
online WOM and to find the relationship between memorable, meaningful 
experiences and consumer-brand online engagement.  
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2. RESEARCH METHODOLOGY 

In this chapter, the research methodology set out in this thesis is discussed. The 
methodological section starts by discussing the choice of methodology and 
designing the study and then it turns to explaining the sampling, data collection 
followed by data analysis.   

2.1. The choice of methodology 

To answer the research questions (see Figure 1) empirical work during 2012-
2015 has been conducted. All the gathered data were primary, collected for a 
specific purpose related to the doctoral thesis. 

The thesis relies on multiple triangulations, “the combination of 
methodologies in the same study of the same phenomena” (Denzin, 2009, 297).  
The author opted for a mixed methodology for following reasons: First, a 
combination of qualitative and quantitative approach provides a more complete 
understanding of a research problem than either approach alone (Creswell, 
2014). Second, considering the orientation of the doctoral thesis is phenomena-
driven, and then the rationale for use the methodological triangulation is to 
observe the phenomenon from several angles rather than one angle (Neuman, 
2003). 

Furthermore, in this doctoral thesis the author uses data triangulation 
employing several sampling strategies. Since the gathered qualitative data was 
read and codes, categories, and themes were compared by co-authors of the 
articles (See Articles I, III, and IV) then investigator triangulation (Denzin, 
2009) is used. Moreover, finally, theoretical triangulation is exploited while 
several theoretical positions helped in interpreting gathered data (ibid). 

The methodology involved the qualitative content analysis of data collected 
from the interviews and written narratives. Credibility, dependability, 
confirmability, and transferability are the four alternatives for assessing the 
trustworthiness of qualitative research (Lincoln & Guba, 1985).  To verify the 
trustworthiness of data collection the author of the thesis provides precise details 
of the sampling method and participants’ descriptions. The interview guide is 
presented in Appendix 6. To ensure the trustworthiness and credibility of the 
results, the author evaluated how the emerged categories covered the data and 
identified whether there were similarities within and differences between 
categories (Elo et al., 2014). 

Gathering and analyzing the empirical data ethical issues the qualitative 
research (Ruth & Otnes, 2006) of confidentiality, privacy, anonymity and 
informed consent, were taken into account. 
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2.2. Designing the study 

Corresponding to the mixed methods approach, appropriate sampling procedures 
were chosen.  Quantitative data were gathered through a self-administrated 
online survey, fielded to a nationally representative sample of Estonian internet-
users (n=418). Qualitative data were collected in the form of in-depth interviews 
and introspective written narratives. Table 1 presents the dynamics of the study, 
the choice of the methods and sampling logic to achieve the research purpose by 
answering the research questions.  

The author of thesis started the collecting data for the first study (Article I), 
with an exploratory sequential mixed method. The study seeks to uncover what 
experiential aspects affect online WOM positively. The findings of the empirical 
data gathered from the first qualitative phase provided useful insights into 
defining a list of items for a survey conducted for the second quantitative phase. 
Thus, the second database builds on the results of the initial database. Article II 
seeks the answer to the question what are the experiential aspects of online 
engagement by finding the relationship between memorable, meaningful 
experiences and consumer-brand online engagement. The research utilizes the 
collected quantitative data for the first study.  

 
Table 1 Research methodology.  

Article Data collection 
methods  

Sample Data analysis 
method 

I - Antecedents of 
online word-of-
mouth and 
memorable 
experience concept 

An exploratory 
sequential mixed 
method  In-depth 
interviews  and a 
nationwide online 
survey  

Heavy or at least 
medium users of 
social media 
channels (n=16) 
Estonian Internet 
users (n=418) 

Content analysis 
 
 
 
Exploratory factor 
analysis. A linear 
regression analysis 

II -  Online Word-
of-Mouth on 
Brands and 
Experience 
Marketing 

Nationwide online 
survey  
 

Estonian Internet 
users (n=418) 

Bayesian 
Dependency 
Modelling 

III -  Consumer 
Journey from First 
Experience to 
Brand Evangelism 

In-depth 
interviews with 
international 
sample  
 

GenY 
International sample 
(n=45),  
selected (n=13) 
brand evangelists  

Directed content 
analysis 

IV  
Young consumers 
and their brand love 

Introspective 
written narratives  

GenZ 
International sample 
selected  (n=15) 

Content analysis 

Source: compiled by the author 
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The third (Article III) and fourth (Article IV) studies apply a qualitative 
methods. The both studies aim to pursuit the consumer journey beginning from 
the first encounter with a brand to a strong emotional bond with a brand and 
consumer.  

Each study, method, sampling procedure, and analyze method depicted in 
Table 1 has been thoroughly explained in published papers that are provided in 
the Appendices 1- 4.  

2.3. Sampling, data collection and analysis 

The empirical data for the Articles I and II were generated through in-depth 
face-to-face interviews with 16 Estonian informants in spring 2012. Eight 
females and eight males presented the heavy or at least medium users of various 
social media channels, such as Facebook, Twitter, and Youtube. Heavy and at 
least medium use refers frequency; interviewees use these channels either daily 
or every second day. Interviewees’ age varied between 21 and 35 years. The 
author of the thesis developed the interview guide based on behavioral decision 
theories.The findings of the interview material were used in a second 
quantitative phase since a qualitative content analysis provided useful insights 
into defining a list of items for a survey. Furthermore, constructs measures were 
derived from the existing literature: the conceptual model of offline and online 
social networking (Brown, Broderick, & Lee, 2007), the model of online WOM 
in social networking sites (Chu & Kim, 2011), and the typology of motives of 
online consumer articulation (Hennig-Thurau et al., 2004). The constructs 
mentioned above were modified to suit the context of the first study.  

A 7-point, Likert-type measurement scale (anchored at 1=disagree strongly, 
7=agree strongly) included both behavioral and attitudinal indicators. A self-
administrated online survey (Appendix 5) was fielded in May 2012. The online 
panel of a professional research agency was used. Turu-uuringute AS (Estonian 
Surveys Ltd.) recruits the panelists through nationwide surveys and panel 
members cover the representative demographic model of internet users in 
Estonia. After screening questions, the next items directly addressed Facebook 
users. The average age of respondents (n=418) was 35,5 years (SD 12,7).  While 
the survey fielded, Facebook penetration rate was 35.62% of the country’s 
population and 47.42% of all Estonian internet users (Socialbakers.com 2012).   

The data of the quantitative study were analyzed using explorative factor 
analysis. The psychometrics properties of the latent constructs and the wording 
of the items were assessed. A linear regression analysis was employed using 
IBM SPSS Statistics 22.0 to investigate a significant relationship between 
predictors and dependent variables.   

The second study (Article II) exploits the empirical data gathered for the first 
study. Due to the uncertainty of linear variable dependencies Bayesian 
Dependency Modeling was chosen. Bayesian method is an alternative to 
frequentistic statistical procedures addressing modeling problems, such as 
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continuous measurement level, multivariate normality, and linearity of the data 
(Nokelainen, 2008).  

In the third study (Article III), a qualitative approach was applied. The 
theory-driven (Tarssanen & Kylänen, 2007) interview guide was developed by 
the author of thesis (Appendix 6).  Face-to-face in-depth interviews were carried 
out in a semi-structured manner by MBA and MA students from the Tallinn 
University of Technology, who participated in a marketing research course 
during the spring and autumn semesters in 2013. Every student chose an 
interviewee from his/her social network. The author of thesis briefed the 
students carefully before they conducted the interviews. The material collected 
in the study included 45 interviews, carried out by 45 students. The age of the 
informants ranged from 19 to 36. The risk of using students as interviewers was 
justified regarding the matter that it helped access to a broad circle of  GenY 
consumers, especially as the aim of a qualitative study does not reach a certain 
number of respondents. 

The collected material was further processed systematically. The first stage of 
analysis involved all 45 interviews, the second 13. The qualitative content 
analysis provided the author of the thesis with three categories for recognizing 
brand evangelists. Emerged categories were applied as criteria that enabled to 
filter the brand evangelists among the interviewees from those who could not be 
recognized brand evangelists. The logic of the experience pyramid (Tarssanen & 
Kylänen, 2007) was used to analyze 13 interviews. 

In the fourth study (Article IV), the focus research falls upon young 
consumers, in 20-24 years and their brand love. A qualitative research design 
was deemed the most appropriate strategy considering the purpose of this study. 
The international business students were assumed to represent the young 
consumers because they age ranges from 20 to 24. The author of the thesis saw 
them as a cohort holding similar patterns of thinking, feeling, behaving and 
expressing themselves when it comes to brand-related behavior. The empirical 
data were generated through written narratives. The informants wrote 
introspective answers in a narrative form concerning their favorite, most 
preferred and loved a brand. The narrator shapes, constructs and performs the 
self, experience, and reality (Chase, 2005). The guidelines for writing the 
introspective answers (Appendix 6) in a narrative form enabled informants to 
construct their consumer journey with meaningful touch points. Filtering the 
brand stories the author of the thesis worked out a set of selection criteria. Only 
those stories were selected (n=15) where the narrators indicated the emotional 
brand attachment, exposed emotions, thoughts, interpretations, and indicated 
what meaning their beloved brand has obtained. In the data analysis, open-
coding procedures identified common themes by labeling, categorizing and 
describing phenomena (Corbin & Strauss, 1990). 
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3. RESULTS 

Discussion of the results and presentations the models in this chapter is 
structured based on the research questions and the research tasks depicted in 
Figure 1. This chapter introduces first the findings concerning the consumer as a 
brand ambassador and value co-creator in social media. The first sub-chapter 
reveals the drivers of sharing and generating positive online WOM and discusses 
the relationship between memorable, meaningful experience and consumer-
brand online engagement.  
Next the author presents the reconstruction of the consumer's journey from the 
first encounter with a brand to becoming a brand ambassador. The final section 
discusses where roots the brand attachment and presents the model how GenY 
and GenZ become acquainted with their favorite brands in the ecological 
systems context. 

3.1. The consumer and brand engagement in social media 

The study (Article 1) seeks answers what impacts have distinctive constructs 
such as memorable online campaigns, willingness to engage in brand value co-
creation, and enthusiasm to help the brand (reciprocity, gratitude) on sharing the 
online word. Table 2 demonstrates the proposed hypothesis and their supporting. 

 
Table 2 Hypothesis testing.  

 β t-
value 

Result 

H1: Memorable online campaign affects 
WOM positively 

0,033 0,678 Not supported 

H2: Willingness to engage in brand value co-
creation affects online WOM positively 

0,154 3,177 Supported 

H3: Willingness to help brand (reciprocity, 
gratitude) affects online WOM positively 

0,232 4,855 Supported 

H4: A memorable online campaign affects 
willingness to help brand positively 

0,217 4,530 Supported 

H5: A memorable experience affects 
willingness to help brand (reciprocity) 
positively 

0,561 13,923 Supported 

Source:compiled by the author based on Article I 
 
No support to direct and positive relationship between willingness to share the 
online word and memorable online campaigns was found (H1). Thus, the 
memorable brand online campaigns by themselves do not predict positive online 
WOM. Though, the test results revealed that consumers' willingness to help 
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a brand (reciprocity and gratitude) and their willingness to interact in value co-
creation have a positive impact to sharing the online word. The findings support 
relationships between willingness to interact in value co-creation and willingness 
to help a brand.  

The author continued the research addressed to the experiential aspects of 
online engagement in Article II. Since the observed variables had the modeling 
problems, such as continuous measurement level, multivariate normality, and 
linearity of the data (Nokelainen, 2008) then Bayesian dependency modeling 
(BDM) was applied. BDM predicts the most probable statistical dependency 
structure between the observed variables (Nokelainen, 2008; Tirri & Nokelainen, 
2012). The theoretical structure of the network model consists of the categories: 
high sharing threshold (F1), different messages from others in social media (F2), 
benefit seeking (F3), reciprocity (F4), memorable experience (F5), and 
interaction (F6). The wordings of the items (A1-A21) depicted in Figure 3 are 
available in Article II. The figure depicts a model based on a six-factor solution 
and BDM, calculated using B-course software. 

 
 

 
Figure 3  Six-factor and 21 items level dependencies. Source: compiled by the author 
based on Article II 

Constructs as uniqueness (different messages from other brands), memorable 
experience and consumer-brand interaction in value co-creation are elaborated 
from experience marketing concepts.  

Non-linear modeling found 17 strong dependencies between the variables. 
(A1) -  "I am very picky about the brands I like and share" the most significant 
variable in the model. These findings support the expectation that consumers are 
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not generous when it comes to liking and sharing brands online. The author of 
the thesis argues that online brand-related WOM has a particular meaning for the 
consumer that presupposes unique positive and meaningful experience. The non-
linear model provides new information by revealing the relationship between a 
memorable experience (F5) and consumer-brand and consumer to consumer 
interaction (F6). Moreover, social media campaigns providing distinguishable 
messages on social media (F2) and memorable experiences (F5) are related - 
memorable experience can be provoked by very special messages in social 
media. 

 F3 (benefit seeking) demonstrated weak dependencies between other 
variables. According to the study of Kietzmann and others (2012), belongs 
benefit seeking to extrinsic consumer motivation when engaging in online 
WOM. Benefits seeking, such as willingness to be more likely to be a fan, to like 
and share, if more personal benefit would be offered less important or important 
not at all while the users consider sharing and generating online content. 
Intrinsic motivation in turn refers to doing something because it is driven by an 
interest, enjoyment (Ryan & Deci, 2010), and involvement in the activity. The 
study results conducted by the author of thesis demonstrated that intrinsic 
motivation drives the social media users.  

Thus, using the non-linear modelling three drivers lead the social media users 
to share and generate online content was identified. First, positive and 
memorable experience motivates the consumer to promote a company with 
positive online communication. Reciprocity takes place: the brand invests in the 
consumer, and thus the consumer is willing to invest in the brand. Second, 
memorable experience leads consumers enthusiastically to co-operate, to create 
content and to forward messages. If brands ask for their opinion about how to 
improve the services/products for the consumers, they readily share that. It 
indicates consumer to consumer and consumer to brand interaction. Third, to 
lead the consumer to co-operate with the brand in the social media, special, 
arousing attention, and memorable stimuli are needed. It can be a memorable 
and smart campaign that arouses the attention of the consumer. On the other 
hand, the results of Article I reported that such campaigns by themselves do not 
predict positive online WOM. 

The author of the thesis argues that the success of brands relies on creating 
memorable and meaningful experiences and building long-lasting, trust-based 
relationships with consumers. The brand that has not earned consumers’ trust 
cannot be helped with the extraordinary online campaigns. 

3.2. Reconstruction the consumer journey 

he author of thesis postulates that consumers are the brand value co-creators 
through their social interactions acting so as the brand ambassadors. The 
memorable experiences are likely to be talked about through social media but 
much more through traditional WOM and since doesn’t the current study stay 
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only in an online context. The study of Keller and Fay (2012) reveals that 90 
percent of conversations about brands take place offline. Therefore, next the 
author switches the focus on offline WOM, in other words, on traditional WOM 
communications. Moreover, as the thesis is inspired an interest why some brands 
get a lot of offline and online discussion and why they are loved among their 
consumers, then the Articles III and IV broaden the scope of the research 
landscape the thesis. Both studies investigate empirically how the consumers 
perceive the journey from the first experience to a strong, meaningful emotional 
bond with a brand and the circumstances leading to brand love and brand 
evangelism. The interview guide used in study III and its adapted version for 
writing the introspective answers in a narrative form in study IV is enclosed in 
Appendix 6. 

The theory-driven data collecting strategy enabled to analyse the way the 
informants described the physical or virtual environment in which they 
underwent their brand experiences. Next, how the experience developed on the 
intellectual level following by the findings what memorable elements their 
brands offered them, and how they described those elements.  Subsequently, the 
author aimed to gauge the meaning of the brand for the informants – the 
meaning that makes the relationship with the brand both emotional and 
passionate, triggering the wish to share the experience. 

Figure 4 presents the model of the consumer journey from the first encounter 
with a brand to becoming a brand ambassador. Reconstruction the journey bases 
on findings of Articles III and IV. The author demonstrates that meaningful 
relationship with the brand forms through the process.  

 
Figure 4. Reconstruction the consumer journey from the first encounter with a brand to 
becoming a brand ambassador. Source: compiled by the author based on Articles III & 
IV 

The journey begins the first encounter with a brand, moves to forming 
opinions, applying knowledge, and follows by the meaning that the consumer 
gives to the brand. The brand and consumer relationship holds an emotional 
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charge based on experiences and experiencing and manifests itself as brand love 
or even brand evangelism. 

The first encounter with brands happens in the physical environment (offline) 
where the consumer experiences and perceives the products or services of the 
brands through the five senses. However, nowadays some brands, such as 
computer games exist only online. That is, experience happens through sight, 
visual images, sound and touch on the screen followed by a call to interaction. 

The empirical data gathered for study III and IV includes excellent examples 
of the significance of multi-sensory experiences. The multisensory experiences 
make or may make the brand special and meaningful. Furthermore, such 
experiences bring memories to present and the informants relive the unique 
moments related to sight, sound, smell, touch, and taste over and over again. 
Several informants describe how some stores offer an almost complete 
multisensory experience: one can touch the product, listen to music there, and be 
surrounded by extraordinary interior design. In stores can pick up smells, pay 
attention to goods beautiful display and experience the friendly service. 
Moreover, a product itself can offer a set of multisensory elements.   

Multisensory experiences and appropriate service support the brand giving 
the feeling that brand is made just for them: “It all seems …somehow if it were 
made for you” (Male, 25). Multisensory experiences and excellent service often 
mark meaningful touch points in consumer journey to forming the firm bond 
with the brand. On the other hand, the way how the consumers meet the brand 
may have influenced besides by marketing stimuli by the social network of 
consumers. The consumer brand choices can be triggered by their social circles 
surrounding them. Here they get impulses to pick up their favourite, most 
preferred and loved brand.  The author will discuss such influences more 
detailed in the next sub-chapter. Thus, both impacts by social networks and 
multisensory experiences can be seen as the antecedents of forming brand love 
or even brand evangelism (see the arrows in Figure 4).  

The author of the thesis argues the most important phase in the consumer 
journey be the giving sense to a brand. If the consumer perceives something 
particular and unique related to the brand, then it sticks to memory. The 
experience became meaningful, and the brand obtains a special meaning. The 
informants attributed meanings to brands such as “some happiness and having 
fun in life”; “colourful and exposes more positive values than the other brands” 
(Female, 22) or “I feel like I’m a grown-up person who needs to plan the future, 
but in the next moment I feel youthful and spontaneous again. The brand 
represents for me that I can be whatever I want” (Female, 24). The brand had 
been even obtained the meaning as follows: “when our family visited New York 
some years ago, the Apple store was known to be so impressive that it was on 
our attraction agenda, besides with the Empire State Building” (Female, 22). 
This example demonstrates the knowledge that the informant already had (Apple 
store was known to be impressive) and the meaning of the brand (attraction 
program besides with the Empire State Building). 
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According to the experience hierarchical model (Leppiman, 2010; Leppiman, 
Riivits-Arkonsuo, & Kaljund, 2013; Tarssanen & Kylänen, 2007), the 
experience becomes meaningful through learning and forming opinions on the 
intellectual level. On the next level of the model, the experience becomes 
meaningful through feelings and emotions.  

In figure 4, the intellectual aspects are included before the affective ones. 
There has been a long, productive debate in psychology about which of the two 
come first. That is, are emotions cognitively driven or are judgments the results 
of emotions? The findings of studies conducted by the author of this thesis 
affirm that sometimes feelings and emotions come first, and other times, the 
informants reach the emotional bond to their brands by learning and applying 
knowledge. In figure 4, these processes are depicted by two directed arrows. 

The important role in forming the brand attachment is seeking further 
information about the brand. On the other hand, such information seeking can be 
the behavioral consequence of brand attachment. One may begin to read forums, 
considering information trustworthy and expecting to find answers to questions. 
One may worry even about brand future pondering how the brand was able to 
survive the economic depression (Article III). Devoted consumers follow the 
brands in social media, and they may even create the content by blogging 
(Article IV). Boswijk 

For the consumer's journey reconstruction is used brand experience (Boswijk, 
Thijssen, & Peelen, 2007; Tarssanen & Kylänen, 2007; Tynan & McKechnie, 
2009) and brand resonance (Keller, 2009) concepts. The author of thesis 
considered the amalgamation of those concepts since she sees the conceptual 
closeness of brand experience and brand resonance. Brand experience and 
experiencing are an antecedent of forming a consumer-brand relationship where 
brand obtains particular meaning. Brand resonance including attachment, loyalty 
and engagement is meaningful relationship’s behavioral consequences. It is 
considerable that almost all informants in both studies emphasized the loyalty to 
the brand, without that direct question having been asked. Every brand story 
selected for those two studies communicates informants’ individuality, 
personality, attitudes, beliefs, and values. Their favorite brands can create a 
strong feeling of belonging, of being together with others. Should a brand 
communicate luxury and enable a person to identify with a particular social 
class, the informant does not fail to mention this. The brand may also boost the 
informants’ self-esteem and get then compliments from friends. The brand can 
have a comforting effect; buying it can be felt as giving oneself a gift. The 
informants use the metaphors (Fournier, 1998) for describing the brand role in 
their lives – brand has made new friends, the brand has helped to connect with 
friends, family members, teammates. Brand remembers the idols, hobby, friends, 
and family. Thus, the informants immersed in their brand, – brand makes it 
possible to boost self-esteem, to improve the mood, to identify itself, and to 
relive the special moment from their past over and over again.   
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It is very likely that the informants talk about many of the things that they 
talked about in the interviews or wrote in narratives in their everyday life as 
well. Therefore, the author of thesis names them “brand ambassadors”. Through 
such interactions the consumers become brand value co-creators, “unpaid 
spokesperson on behalf of the brand” (Doss, 2014, 2). After they give their 
beloved brands a particular meaning, they feel the need to speak about their 
beloved brand to the people who belong to their networks and to share 
their experience on social media channels. They combine the controlled, rational 
aspects of the message (like facts about the brand) with the emotional element 
(brand-related experience and feelings) when the aim is boosting a brand. Brand 
ambassadors complement the story of the brand with their brand-related story. 
They do this in an emotional and suggestive way that is bound to make an 
impression on listeners who might then begin their journey with the brand. That 
is a way how brand ambassadors participate in brand value co-creation being 
able and willing to attend in such process. 

3.3. Roots of brand attachment 

From the qualitative data gathered for Article III and IV appeared that often the 
informants became acquainted with their brand already in childhood, within lie 
the roots of their close connection to the brand. This finding portrayed younger 
informants belonging to GenZ and likewise a bit older informants belonging to 
GenY. The childhood memories often include a strong positive emotion related 
to a strong feeling of happiness.  This emotion has helped the first encounter to 
lead to a passionate brand relationship since the brand has obtained a special 
meaning and exposes more positive value.  

Other family members may have owned products of the brand, for instance, 
“this brand…like it runs in our family” (Male, 24). GenZers parents, belonging 
to Generation X born between 1965 and 1976, (Hawkins & Mothersbaugh, 
2013) may act as agents influencing their children brand attachment. They can 
do it directly through their purchases for the child or together with the child. 
They can do it indirectly being brand loyal consumers and influencing thus the 
next choices of the young consumer. Brand may have valued in the family since 
its success in the domestic or global market, for example, “my parents are very 
enthusiastic about the brand” (Female, 22). Besides, childhood idols may affect 
the brand choices and subsequent strong emotional bond with the brand. The 
encounter with a brand is in a way a second-hand one, first it was idol’s brand, 
and that matter made a brand desirable.   

The informants have been influenced by parents, family members, 
schoolmates, friends and becoming older by “cool” trends. Owning the cult 
brands had been already desired in primary school, especially when older 
brother or sister owned it. They appreciated the positive feedback got by 
schoolmates and friends. The informants emphasized how important was to get 
comments and endorsement their brands by schoolmates since it “meant much.” 
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Although they got stimuli from marketing messages and cues, their attachment 
to the brand is influenced by their social network. Being teens or young adults 
they had more or less money to use and made the purchase decisions 
independently, without going to store with their parents. Their buying decisions 
follow typical consumer decision model - an intellectual sequence of thinking, 
evaluating, and deciding (Foxall, 2005). They compared brands and got impulses 
from conversations with people from the social network. If so, then they are 
influenced by the brand ambassadors’ before them itself becoming the brand 
ambassadors.  

Eco-trends and strong country identity may affect the social network values 
and through those values can the consumer reach the brand. Environmental and 
cultural values can be seen as the conscious brand choices enabling construct the 
consumer’s identity. For instance, the informant knows that she supports the 
small local farmers and that she consumes “sustainable products with a good 
conscience” (Female, 22). In her “social environment,” people give the products 
of the brand as a present because: “you do not can go wrong with this present”. 
Thus, the brand attachment roots of most conscious young consumers are in their 
values and beliefs. If they want to do something useful for the society and the 
climate protection, then they brand love is related to the eco- and 
environmentally friendly brands and lifestyle. If they are proud of the domestic 
brands, then their beloved brands are succeeded locally or globally. 

Summarizing the research findings, the author of thesis comes up with the 
adaptation ecological systems theory (EST) to show GenY and GenZ consumers 
in the ecological systems context. According to EST, the microsystem, 
mesosystem, exosystem, and macrosystems are nested around a focal individual 
like a set of concentric circles. A set of circles is connected by the direct and 
indirect social interactions of their participants. A chronosystem, the fifth 
dimension of this system encompasses change or consistency over the time not 
only in the characteristics of the person but also of the environment in which 
person lives. Such transition may refer to the changes over the life course in the 
family structure, socioeconomic status or place of residence (Bronfenbrenner, 
1993). Figure 5 demonstrates where the GenY and Zens strong emotional bond 
with a brand are rooted. That is, where they got the impulses to pick up their 
favourite most preferred and loved brand. 

In the inner circle, the family and childhood friends shape a microsystem 
where the young consumer has direct interaction with parents, grandparents, 
sisters and brothers. The first encounter with the brand or brand choice can be 
affected by this microsystem. It means that brand attachment is rooted in 
childhood and related to strong positive memories. Such informants are up to 
now loyal to their brand, and they do not forget to emphasize it in different 
contexts. They spread positive WOM dealing so as the brand ambassadors, but 
the author of thesis did find only a few pieces of evidence that they would 
fervently persuade others to engage with the brand. 
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Figure 5  Impulses the becoming acquainted with loved brands in the ecological systems 
context. Source: adapted from Bronfenbrenner (1979) and complemented by the author 
on the basis of Articles III and IV  

In the next circles (meso- and exosystem) has the consumer direct interaction 
with the friends, classmates, and other participants belonging to the network but 
may not have more direct interaction with family what comes to the first 
encounter with the brand and brand choice. The mesosystem consists of the 
interactions and relationships between the different parts of a person's micro- 
and exosystems (marked with two directions arrows in figure 5). The exosystem 
involves links between two or more social networks. The opinion of people 
belonging to the network may matter a lot. Those whose brand choice influenced 
by people belonging to their network are not too emotional in their expressions 
compared to them whose brand choice roots lie in childhood.  Often they follow 
the trends and the opinion of the network matters a lot. Since the brand may 
reflect their values, then they are loyal. They tend to evangelize their brand 
experience to persuade others to engage with it (Tynan & McKechnie, 2009).  

The fourth, macrosystem that is nested around a consumer involves society, 
culture, values (including environmental values), and country identity. Such 
choices are conscious and related to the informants’ values and beliefs. Their 
value system is well-established. They may see the brand as an investment or 
reflecting socially responsible behavior. They follow the brands in social media, 
and they may create the content by blogging. 

Adapting chronosystem in the marketing paradigm the author of thesis argues 
that it implies those consumers, who are engaged and brand-loyal. The brands 
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have obtained a special meaning for them. Such young consumers are up to now 
loyal to their brand and they emphasized it in different contexts without direct 
questions about loyalty and generating WOM was not asked. 

In the marketing literature is discussed that experiences are provoked by 
stimuli. They may happen as a result of online and offline activities. The 
experiences may be evoked by products, packaging, communication, in-store 
actions, engineer work, salespeople, after-sale service, and events (Schmitt, 
2010; Jensen, 2013). The study results carried out among the representatives of 
GenY and GenZ reveal that this is indeed the case, but experiences may occur 
likewise as a result of affecting the consumer by people belonging to their social 
circles. Marketing communication may have direct or indirect impact on those 
social circles since the circles work as filters amplifying or making less intense 
the diffusion of marketing cues.  

The stories told by informants about their first encounter with the brand and 
the way they met the brand as children or adults are different. Because of the 
meaning of the brand for them today, they have either preserved or constructed a 
strong memory of the first encounter. Brand evangelists (Article III) use 
superlatives and speak of their brand in a passionate and emotional manner. 
Other consumers who also have the strong emotional bond with their brands use 
perhaps more modest vocabulary. Nevertheless, both they promote the brand and 
influence the purchase decisions the members of their social network 
participating thus to brand value co-creation. 
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CONCLUSIONS AND DISCUSSION 

In this chapter, the author of thesis will summarize the answers to the research 
questions and discuss how the research tasks were completed and presents the 
methodological, theoretical (academic), and managerial (marketing) 
contributions. In additions to this, the author describes the limitations of the 
research and draws recommendations for future research based on the results of 
this thesis.  

To answer the first research question, what experiential aspects affect online 
WOM positively and to second research question, what are the experiential 
aspects for online engagement two tasks were set up. The first task aims find the 
experiential drivers of sharing and generating the positive online WOM and the 
second seeks to find the relationship between memorable, meaningful 
experience and consumer-brand online engagement. 

The data collected from 418 Estonian Facebook users were analyzed by the 
explorative factor analyze. Four out of five research hypotheses were supported 
(Article I). Applying the Bayesian non-linear dependency model provided new 
information by revealing the relationship between memorable, meaningful 
experience and consumer-brand interaction (Article II).  

The results of Article I show that memorable brand online campaigns by 
themselves do not predict positive online WOM. Though, consumers' 
willingness to help a brand (reciprocity and gratitude) and their willingness to 
interact in value in co-creation have a positive impact to sharing and generating 
the positive online WOM. The author of thesis concludes that sharing and 
generating positive online communication involves reciprocal patterns, while a 
memorable experience, good brand experience, and interaction in value co-
creation drive willingness to help the brand. The gratitude-related reciprocal 
online behavior is a “virtual praise”. 

The findings of Article II suggest three drivers leading to the decision 
whether involve to generating brand-related online content. First, memorable 
brand experience creates a true wish to help a brand. Such positive reciprocity is 
a reward for kind treatment. The second driver identified in the study is the 
willingness to participate consumer-brand and consumer-to-consumer 
interactions. The participants of online WOM communications perceive that the 
brand invests in the consumers, and, thus, they are willing to invest in the brand. 
The consumers are enthusiastic to co-operate, to create content and to forward 
messages. The third validated driver is related to memorable and distinctive 
from others social media campaign. The findings support the expectation that 
consumers are not generous when it comes to liking and sharing brands online. 
Consequently, there are not much brands that the consumers consider worthy of 
online sharing. Thus, the consumers are willing to engage in brand value co-
creation through positive online WOM only under certain circumstances, such as 
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based on trust previous consumption experience or exciting and catching the 
brand message.  

The contribution of those two articles is twofold. First, the studies contribute 
to the research of online WOM by highlighting the novel aspect of the high 
threshold of online content sharing and generating. The studies focus on the 
implications of experiential aspects for online communication between brand 
and consumer, contributing thus to conceptualization brand and consumer 
engagement in social media (cf. Hollebeek, Glynn, & Brodie, 2014). Second, the 
articles contribute to the literature of experience marketing concepts, such as 
meaningful experiences, interactions, value co-creations, and reciprocity. 

To answer the third research question, how the brand obtains the meaning for 
consumer, and the fourth research question, where the consumers get impulses to 
become acquainted with their brand, next two tasks were set up. The third task 
aims to reconstruct consumer journey from the first encounter with the brand to 
consumer becoming a brand ambassador, and the fourth task seeks to find the 
roots of brand attachment. The empirical data for Articles III and IV were 
collected using the theory-driven interview guide from two different samples. 
The Article III focuses on brand evangelists, belonging to GenY. The Article IV 
focuses on brand love concept, and informants are the representatives of GenZ.  
The both concepts are manifestations of brand attachment that behavioral 
consequence is related to the consumer becoming a brand ambassador. Indeed, 
such behavior differs in valence and amplitude since the brand evangelists 
spread their word passionately and often oppose competing brands. The 
consumers having the just strong emotional bond with their brand can be more 
moderated in their communications. Doubtless, both consumer groups can be 
identified as brand ambassadors being volunteer brand marketers. To reconstruct 
consumer journey, the author of thesis exploited the empirical data from both 
studies.  

The first encounter with “favourite, most preferred and loved brand” can be 
triggered by the social circles surrounding the consumer. The way how the 
consumers meet the brand may have influenced besides by marketing stimuli by 
the social network of consumers. After the experience becoming meaningful, the 
brand obtains the special meaning. The author of thesis argues that giving the 
meaning to a brand is the most significant phase in the consumer journey. Here 
lie roots the brand love or even brand evangelism.  

Brand experiences and experiencing are an antecedent of forming brand 
attachment while loyalty and engagement are the behavioral consequences of the 
brand-consumer relationship. The consumer journey does not mean only an 
emotional charge, based on experiences and experiencing. The journey involves 
learning and applying knowledge. Moreover, devoted consumers are willing and 
ready to share their knowledge. Through the journey, consumers become brand 
value co-creators, feeling the need to speak about the brand to the friends, the 
people belonging to networks, and share the experience in social media 
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channels. The consumers combine the controlled facts about the brand with their 
brand-related experiences and feelings.  

In the marketing literature is discussed that experiences are provoked by 
stimuli, such as advertisements, retail settings, and material goods. Exploring the 
consumer journey the author of thesis noticed that almost all the informants 
remembered their first encounter with their brand in the social context. That is, 
they met the brand through the people belonging to their social circles rather 
than direct marketing activities such as advertisements and campaigns. Adapting 
the ecological systems theory, the author identified the social circles from where 
the informants got impulses to reach their preferred and loved brands. The 
author of the thesis argues that by using such approach can be found the roots of 
brand attachment. First, in a microsystem young consumer has direct interaction 
with parents, grandparents, sisters and brothers. In line with the study of Braun-
La Tour, La Tour and Zinkhan (2007) provide childhood memories to gain 
insight into brand meaning.  The brand attachment that is rooted in childhood 
relates strong positive memories. Such informants are up to now loyal to their 
brand. It enables to analyze the brand stories in chronosystem. That is, to 
understand strong consumer-brand relationship passage through time. 

In the mesosystem has the consumer direct interaction with the friends, 
classmates, and other participants belonging to network but may not have more 
direct interaction with family what comes to the first encounter with the brand.  
Often they follow the trends and the opinion of the network matters a lot. Since 
the brand may reflect their values they are loyal. They tend to evangelize their 
brand experience. The third, macro system involves society, culture, values 
(including environmental values), and country identity. The consumer journey is 
conscious and related to the informants’ values and beliefs. They may see the 
brand as an investment or reflecting socially responsible behavior. They follow 
the brands in social media, and they may create the content by blogging.  

The contribution of Articles III and IV is threefold. First, these studies 
contribute to consumer culture theory (Arnould & Thompson, 2005) exploring 
the lived reality of consumption and brands through the subjective meanings and 
interpretative processes of consumers (Moisander, Valtonen, & Hirsto, 2009). 

Second, the articles explain the phenomenon of consumer experiences that 
form a meaningful bond with a brand. Thus, the study results contribute the 
further knowledge to the consumer experience concept. Third, Article IV 
extends the understanding of the forming brand love. Langner and others (2014) 
focused in their study specifically on mapping the trajectories of brand love over 
time. The author of the doctoral thesis provides a novel ecological systems 
context for exploring the forming brand love where chronoystem enables 
consumer-brand relationship passage through time. Such passage can be 
interpreted as loyalty for a brand.  
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Methodological and theoretical contributions  

This thesis contributes insights regarding consumer-brand relationships, social 
interactions, and meaning of experiences on consumer behavior. The most 
significant contribution to the marketing literature relates the consumer journey 
concept and its behavioral consequences, providing a brand ambassadors’ 
insight on developing a deep, meaningful experience with a brand. Considering 
the importance of understanding the circumstances leading to a strong 
consumer-brand relationship and brand-related experiences, in marketing 
literature, there has been a lack of studies qualitatively exploring the consumer’s 
journey from first encountering the brand to becoming a brand ambassador. 
Examining the process of how and why consumers become a message conveyor 
for the brand, the author of the thesis provides theoretical support to 
the consumer journey framework that is a widely used method in marketing 
practice.  

The main contribution of the thesis lies in implementing the consumer 
experience concept that is not as established in marketing literature compared to 
attitudes, satisfaction, and loyalty. The author made a contribution to the 
literature of experience marketing concepts, such as meaningful experiences, 
interactions, value co-creations, and reciprocity. Furthermore, the research 
extends previous work on online communication, and it brings insight into the 
experiential aspects driving for engagement in online WOM, since there has 
been more theoretical but less empirical research so far. The data were collected 
from Estonian internet users focusing on those who have a Facebook account. 
This sample is representative of characteristics such as gender, age, education, 
and place of residence. Such sampling technique adds the generalizability value 
to the study results.  

Moreover, the doctoral thesis contributes to the research on the phenomenon 
of brand love and brand evangelism. Both concepts are relevant, since strong 
brand attachment leads to loyalty and a positive WOM. The thesis extends the 
theoretical discussion of brand love, its antecedents, formation, manifestation, 
and consequences, focusing on the members of the young consumer segment. 
Such consumers are the ambassadors - volunteer brand marketers - and deal on 
the behalf of the brand. Methodologically, the author derived the findings from 
in-depth interviews and narratives, relying on an international sample that 
allows a more versatile consumer insight compared to only a single country.  

The author’s contribution consists of the construction of two models. Firstly, 
the study results reveal that the experience model enables reconstructing the 
consumer’s journey. Thus, the study marks the first engagement with the 
concept of the experience pyramid in the brand-consumer context. Secondly, the 
author provides a novel ecological context for exploring the formed consumer-
brand relationship and seeks an explanation from where the strong emotional 
bond with brands originates. Adapting ecological systems theory, the author 
depicts consumers in micro-, exo-, and macrosystems. Social settings surround 
the consumers and are connected by the direct and indirect social interactions of 



 

35 

their participants. The systems act as filters, amplifying or making less intense 
the diffusion of marketing cues. Chronosystem helps to understand the brand-
attachment over time and involves loyalty as the long-term relationship between 
consumer and brand. 

Managerial contributions  

The study results demonstrate that the online campaign, although distinctive and 
memorable, would not ensure successful buzz. The competition for consumer 
attention is becoming increasingly difficult for the managers and they can’t 
continuously come up with new and distinctive marketing communication. The 
brand that has not earned consumers’ trust cannot be helped with the 
extraordinary online campaigns. This finding may indicate that consumers are 
selective, ignoring information that they perceive as unnecessary. Instead, they 
may appreciate a more long-term emotional bond with a brand that creates a true 
wish to help. A good prior brand experience in real live earns virtual praise. The 
success of brands relies besides on creating memorable and meaningful 
campaigns also on building long-lasting, trust-based relationships with 
consumers. 

The author has reconstructed the consumer journey from the first encounter 
of the brand to the becoming consumer as the brand ambassador using 
experience reflections by two generation. The findings of doctoral thesis 
complement experience marketing with insights regarding the meaning of brand 
experiences for consumers and enables marketers to find out the development of 
a strong brand attachment. The findings would help brand managers understand 
how the brand becomes experiential and obtains a special meaning for a 
consumer. The proposed model related to consumer journey to becoming brand 
ambassador can be used as a research tool planning and analyzing studies to 
understand the consumer-brand relationship in depth. To a large extent, the 
model is derived from the framework of experience design. The concept of 
designing experiences should not be limited to business areas already including 
the strong experiential dimensions, such as cultural events and tourism. The 
concept of designing experiences can be consciously used in brand building and 
integrate into marketing communication for various material goods and retail 
settings.  

The guidelines collecting the data for Articles III and IV proved to be useful 
research tool enabling to obtain rich and intense consumer insight. These 
guidelines can be used in consumer research to understand the consumer-brand 
relationship in depth. Moreover, the author suggests brand managers gather a 
group of devoted consumers and let them tell how they encountered their 
beloved brand, where they got impulses to pick up their brand, what attracted 
their attention, and what particular meaning the brand conveyed them. Such 
listening to consumers’ experiences would provide valuable ideas of how to 
build consumer-brand relationships, how to engage consumers, and what 
management decisions to consider.   
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Furthermore, the author demonstrated from where the brand attachment is 
rooted and which impulses the young consumers get from their social circles. 
The author of the thesis emphasizes that brand-related experiences undergone in 
the childhood are remembered ten years after interacting with the brand and still 
influence current preferences. Such long-term effects cannot be highlighted in 
general advertising, marketing communication or the average sales campaign. 
These young consumers are up to now loyal to their brand, and they don’t forget 
to emphasize it in different contexts. The parents of young consumers’ may act 
as agents influencing their children brand attachment. They can do it indirectly 
being brand loyal consumers. That is, besides direct marketing communications, 
it is possible arrive in young consumer groups indirectly. Moreover, social 
settings including strong and weak communication ties, social identification, 
values, and beliefs influence not only young consumers’ brand attachment but 
likewise other consumer cohorts. Thus, viewing the target groups in their social 
settings and systems offers marketers opportunities to planning the marketing 
campaigns and build up solid consumer-brand relationships. 

Limitations and future research 

Despite contributions, this thesis is also subject to several limitations that 
suggest opportunities for further research. The author reports the scale used for 
the quantitative study (Articles I and II) to be subject to specific statistical 
limitations. Due to growing scholarly interest regarding the undertaking of 
consumer research addressing online engagement, further research would serve 
developing a new research instrument for measuring the experiential aspects of 
brand performance in online WOM context. For instance, what kind of brand 
communication the consumer perceives as exciting, memorable, different from 
those encountered before, attractive, and impressive to such an extent to be 
worthy of the online WOM. Since the current empirical study shows the results 
at an aggregate level, without detecting differences between various kinds of 
services, products, or brands, the author proposes future research that 
investigates positive online consumer WOM for different brands or product 
categories. Additionally, the measurement scale would incorporate brand love 
(cf. Hollebeek, Glynn, & Brodie, 2014) construct.  

Article III and particularly Article IV employed a sample of University 
business students studying abroad. Unquestionably such informants present the 
young consumer segment enjoying multicultural environments and taking the 
benefits of creating extensive networks with different nationalities and 
personalities. Further studies need to be carried out with various segments of 
young consumers belonging to GenZ. Every brand story selected for this study 
communicates authors’ senses of individuality, attitudes, beliefs, and values. The 
meanings that they have given to their brands differ. That is why research needs 
to be conducted regarding the young consumers’ values, beliefs, and attitudes. 
As the current research demonstrated, values have a significant impact on 
whether to support the brand and engage with it. 
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KOKKUVÕTE  

Turunduspraktikas on levinud tarbija teekonna ja brändi kokkupuutepunktide 
kontseptsiooni kasutamine. Teadusuurimustes on terviklik lähenemine tarbija 
teekonnale kuni tema brändisaadikuks muutumiseni aga vähe kajastamist 
leidnud. Doktoritöö probleem tuleneb sellest, et võrreldes teiste 
tarbijakäitumuslike kontseptsioonidega ei ole elamuslikke tarbijakogemusi 
teaduskirjanduses kuigi palju käsitletud. Teiselt poolt, arvesse võttes seda, et 
tarbijad räägivad oma elamuskogemustest nii suusõnaliselt kui ka jagavad neid 
virtuaalkeskkonnas, on virtuaalsuhtluse uurimise ajaliin olnud üsna lühike. 
Teema on oluline, sest sügava tarbijasuhte kujunemist ning brändi ümber 
toimuvat suusõnalist ja virtuaalsuhtlust saavad turundajad küll mõjutada kuid 
mitte kontrollida.    

Käesolev doktoritöö keskendub tarbija teekonna rekonstrueerimisele tarbija 
ja brändi esimestest kokkupuutepunktidest kuni tarbija muutumiseni 
brändisõnumi edasikandjaks ehk brändisaadikuks.  Doktoritöö eesmärk on 
kujundada arusaama tarbijast kui brändiväärtuse kaasloojast läbi tema 
suusõnaliste ja virtuaalsõnumite. Keskseks uurimusküsimuseks on teada saada, 
kuidas tekib  brändiga tähendussuhet kujundav sügav tarbijakogemus.   

Doktoritöö eesmärgi täitmiseks püstitas autor neli uurimusküsimust. 1) 
millised elamuslikud aspektid mõjuvad online sõnumite genereerimisele 
positiivselt? 2) millised on tarbija ja brändi vahelise virtuaalsuhtluse elamuslikud 
aspektid? 3) millise tähenduse annab tarbija eelistatud ja armastatud brändile? 4) 
mis mõjutab tarbija jõudmist „oma brändini“? Autor kavandas püstitatud 
küsimustele vastuse leidmiseks vastavalt neli uurimisülesannet. 1) leida 
positiivsete virtuaalsõnumi jagamise ja loomise elamuslikud mõjurid 2) leida 
seos meeldejääva ja tähendusliku kogemuse ning tarbija ning brändi koostoime 
vahel 3) rekonstrueerida tarbija  elamusteekond 4) leida tähendusrikka 
brändisuhte algallikas. 

Doktoritöö toetub neljale  artiklile. Kaks nendest artiklitest uurivad tarbija 
tahet jagada ja luua brändidega seotud sisu sotsiaalmeedias ja kaks artiklit 
käsitlevad sügava brändikogemuse tekkimist ning sellele tarbijapoolse tähenduse 
andmist.  

Esimesele ja teisele uurimusküsimusele vastamiseks kavandatud ülesannete 
täitmiseks kasutas autor empiirilise materjali kogumiseks üle-Eestilist valimit 
(n=418), mis on esinduslik internetikasutajate osas ja mis keskendub  Facebooki 
kasutajatele. Uurimisinstrumendi väljatöötamisele eelnes 16 süvaintervjuud 
sotsiaalmeedia kanalite aktiivsete kasutajatega. Intervjuu materjali 
kontentanalüüs võimaldas sõnastada instrumendi käitumuslikke ja 
suhtumuslikke mõõdikuid lisaks varasemates uuringutes valideeritud mõõdikute 
kohandamisele. Autor püstitas viis hüpoteesi, millest neli leidis kinnitust. 
Hüpotees, et teistest erinev ja elamuslik online kampaania  mõjutab kampaania 
jagamist onlainis positiivselt, ei leidnud siiski kinnitust. Küll aga mõjutavad 
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virtuaalsisu jagamist tarbija soov brändi aidata (retsiprookus, tänulikkus) ja 
valmisolek osaleda tarbijatevahelises interaktsioonis luues nii brändi väärtust  
(Artikkel I). Seoste leidmiseks meeldejääva ja tähendusliku kogemuse ning 
tarbija ning brändi koostoime vahel kasutas autor Bayesi võrgustiku sõltuvuste 
meetodit (Artikkel II). Mittelineaarne võrgustikuanalüüs võimaldas leida 17 
tugevat sõltuvust mudelisse sisestatud 21 muutuja vahel. Kasutatud metoodika 
valideeris järgmised kategooriad: kõrge künnis virtuaalsõnumite edastamisel; 
meeldejääv brändikogemus; tahe brändi toetada; tahe osaleda brändi-väärtuse 
koosloomes; meeldejäävad sotsiaalmeedia kampaaniad ja kasu otsimine. 
Viimane kategooria oli teistega kõige nõrgemini seotud. Need kategooriad 
võimaldavad vastata uurimisküsimusele näidates, mis juhib sotsiaalmeedia 
kasutajat jagama ja looma brändiga seotud virtuaalsisu. Tulemused võimaldavad 
koostada virtuaalsõnumi edastamise mõjurid, mille järgi on sotsiaalmeedia 
kasutaja väga valiv, millist sisu ta edastab. Kui ta seda siiski teeb, siis toimub see 
läbi tema eelneva meeldejääva tarbijakogemuse. Seega, positiivne 
tarbijakogemus toob kaasa soovi brändi aidata ja osaleda brändi väärtuse loomes 
koos teiste kasutajatega. Kasutatud Bayesi võrgustikuanalüüs võimaldab vastata 
teisele uurimisküsimusele,  millised on tarbija ja brändi vahelise virtuaalsuhtluse 
elamuskogemuslikud aspektid ja leida seos meeldejääva ja tähendusliku 
kogemuse ning tarbija ning brändi koostoime vahel. Doktoritöö autor  leiab, et 
tarbija annab virtuaalsisu loomisele ja jagamisele kindla tähenduse, mis eeldab, 
et bränd on kasutanud oma kommunikatsioonis midagi erakordset ja 
meeldejäävat. Ennekõike on selleks usalduslik tarbijasuhe ja kogemus, millele 
järgneb soov brändi aidata  virtuaalsisu jagamisega (retsiprookus). Veel enam, 
brändi ja tarbija kokkupuutepunktid eelneval teekonnal on kujunenud selliseks, 
et tarbija on nõus bränditeemalises virtuaalkommunikatsioonis osalema.       

Kolmas ja neljas artikkel laiendavad käesoleva doktoritöö uuringumaastikku 
põhjusel, et brändi väärtuse koosloome ei toimu ainult virtuaalselt vaid suures 
osas tarbija suhtevõrgustikus silmast-silma. Kuna doktoritöö on inspireeritud 
küsimusest, miks mõnedest brändidest räägitakse palju ja miks nad on tarbijate 
hulgas armastatud, siis kolmas ja neljas artikkel uurivad tarbija teekonda alates 
esimesest kohtumisest brändiga kuni tähendussuhte andmiseni, mis avaldub 
brändi armastuses või isegi brändi evangelismis. Selleks, et uurida tarbija 
süvakogemuse tekkimist, valis autor kvalitatiivmeetodi. Empiiriline ainestiku 
kogumiseks kolmanda ja neljanda artikli jaoks kasutas autor teooriapõhist juhist, 
rakendades seda kahel erineval valimil. Kolmas artikkel keskendub põlvkonda Y 
(sündinud aastatel 1984-1992) kuuluvatele brändi evangelistidele ja neljanda 
artikli fookuses on brändi armastuse kontseptsioon ning informantideks on kõige 
nooremate tarbijate esindajad (põlvkond Z), vanuses 20-24 aastat.  

Esimene kohtumine oma armastatud brändiga võib alguse saada  lisaks 
tarbija turunduslikust mõjutamisest hoopis impulssidest, mida tarbija saab oma 
lähedasemast või kaugemast sotsiaalvõrgustikust. Kohandades ökoloogiliste 
süsteemide teooriat, näitab doktoritöö autor, et sellised impulsid on sageli pärit 
lapsepõlvest (mikrosüsteem) ning seotud lähedaste pereliikmetega. Siit edasi 
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võivad impulsid olla seotud koolikaaslaste ning sõpradega ja sedakaudu 
omaksvõetud trendidega (eksosüsteem). Makrosüsteemist saadud mõjutused 
võivad olla seotud tarbija väljakujunenud väärtushinnangutega (ökoloogilised, 
kultuuriline identiteet) ning sealt omaksvõetud trendidega. Kronosüsteem 
võimaldab seletada sügava brändisuhte, sealhulgas lojaalsuse ajalist 
dimensiooni. Turunduskommunikatsioon saab kõiki süsteeme mõjutada kas 
otseselt või kaudselt.  

 Doktoritöö autor näitab kõige olulisema etapina tarbija teekonna uurimisel  
tarbijapoolse tähenduse andmist brändikogemusele.  Siit saab alguse sügav ja 
tähendusrikas  brändisuhe.  Iga brändilugu, mida autor kolmanda ja neljanda 
artikli koostamiseks välja valis, edastab informantide personaalseid hoiakuid, 
arusaamu ja väärtusi. Brändi ja tarbija teekonna  kokkupuutepunktid ei kanna 
endas mitte ainult emotsionaalset laengut, vaid selle oluline etapp on ka 
õppimine.  

Oma armastatud brändi kohta koguvad tarbijad teadmisi ja jagavad neid oma 
suhtevõrgustikus nii silmast-silma kui mõnikord ka virtuaalselt lisades sinna 
personaalse elamuskogemuse. Just nii toimivadki tarbijad vabatahtlike 
turundajatena ehk  brändisaadikutena, koosluues brändi väärtust.  

Doktoritöö kõige olulisem teoreetiline panus on tarbija teekonna 
rekonstrueerimine. Sügav brändisuhe  muudab tarbija brändielamuste saadikuks 
ja seega brändi väärtuse koosloojaks. Teiseks näeb autor oma panust uudse 
järelduse tegemises, et ökoloogilised süsteemid, mis tarbijat ümbritsevad, 
toimivad filtritena, mis tarbijale suunatud turunduskommunikatsiooni kas 
võimendavad või muudavad jõuetumaks. Seega on sotsiaalsel võrgustikul, ehk 
keskkonnal, kuhu tarbija kuulub, oluline roll, mis mõjutab tema brändivalikuid. 

Doktoritöö rakenduslik panus seisneb tarbija sisekaemuse pakkumises. Kuna 
autor täheldas tarbija teekonnas  rohkelt elamuslikke aspekte, siis  on need 
olulised, et  turundustegevust planeerida ja täide viia. Kuigi turundajad ei saa 
sügavat tarbijakogemust kontrollida, saavad nad selle teket suunata. Teiseks 
rakenduslikuks panuseks peab autor kvalitatiivse info kogumiseks kasutatud 
juhiste koostamist, mis tootsid väga rikkalikku  uurimisandmestikku ja tõestasid 
oma kõlbulikkust tööriistadena kahel erineval valimil. Need juhised on 
kasutatavad tarbijauuringutes, et mõista tarbija- ja brändivahelise süvasuhte teket 
ja tähendust.  

Järgnevad uuringud, mis on seotud tarbija teekonnaga, peaksid keskenduma 
väärtuste uuringutele, mis on levinud tarbijate suhtlusvõrgustikes. See 
võimaldaks eristada elamussegmente. Nagu käesoleva doktoritöö koostamiseks 
läbiviidud tarbijauuringute tulemused näitasid, on just suhtlusvõrgustikes 
levinud väärtushinnangud need, mis sageli määravad, kas brändiga tekib sügav 
tarbijasuhe või mitte.    
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ABSTRACT 

The consumer journey and its meaningful touch points with a brand are widely 
used the framework in marketing management. In academic literature is a lack of 
studies holistically exploring the consumer’s journey and the consumer 
becoming the brand ambassador. The research problem originates from the 
matter that the consumer experience, as a concept and as an empirical 
phenomenon, is not as established compared to other consumer and marketing 
concepts. On the other side, the memorable experiences are to be talked about 
through traditional WOM and social media as well. The online communication 
academic research timeline is relatively short. Thus, the purpose of the doctoral 
thesis is to contribute to a providing brand ambassadors’ insight on the 
developing a deep, meaningful experience with a brand. The central research 
question focuses on providing the answers related to transforming the consumer 
into an ambassador of brand experiences. 

The aim of doctoral thesis has been broken down into four research 
questions: (1) What experiential aspects affect online WOM positively? (2) 
What are the experiential aspects of online engagement? (3) How do brands 
obtain meaning for a consumer? (4) Where do the consumers get impulses to 
become acquainted with their favorite and most loved brand?  To answer the 
research questions the author set four research tasks: (1) to find the experiential 
drivers of sharing and generating the positive online WOM; (2) to find 
the relationship between memorable, meaningful experiences and consumer-
brand online engagement; (3) to reconstruct the consumer journey in order to 
provide deep insight into what the consumers experience during the process; and 
(4) to find the roots of brand attachment. 

This thesis bases on four articles. All the articles included in this thesis have 
focused on the consumer as a co-creator of brand value. Two articles examine 
the consumers' willingness to share and create brand-related online content and 
two articles explore forming the meaningful consumer brand relationship and 
how the brand obtains a meaning for the consumer.  

The answers to the first and second research question were found through 
quantitative data employing a self-administrated online survey, fielded to a 
nationally representative sample of Estonian internet-users (n=418). The content 
analysis of the in-depths interviews (n=16) material enabled to define the 
attitudinal and behavioral items for the survey instrument. Furthermore, 
constructs measures were derived from the existing literature. Four out of five 
proposed hypotheses were supported. No support to direct and positive 
relationship between willingness to share online word and memorable online 
campaigns was found. Though, the study results revealed that consumers' 
willingness to help a brand (reciprocity and gratitude) and their willingness to 
interact in value co-creation have a positive impact to sharing online word 
(Article I). To find the relationship between memorable, meaningful experience 
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and consumer-brand interaction the author of thesis implemented the Bayesian 
non-linear dependency model (Article II). Non-linear modeling found 17 strong 
dependencies between the variables with the 21 items.  Bayesian network model 
validated the categories as follows: high sharing threshold; memorable brand 
experience; willingness to help brand; willingness to participate in brand value 
co-creation; memorable online campaigns, and benefit seeking. The latter 
category has the weakest dependencies between other variables.  These 
categories enable to answer the first research question demonstrating what drives 
consumers share and generate brand-related online WOM. The consumers are 
picky about sharing and generating online content. The author of thesis argues 
that online WOM has a certain meaning for users that presupposes memorable 
consumer experience. Thus, memorable brand experience drives the willingness 
to help brand and engage brand value co-creation with other users. Bayesian 
network analysis helps to answer the second research question related to 
experiential aspects of online engagement. The sharing online word assumes that 
something meaningful and memorable in the brand communication has been 
used. Expectedly, it can be memorable and different from others online 
campaign. However, first and foremost it is long-term and based on trust brand 
experience followed the enthusiasm to help a brand. Moreover, brand and 
consumer touch points in prior consumer journey have developed into the 
direction that leads the consumer to participate in the brand-related online 
communication.    

The third and fourth articles broaden the scope of the research landscape the 
current thesis. The rationale behind this is that the brand value co-creation does 
happen not only virtually but mainly face-to-face through consumer network. 
Since the doctoral thesis is inspired an interest why some brands get many 
discussions and why they are loved among their consumers, the third and fourth 
articles focused on the exploring consumer journey. The journey means the 
process beginning with the first encounter with a brand to a obtaining the 
meaning by the consumer. To investigate the deep, meaningful relationship 
between consumer and the brand the author of thesis used a qualitative method.   
The empirical data for third and fourth articles were gathered using theory-
driven interview guide from two various samples. To study the formation of 
meaningful consumer-brand relationship the author employed a qualitative 
method. The third article concentrates on brand evangelists, belonging to 
Generation Y, (born between 1982 and 1994). The fourth article focuses on 
brand love concept, and informants are the representatives of Generation Z, in 
age between 20 and 24 years. 

The first encounter with the beloved brand mark often multisensory 
experiences and appropriate service. Since the first encounter with a brand 
brings memories to the present, the consumer may relive the unique moments 
again. The way how the consumers meet the brand may have influenced besides 
by marketing stimuli by the social network of consumers. Adapting the 
ecological systems theory the author of thesis argues that the consumers get 
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impulses to reach their preferred and loved brands from their social circles. The 
content analysis of qualitative data revealed that often are the roots of 
meaningful brand-consumer relationship in childhood. Thus, the first encounter 
with the brand can be affected by the micro system where the young consumer 
has direct interaction with parents, grandparents, sisters and brothers. In the 
exosystem has the consumer direct interaction with the friends, classmates, and 
other participants belonging to the network and the first encounter with the 
favourite brand can be affected by trends and opinions of friends. The impulses 
got from the third, macro system are related to society and culture and involve 
consumers’ values, beliefs and attitudes. Chronosystem helps to explain long-
term brand engagement and loyalty. Marketing communications may have 
indirect or direct impact on those ecological systems. 

The giving meaning to a brand is the most significant phase in the consumer 
journey. After the experience becoming meaningful, the brand obtains the 
special meaning. Every brand story selected for Articles III and IV 
communicates informants’ individuality, personality, attitudes, beliefs, and 
values. The consumer journey does not mean only the emotions based on 
experiences and experiencing but likewise learning. The devoted consumers are 
willing and ready to share their knowledge. Through the journey, consumers 
become brand value co-creators, feeling the need to speak about the brand to the 
people belonging to networks and share the experience in social media channels. 
That is, being volunteer brand marketers are such consumers the brand 
ambassadors.   

The main theoretical contribution of the thesis is the reconstruction the 
consumer journey. The meaningful brand relationship transforms the consumer 
into the ambassador of brand experiences and the brand value co-creators. The 
second contribution to the academic debate is the novel approach related to 
findings that ecological systems that surround consumers act as filters 
amplifying or making less intense the diffusion of marketing cues. Thus, the 
social circles have the impacts on the sprouting the brand attachment.  

The practical contribution consists in the offering the two generation 
consumer insight. The findings of doctoral thesis complement experience 
marketing with insights regarded the meaning of brand experiences for 
consumers and enables marketers to find out the development of a strong brand 
attachment. The guidelines used to gathering the qualitative data proved to be a 
useful research tool, and these guides can be used in consumer research to 
understand the consumer-brand relationship in depth.   

Further studies need to be conducted considering the consumers’ values, 
beliefs, and attitudes. As the study results demonstrated, personal values, often 
influenced by social circles' values have a significant impact to estimate whether 
to support the brand or not and is a brand worth love.    
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Appendix 1. Article I  

 

Riivits-Arkonsuo, I., & Leppiman, A. (2015). Antecedents of online word-of-
mouth and memorable experience concept. International Journal of Business 
and Social Research, 5 (9), 1-14. 
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Appendix 2. Article II 

 
 
 
 
 
 
 
 
 
 
 
 
 

Riivits-Arkonsuo, I., & Leppiman, A. (2014). Online Word-of-Mouth on Brands 
and Experience Marketing. Journal of Management and Change, 32/33, 43-55. 
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Appendix 3. Article III 

Riivits-Arkonsuo I., Kaljund, K., & Leppiman, A. (2014). Consumer Journey 
from First Experience to Brand Evangelism. Research in Economics and 
Business: Central and Eastern Europe, 6(1), 5-28. 
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Appendix 4. Article IV 

 
 
 
 
 
 
 
 
 
 
 
 
 
Riivits-Arkonsuo, I., & Leppiman, A. (2015). Young Consumers and their Brand 
Love. International Journal of Business and Social Research, 5 (10), 33-44. 
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Appendix 5. Online questionnaire 

 
QUESTIONNAIRE FOR PROGRAMMING - SCREENER 
Dear respondent, this questionnaire concerns your behavior as a consumer on 
social media sites. Consumer behavior for the purposes of this study entails your 
opinion on how brands and companies that represent brands (as well as 
employees of such companies) communicate with you as a consumer in online 
environments. The other side of the coin includes your communication towards 
them.     

1. How often do you use social media sites (e.g. Facebook, Twitter, 
Youtube)? 
1 2 3 4 5 6 7 
Very 
rarely 

Quite 
rarely 

Rarely 
rather 
than often  

Depends Often 
rather 
than 
rarely  

Quite 
often 

Very 
frequently, 
all the time 

Never ->TERMINATE 
----------------------------------------------------------------------------------new page 

What is your opinion in relation to the following statements?  
2.  I speak of my good consumer experience … 
1 2 3 4 5 6 7 
face to 
face 
only 

mainly 
face to 
face 

face to 
face, 
rather 

either way, 
depending 
on the 
situation 

in social 
networks, 
rather 

mainly in 
social 
networks 

in social 
networks 
only 

Do not speak of it at all 0 
 
3. I speak of my bad consumer experience… 
1 2 3 4 5 6 7 
face to 
face 
only 

mainly 
face to 
face 

face to 
face, 
rather 

either way, 
depending 
on the 
situation 

in social 
networks, 
rather 

mainly in 
social 
networks 

in social 
networks 
only 

Do not speak of it at all 0 
4. If a webpage that interests me has links to social media sites (e.g. Facebook, 

Twitter, Youtube), I open the links…  
1 2 3 4 5 6 7 

very 
rarely 

quite 
rarely 

rarely 
rather 
than often  

depends often 
rather 
than 
rarely  

quite 
often 

very 
frequently  

Do not open such links at all 0 
-----------------------------------------------------------------------------------------------new page 
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Currently, the most common social networking site in Estonia used by brands as 
well is Facebook. This means that Facebook is used as a platform for campaigns 
and consumer games, consumers can share brand related contents and send posts 
directly to the brand. The following questions seek to ascertain your opinions 
and whether you go along (if at all) with “liking” and “following” a brand.  
 
5. How often do you visit your Facebook account?  
1 2 3 4 5 6 7 
Very 
rarely 

Quite 
rarely 

Rarely 
rather 
than often  

Depends Often 
rather 
than 
rarely  

Quite 
often 

Very 
frequently, 
all the time 

Do not use my account at all 0 -> TERMINATE 
--------------------------------------------------------------------------------------new page 
MAIN QUESTIONNAIRE  

1. Brands I have selected as friends are  
1 2 3 4 5 6 7 
very few 
or none 

quite few few rather 
than 
many 

in 
moderate 
numbers 

many 
rather 
than few 

quite 
many 

very 
many 

 
2. Brands I have liked and shared based on super good experience are … 

1 2 3 4 5 6 7 
very few 
or none 

quite few few rather 
than 
many 

in 
moderate 
numbers 

many 
rather 
than few 

quite 
many 

very 
many 

-------------------------------------------------------------------------------------new page 
To reply to the following statements, please use a 7-point scale where “1” means 
“do not agree at all” and “7” means “totally agree, corresponds to my opinion 
exactly”.  “Cannot say” is also listed as a possible answer option; however, 
please only use this option as a last resort if you really feel you do not know the 
answer. 

Liking and sharing 
1. I am very picky about the brands I like and share 
2. If I like and share, it is only because I really like something 
3. There are brands that I like so much that I think I should share them. 
4. Many companies offer good service/good products, but in order to share 

and like them, it must be at least outstanding. 
5. If a service/product is especially good, one just has to click the like 

button and share it. 
 

Comments/posts 
1. You can help a company if you write positive comments or send posts.  
2. You can help a salesperson/an attendant that provided a good service if 

you write positive comments or send posts.  
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3. You should write positive comments/send posts about companies that 
are truly interested in their customers.  

4. You should write comments/send posts about truly good brands.  
5. I like to read posts and comments by people that have already tried a 

product /service and recommend it.  
6. Reading posts and comments makes it easier for me to decide on 

purchasing a product/service.  
7. If brands ask for my opinion on how to improve their services/products 

for consumer purposes, I am glad to share my views.  
8. It is important for brands to ask for the consumers’ opinion on how to 

improve their services/products for consumer purposes. 
9. The person writing on behalf of a brand doesn’t really care about me one 

way or the other.  
10. If I really lose it, I will probably post something out of anger. 
11. I think warning others of a bad service/product/negative experience is 

the right thing to do.  
12. I don’t want to post negative comments under my name. 
13. I don’t want to post negative comments for everyone to see.  
14. If a company/brand responds to a post, they care about their consumers.  
15. I like following social media contents more than writing posts and 

comments myself.  
16. I consider it useful and necessary that brands that are my friends send 

posts to my wall related to their new products and services.  
Consumer games, campaigns  
1. Those games are mainly similar and emotionless. 
2. Consumer games must be interesting, exciting, and original.  
3. I know people that share and like everything so as to win something.  
4. It bothers me when people share campaign adverts and consumer games.  
5. I don’t even open the consumer games my friends share.  
6. I think consumer games are fun and useful entertainment. 
7. I never like and share anything just to win a prize.  

Benefit seeking 
1. I would be more likely to be a fan, to like and share, if I expected more 

personal benefit. 
2. Those who like and share a brand should receive special offers. 
3.  Those who write comments on a brand and send posts should receive 
special offers. 

Different messages from others 
 

1. There are brands whose messages on social media are so different from 
others that I have clicked the like button and become a fan. 

2. There are brands whose messages on social media are so different from 
others that I have shared them since I want my friends to see the 
messages as well. 
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3. There are brands whose messages on social media are so different from 
others that that I have written a comment or sent posts 

4. There are brands whose messages on social media are so different from 
others that that I have consumed the services or the products of those 
companies. 
 

Please comment such experiences! 
 
 
THANK YOU FOR THINKING ALONG AND CONTRIBUTING YOUR 

TIME TO OUR STUDY! 
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Appendix 6. Interview guide 

INTRODUCTION.  WARM-UP QUESTIONS  

General info about the informant (background and values, purchase behavior)  
 Please tell about yourself a little. What is your age, what do you do? 

How would you characterise yourself in a few words?   
 What are your interests? What is important for you in life? And what 

is it that you don’t really care about, what values are unimportant for 
you? 

 How do you characterise yourself as a consumer? Do you like to try 
new things or are you rather a conservative buyer? How do you make 
your purchases, do you consider everything rationally or do you 
sometimes let emotions direct you? Can you give some examples? 

BRAND AND EXPERIENCE 

Please think of a product or service brand that you like very much. What is its 
importance to you? TRY TO ARRIVE AT A DEFINITE BRAND NAME WITH 
THE INFORMANT, BECAUSE THE FOLLOWING INTERVIEW CONCERNS 
EXACTLY THAT. IT CAN BE ANYTHING THAT IS CHARACTERISTIC TO 
THE INFORMANT AND CONSIDERED IMPORTANT BY HIM OR HER. BY 
THIS POINT IN THE INTERVIEW YOU SHOULD KNOW THE INFORMANT 
WELL ENOUGH TO BE ABLE TO ASK WHAT THE BRAND MIGHT BE. 

AFTER YOU HAVE AGREED ABOUT WHAT PRODUCT OR SERVICE 
BRAND YOU WILL BE TALKING:  
INTEREST, MOTIVATION, CURIOSITY 

 Please talk about your first experience with that brand. How did you 
arrive at that brand? How was it special for you, why did it catch 
your attention? 

 Did you know anything about the brand before? If yes, then what? 
Did it have its own story? How did this knowledge (story) reach you 
(did someone recommend it, was it a promotional campaign?) 

 How did this brand win your interest, how was it special? How did it 
differ from others? 

 What possible sensations (taste, sound, touch, colours, smell) caught 
your attention and interest? 

PHYSICAL AND/OR VIRTUAL ENVIRONMENT 

 Where did you encounter that brand, where did you see it? Was it in 
a physical environment (a store, a salon) or virtually (online)? Or was 
one supported by another? 

 Please tell about the brand’s sales environment. Who are there, what 
happens there? How are people being served there? How is it 
different from other environments? 
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 How is the brands’ physical environment supporting its “story”? 
How is it visible in the physical environment? 

 What possible sensations (taste, sound, touch, colours, smell) does 
the brand’s physical (or virtual) environment give? How does that 
environment support it? 

 How is that brand’s sales environment different from the everyday, 
ordinary environment? I mean the sales environment of other brands 
that are ordinary and unimpressive for you. 

EXPERIENCE, learning 

 What have you learned or what do you now know in relation with 
consuming that brand? In what way are you now “wiser and more 
aware” than before? 

 What makes that knowledge valuable to you? 
 How did this experience supplement “the brand’s story”? 

EXCITEMENT, MEANINGFUL EXPERIENCE 

 As it is your favourite brand, it must have given you something 
extraordinary, something exciting, otherwise we wouldn’t be talking 
about it so long. If you had to tell other people about that brand, what 
would you tell? Why is it special, why is it so memorable, so 
meaningful? 

 Could this brand be liked by many people (why?), few people (why?) 
or people like you (similar values, but which ones?) 

 What sensations (taste, sound, touch, colours, and smell) make this 
brand unique, different from others? 

 What physical and/or virtual environment makes this brand special, 
memorable? 

Change 

 How your life (as a consumer) was different before that brand 
became your favourite, compared to now? Does consumption of this 
brand make you (and people close to you) special? Does it connect 
you to a community or friends? If yes, then please elaborate. What is 
its symbolic meaning? 

 Again, you must be telling and recommending that brand to others, 
right? How have you shared it in social media (FB, Twitter, blog)? 
Have you “liked”, shared, commented it? If any of those, please 
elaborate! 

FINAL WORDS, SUMMARY 
Do you want to add anything, comment on our topic as a conclusion? 

THANK YOU! 
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