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Abstract  
Thesis purpose: The thesis purpose is to examine the interrelationship of consumer and brand 
relation. The main objective is to research how consumers’ perception of brand 
personalization before and after seeing Adbusters subvertisement ads influences their relation 
to brands.  
 
Methodology: The thesis has deductive quantitative research approach, since it starts from 
theory to gain more understanding of the research area. The data is collected through an 
online questionnaire. 
 
Theoretical perspective: This study is based upon the general brand and branding 
definitions, with focus on brand personality, consumer perception and findings within the 
study of Adbusters.  
 
Empirical data: The study is investigated quantitatively. An online questionnaire was used to 
gather the empirical data. 
 
Conclusion: This study provides a broad overview about consumer perception of brand 
personalized commercial ads and what is their relation to brands after seeing Adbusters 
subvertisement ads. The research contributes to brand personalization theory and Adbusters 
studies and demonstrates that Adbusters influence on brand personalization depends on how 
strong the consumer-brand relationship is. However, it is also shown that consumers are 
inconsistent in their perception of brand personas and that relation to brands is highly brand-
specific. 
 
 
Keywords: Brands, Brand Personality, Consumer Perception, Brand relation, Adbusters, 
Culture Jamming, Subvertisement  
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1 Introduction 
 
 
This chapter will introduce the readers to the background of brands, what they stand for from 
consumer point of view and how consumers connect with them. Further, brand 
personalization is briefly mentioned and explained as one segment of branding. The challenge 
of having a consistent consumer’s perception of brand persona and Adbusters approach is 
introduced in background and problem discussion. Existing research purpose and research 
questions are mentioned with a culmination focused on limitations of the study. 
 
1.1 Background 
 
Aaker and Kotler (1996) argue that brands are just like people, each possessing unique 
characteristics and unique greatness. Brands have their own image, identity, physical 
appearance and personalities. These statements are affecting marketing and branding within 
fashion industry as well. Conlon (2012), Director of Brand Planning and Marketing Insights 
for Nike, means that if a fashion brand is to become iconic, to become a world-class energy 
that customers deeply identify with, then it must evoke transcendent qualities of human 
soulfulness. And to do that it has to express deep insight into its unique purpose in the world. 
He states that there is a hidden energy in every brand and that the right question will lead 
consumers to it. Wheeler (2006) states that consumers are exposed to branding techniques by 
brands all over the world. Author argues that brand’s symbolic meaning evolves from his 
underlying purpose, and the brand gives a greater purpose to the product. How this purpose is 
going to be perceived depends of a specific unmet consumer need and perception of brands’ 
very own developed associations and characteristics.  
 
According to Plummer (2000), brands differentiate the product. Thus, with built personality 
they can make even greater difference. If we look at the case of Nike campaign “Find your 
greatness”, they succeeded to inspire anyone who wants to achieve their own moment of 
greatness in sport with their products, branding and personalization. With their 8.5 million 
followers globally in this campaign, they managed to overcome themselves by personalizing 
and associating their products with something as exciting, motivational and powerful. 
Products that are perceived in this way are attractive to global consumers and they get related 
to them. Marketers develop brands in a way that consumers have a desire to become a part of 
and identify themselves with the brand. That is the power behind brand personalization 
(Roberts, 2004). Furthermore, when building a strong brand, according to Aaker (1996), main 
focus needs to be on consumers because everything starts and ends with them. They are the 
ones who are choosing if a brand is going to be accepted or rejected. Since marketing and 
branding involve consumer psychology (Travis, 2000), they use techniques of brand 
personalization to develop consumer-brand relation. Nevertheless, consumers differ. They get 
influenced by different stimuli in different situations and as Solomon and Rabolt (2009) state, 
they have different ways of perceiving brands and their characteristics.  
 
In her book “No Logo”, Klein (2000) says that there is a strong brand persona built along with 
the brand that influences consumers. Furthermore, according to the same author, consumers 
get attached with the brand in a way that they do not think what is actually standing behind 
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the very same brand. Bordwell (2002) indicates in his article “Jamming Culture”, a very 
important question, can strong relation to brand personas, formed due to the increasing 
consumerism and branding forces, be changed or decreased. There are several non-profit 
organizations focusing on this topic, among them Adbusters Media Foundation, who are anti-
consumerism based. They use subvertising towards changing consumer’s way of perceiving 
brands. They directly use features of original brands’ commercial ads to create parody ads and 
raise awareness of branding influence among consumers. The previous author stresses the 
importance of Adbusters organization especially among fashion-oriented consumers who 
wholeheartedly follow global fashion brands and identify with them. He states that this is a 
subject which can be connected to consumer’s consistency in their perception of brand 
personas, due to the influence of anti-branding organization Adbusters. 
 
1.2 Problem Discussion 
 
The research area previously described can be summed up to that brand personalization is an 
important feature in consumer-brand relation but it needs to be strongly developed in order for 
the brand to have consistent consumer perception. Organization acting to change brand 
personas and decrease this relation is previously mentioned, Adbusters. Since their “Fashion 
Slashin” campaign is within the fashion segment targeting global fashion brands, implication 
of their influence towards perception of brand personalization is going to be examined in this 
study. 
 
Adbusters describes itself as a global network of artists, activists, writers, pranksters, students, 
educators and entrepreneurs who want to advance the new social activist movement of the 
information age (Adbuster Media Foundation, 2016). Dery (2010) points out that Adbusters in 
their “Fashion Slashin” campaign are using culture jamming to attract consumer’s attention. 
They are developing their own brand persona for the fashion brand by modifying the meaning 
behind the commercial ad. Two decades ago, their main focus was directed towards Calvin 
Klein and their “Obsession” marketing campaign with Kate Moss. The man behind the 
original Calvin Klein campaign was Robert R. Taylor and he said in 1993, that he “wanted 
someone who was natural, always thin. He was looking for the complete opposite of that 
glamour type that came before Kate.” Adbusters took this Taylor’s vision as an opportunity to 
raise awareness about concerning anorexia and bulimia issues within fashion industry. They 
made their unique ad using similar features as the original campaign ad has. Results of this 
Adbusters campaign were not examined and consumer’s relation to brand persona before and 
after seeing both ads was not taken into a further study. In the past few years Adbusters main 
focus was redirected towards Nike. Their campaign “Unswooshing” and their collection of 
“Blackspot” sneakers were both made as a parody of the original brand. Through pointing out 
the lack of Nike’s sustainability, excessive use of their logo and slogan “Just do it”, Adbusters 
want to decrease consumer’s strong relation to this brand. According to their founder Lasn 
(2010), they want to show consumer’s different perspective of global fashion brands and the 
strong influence that they have in today’s society.  
 
According to Haiven (2007) it is known about the Adbusters influence but it was not 
examined in the field of fashion industry or connected to the topic of brand personalization. 
Due to the statement made by Khan (2010) that consistent consumer perception of brand 
persona is relevant in order for the brand to succeed, it is of a great importance to make a 
strong relation between consumers and brands. But since consumers are influenced by large 
number of different factors, this may be hard to achieve (Aaker, 1996).  
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1.3 Research Purpose and Research Questions 
 
The identified gap in the literature about brand personalization connected to anti-branding 
organization, in the case of this study Adbusters Media Foundation, is the application of their 
influence in the fashion industry. Furthermore, there are researches about brand 
personalization and anti-branding organizations but they are often from the industries’ point 
of view and not from consumer point of view. Therefore this study aims to examine:  
 

- consumer’s perception of brand personalization before and after seeing Adbusters 
subvertisement 

 
- the interrelationship of consumer and brand relation.  

 
Following this, three research questions are formulated: 
 
RQ1: How consumers within different age groups, with different educational level and 
educational background relate to brands and their values? 
 
As a foundation to this research question, this study goes into theory about brands and 
consumers relations to their values. It connects also the brand relation to consumers from 
different age groups, different educational level and background. The reason for this is to 
have more narrowed down findings in order to have detailed explanation of consumer-brand 
relation. Consumers within different age groups with educational background and educational 
level may have different relation to brands and their values. With this research question, this 
is going to be examined. 
 
RQ2: Do consumers perceive a brand in the same way as a brand want to be seen?  
 
The focus in this question is to examine if there is a gap between consumer’s view of the 
brand and how the brand wants to be seen. The angle of this research question will take 
consumer perception as varying factor and developed brand personality for the brand as a 
stable influencer. 
 
RQ3: What influence do Adbusters have on brand personality created by original fashion 
brand?  
 
This research question wants to examine what is the level of consumers’ consistency when it 
comes to perceiving brands before and after seeing Adbusters subvertisement ads. Further, it 
is important to ask this research question as the last one. The reason for this is that it connects 
consumer-brand relation and brand personalization in a way that it investigates how they 
influence each other. 
 
These research questions combined are contributing to a descriptive study where brand 
personalization is being examined from consumers’ point of view before and after seeing 
Adbusters ads. In order to make conclusions valid as possible, it is necessary to get to know 
consumers better, their relation to brands and brands values from different age and 
educational perspective. Therefore, RQ1 is stated. Further, to know how consumers see the 
brand in order to make conclusions how they see the same brand after Adbusters ads, second 
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research question is asked. First two research questions, give a basics for making conclusions 
for the third and final research question. RQ3 is the culmination of the study where Adbusters 
perspective is involved. Every research question has his own part that is examining and all 
three combined are contributing to research purpose and drawing valuable conclusions of the 
study. 
 
1.4 Limitations of the study 
 
In the research of brand personalization, there are several important views that need to be 
acknowledged. Those views are brand owner’s, marketing departments, company employees 
and competitor’s point of view. In the case of this study consumer’s perception is the main 
focus because the success of every brand depends in majority of consumer and it is accepted 
or rejected by them. Adbusters Media Foundation influence is large and it is focused on many 
segments of consumerism. Due to the fact that this study is focused on fashion industry 
segment it is just going to cover their influence within this field. Also it can just be focused on 
brands that are used and subadvertised by Adbusters, in this case Tommy Hilfiger, Calvin 
Klein and Nike. 
 
1.5 Thesis Outline 
 
In order to more easily understand the study, presented thesis is structured in the following 
way. Chapter two is concentrated on the theoretical part of the study and it goes deeper into 
explanation of the core meaning of a brand, fashion brand and importance of branding in 
current society. The first part of chapter two is focused on explanation of foundations of 
branding, what is a brand actually and it gives a brief description of brand attitudes, attributes, 
benefits and emotions. Second part is more focused on the importance of brand 
personalization for a brand to succeed on the market and it is turning to the consumer 
perspective. The final third part of chapter two is focusing on non-profit organization 
Adbusters Media Foundation which fights against consumerism using technique of cultural 
jamming.  
 
While Chapter two is focused on theoretical part of the study, Chapter three focuses on the 
methodological part of it. It goes from the research position to the assessment of the quality of 
the research. The aim is to get the reader closer to how the study was actually conducted and 
how and why was data collected and analyzed in a specific way.  
 
Chapter four is going deeper into analyzing gathered data and drawing results. An 
interpretation of quantitative research is briefly showed to have the basics for the research 
questions. In this chapter graphs and tables are included for the purpose of answering research 
questions. Discussion of each question can be found in this chapter.   
 
Chapter five brings out the overall conclusions of the study focusing and connecting the 
theoretical framework and findings from gathered and analyzed data. Chapter six reviles the 
contribution of the study, implication and possibilities for conducting future research. 
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2 Literature Review 
 
 
Theoretical approach to the study is meant to introduce the main theoretical concepts in three 
fields: brands, brand personalization and Adbusters phenomena. Chapter 2 starts with a 
description of main foundations of branding and with a definition of what a brand really is 
and how powerful it can be. This is important in order to know the real meaning of brands 
before going into more specific fields of branding. Brand attributes, benefits, attitudes and 
emotions are parts that make brands even bigger. The goal of Chapter 2 is to present what 
brand personalization is, how it can be used and how big is the influence of brand 
personalization towards consumers. The gap between self concept of a consumer and how 
they perceive brand personalization must be bridged. The last section is focused on Adbuster 
Media Foundation, their influence, goal and culture jamming used in their ads. This part 
wants to introduce the anti-consumerist focus and to show in what way they influence 
nowadays consumer perception of fashion world. It emphasizes the influence of culture 
jamming towards consumer’s trust, lifestyle and relationship with the brand. 
 
 
2.1  Foundations of Branding 
 
Before going further in the details with brand personalization and Adbusters influence on this 
branding technique, a short description of brands is going to be given. It is important to focus 
where brand personalization concept comes from, to go further in theory and define those 
concepts. Therefore, this introduction of branding and brands in general will make a greater 
understanding of what brand personalization really is. 
 
2.1.1 What is a brand? 
 
Most authors cannot agree upon the issue of the very beginning of the brand formation. Some 
think that the brand dates back to the period of prehistory and drawings in caves. Even then, 
people were trying to mark a certain way the space in which they live, as well as tools, 
weapons and utensils that were used in everyday life. In Ancient Greek and Rome, there were 
publications where people could find an address of a certain man who for example makes 
dresses. The name behind the product was equally important as the product or service that he 
or she was providing (Room, 1998). 
 
Others think that the brand dates back to the period of Egypt and hieroglyphs. On interpreted 
hieroglyphics on the walls of tombs, dating from 2000 BC can be seen how the Egyptians 
branded cattle. In this way, they have marked that the cattle belong to them with a specific 
symbol or signature. There are also other opinions that the history of the brand began from the 
moment the manufacturer from Syria 200 years BC put his mark on the newly manufactured 
sandals, in order to distinguish it from other brands and thus said, "This is my ...". 
 
Nevertheless, American Marketing Association (AMA) defines a brand as a name, term, sign, 
symbol or design, or a combination, thereby identifying the goods or services of one seller or 
group of sellers and differentiates from the competitors (American Marketing Association, 
2016). Brand needs to be a label, to give consumers information about a certain object. 
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Besides meeting the basic functional requirements of consumers, a brand also has added 
values that fulfills consumer’s psychological needs (Kotler, 1996). Brands allow the consumer 
to shop with confidence, and they provide a route map through a confusing variety of choices 
(Clifton, Simmons & Ahmad, 2004). Brand is not just simple words, logos or symbols. 
Brands are much more, they built certain images and emotions or people’s opinions when 
they think about a product or a company. Their goal is to build a bridge between the target 
consumer and the company. If they do not evoke these emotions, they are not brands (Travis, 
2000). 
 
When it comes to fashion industry, fashion brands are defined as consumer brands, they are 
products and services likely to be used personally by the purchasers or by those who receive 
them as gifts. They are not used to produce or make anything else (Kendall, 2009). Fashion 
brands have unique goal to encourage consumers to express themselves and make a statement 
through a certain type of dress and appearance. The name, symbol, image of the brand are the 
ones who make the fashion brand, and who put him on the highest levels relevance and 
recognition. Brand recognition in fashion is crucial. Customers do not always want to buy 
certain products because they are not "branded". Marketing experts have to fight against this 
phenomenon in order to make their products sellable. The brand also positions the product on 
the market. The way the consumers perceive fashion brands, the degree of their identification 
with the brand, whether they are luxury or widely available brands are of great importance for 
a company (Kapferer & Bastien, 2012). 
 
When the brands are defined the next step is to define the process of branding that gives the 
true power to the brand. Before starting with branding it is important to know “who is” the 
product, “what” product does for his consumer and “why” the consumer needs to pay 
attention to that specific product. Therefore, branding is a multifunctional process that 
highlights value of a product and transforms it into a real consumer experience. Thus, we can 
say that a brand starts with a concept, that is meant to solve a problem and add a certain value 
to the consumer, the concept is transformed into a product whose features aim to materialize 
the concept and the product is given an identity that distinguishes it and reflect its values, 
which are communicated to the potential consumer (Hameide, 2011). According to Gasovic 
(2011), famous international world brands have ten common characteristics, namely: 
 
• brand offers benefits that consumers really want 
• relevance of the brand is constant 
• strategy and pricing are based on perceptions of value from the perspective of consumers 
• the brand is well positioned 
• consistent brand 
• brand portfolio and hierarchy are consistent 
• brand coordinates and use a variety of marketing activities aimed at building value 
• brand managers know what brand means to consumers  
• brand has adequate ongoing support 
• company monitors the sources of brand value. 
 
From the above discussion we can conclude that a brand is not just a name, symbol or logo, it 
goes further and has dimensions of quality, image, status and lifestyle. Before examining 
deeper brand personality aspect, we need to reflect more on brand attributes, benefits, 
attitudes and emotions which define the brand persona. 
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2.1.2 Brand attributes 
 
A strong brand stands out in a densely crowded marketplace. People fall in love with brands, 
trust them, and believe in their superiority. How a brand is perceived by customers, affects its 
overall success (Wheeler, 2012). Brand through his attributes has two strategic goals. One is 
to bring the value to the consumer while satisfying a need and the other one is to generate 
economic return to its owners (Hameide, 2011).  
 
Brand attributes can be divided into product and non-product related attributes and they are 
always standing for the product performance. Product related attributes are known also as 
features and they explain the traits of a product. They can be certain type of material, 
components, trimmings. Non-products related attributes are those concerning packaging, 
price, identity of the products (Pitta & Katsanis, 1995). With brand personalization, brand 
attributes are associated with human characteristics and they have a specific brand identity 
identified from consumer point of view. Consumer experience the brand through their 
attributes both product ones and humanized characteristics made through brand 
personalization. Some of the examples for brand attributes can be trustworthiness, latest 
technological updates, the feeling of safety, attractive, expensive and so on. Every brand 
needs to have his attributes in order to be recognized by consumers. More explanation about 
brand personalization is going to be mentioned later in this chapter. 
 
2.1.3 Brand benefits 
 
According to Aaker (1996), Keller (1993) and Park (1986) there are proposed three groups of 
brand benefits functional, symbolic and experiential. Functional benefits refer to the product 
attributes of a consistent and reliable quality in order to attain daily problem-solving goals 
(Park, 1986). Symbolic benefits correspond to non-product attributes and relate to intrinsic 
needs for emotional enjoyment, self-expression and social approval (Aaker, 1996; Keller, 
1993; Solomon, 1983). Experiential benefits relate to what customers feel to use the product 
or service, and satisfy experiential needs, such as sensory, variety and cognitive stimulation 
(Keller, 1993; Park, 1986).  
 
Of a great importance is to decide which brand benefits should be emphasized. They need to 
be precise, unique and stand for features and meanings that consumers appreciate. They are 
well respected and searched by consumer when deciding between different brands. Brand 
benefits can be the base of brand personality strategy. They are the cornerstones which are 
emphasized and shown as of a great importance. Brand attitudes can also be enhanced by 
brand benefits.  
 
2.1.4 Brand attitude 
 
Thoughts that consumers have towards brands, their feelings about the brand, information and 
knowledge and their experience with the brand, all formulates brand attitude (Percy, 2003). 
Brands have different meanings to different consumers and they are formulated through the 
brand attitude. It is the outcome of a certain beliefs about brand benefits that support the 
overall brand image (Faircloth, Capella & Alford, 2001). 
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The meaning of brand attitudes is conceptualized in a model of “multiattribute expectancy 
value” developed by Fishbein and Ajzen (1975). Attitudes are defined by this model as the 
sum of all the silent beliefs a consumer holds about a product or service, multiplied by the 
strength of evaluation of each of those beliefs as good or bad (Pitta & Katsanis, 1995). Brand 
attitudes are also automatic affective reactions and are very closely connected to brand loyalty 
and perception of the brand (He, Chen & Alden, 2015). In a way brand attitudes form the 
consumer perception of a brand.  
 
2.1.5 Brand emotions 
 
Brand emotions can be a very powerful tool if they are used in a way to build the strong 
connection between the brand and the consumer perception towards the brand. The 
understanding of people’s emotional needs and desires according to Marc Gobe (2001) is the 
key which leads to a successful brand. Brand emotions are also a part of brand personalization 
used to make a strong connection between people and the brand. They encompass feelings 
brands want to evoke, as well as those actually brought to the minds of consumers when they 
encounter the brand (Wheeler, 2006). Brand emotions can be based on brands heritage, 
positive experience, quality, excellent service. On the other hand, a strong unbreakable 
connection is being made where consumers reflect their personality and characteristics in 
products that they purchase. Consumers associate with brands they feel reflect their identity 
and when a close emotional link to a brand is formed emotions can run high (Gobe, 2010).  
 
In conclusion, branding is a disciplined process used to build awareness and extend customer 
relation to brands. Branding is about seizing every opportunity to express why people should 
choose one brand over another. Branding is a way to position and build the brand at the 
market. Brands are associations of brand attributes, attitudes, benefits and emotions structured 
in one package to persuade consumers first to identify with them and then to build a strong 
connection with them. 
 
2.2 Brand Personality 
 
Personality, from ancient times, is studied from many different perspectives, within 
psychoanalytic, behaviorism, cognitive psychology. Personality is a way that people differ 
from each other and the way that people are unique. Personality defined by Plummer (2000) is 
the way individuals react fairly consistently to a variety of of environmental situations. The 
same is with the brands, they can also in certain ways differ from each other and that is the 
main goal of marketers (Smit, Van de Berge & Franzen, 2003). 
 
Brand personality theory is in a way based on the human personality theory which describes 
personality as a set of different traits. They are based on individual behavior, appearance, 
above mentioned attitudes, emotions and attributes. In order to define brand personality in a 
right way, the best approach is to use the definitions from the most important authors and 
writers in this field. There are several definitions: 
 

- The extent to which consumers perceive a brand to posses various human 
characteristics or traits (Alt and Griggs, 1988) 

- The set of human characteristics associated with, which makes it unique, compared to 
other brands (Aaker, 1996) 
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- Brand personality reflects how people feel about a brand, rather then what they think 
the brand is or does (Keller, 1998) 

- The consumer’s emotional response to a brand through which brand attributes are 
personified and are used to differentiate between alternative offerings (Patterson, 
1999) 

 
These are just few of the definitions of brand personality that point out the similarities 
between them. The main similarity is that they point out that brand personality is all about the 
consumer perception of a brand, the perception of the image, attributes, associations, symbols 
and values. It is also about the emotional connection with the brand that builds the loyalty 
towards a certain brand. 
 
Brand personality is just one tool that branding experts use to build a meaning for a branded 
product. It exists as a part of brand image as a mentioned above and it is also a type of brand 
associations (attributes, benefits, attitudes, emotions) as can be seen on the Figure 1. 
 

  
Figure 1. Brand Personality based on Brand Knowledge (Khan, 2010) 

 
Building brand personality is important in marketing because brand personality can be 
equated to the public identification of the brand which can lead to strong brand loyalty and 
emotional connection with consumers (Marconi, 2000). Brand personality is a well-
recognized contemporary marketing tool because the concept of personality reflects the 
importance of relationship in the society (Khan, 2010).   
 
Fashion marketers are responsible to create the emotional connection between the brand and 
the consumers. The most important part is consumer personal reaction to a brand and the 
symbolic meaning that they create in their mind. Plummer (2000) points out the two aspects 
of brand personalization as input, that is what we want consumers to think and feel, and out-
take, what consumers actually do think and feel. 
 
Aaker (1997) developed generalizable scale for measuring brand personality based on five 
brand personality dimensions. Those dimensions are: 
 

- Sincerity – down-to-earth, honest, wholesome, cheerful 
- Excitement – daring, spirited, imaginative, up-to-date 
- Competence – reliable, intelligent, successful 
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- Sophistication – upper class, charming 
- Ruggedness – outdoorsy, tough. 

 
Every brand can be categorized in some of these five dimensions or maybe couple of them. It 
only depends of the consumer perception of the brand and did the company succeed in their 
campaign to present the brand in the intended way. For example, when compared to other 
brands, Calvin Klein is ranked high in brand personality dimension “excitement”, Nike was 
ranked high in “rugged” and Tommy Hilfiger is ranked high in “sincere” (Choi, 2014).  
 
2.2.1 Self Concept of Consumer and Brand Personality 
 
Brand personality is closely connected with consumer’s wish to attain their self congruency. 
Grohman (2008) says that consumers relate to brands as they relate to friends because of their 
use of brands as very similar to themselves. In this context we can see the consumer-brand 
relationship. Consumers are individuals who like to identify themselves with certain groups in 
the society, desirable social status and like to relate with their possessions. In a way these 
things produce an extended self and become a part of who we actually are. The main thing is 
to associate personality traits with brands and provide consumers the right symbolic value. 
But how brand personality actually influence consumers? 
 
In order to fully understand brand personality influence and to understand how consumers 
react to it, self concept of a consumer needs to be involved. According to Lee (1990) self 
concept of a consumer can be conceptualized as an organization of various identities and 
attributes, and their evaluations, developed out of the individual’s reflexive, social and 
symbolic activities. It tells a lot about the consumer, what, where, why and how he purchased 
products. Components of the self concept are actual-self, ideal-self and social-self. All three 
components refer to three different segments. Actual-self refers to how consumer perceive 
himself, ideal-self refers to how consumer would like to perceive himself and social-self 
refers to how consumer would like to others in the society to see himself (Choi, 2014). These 
three components then lead to an influence how consumer purchases items according to the 
identity that he wants to build for himself. The important part is to find a connection between 
the brand personality and consumer’s self concept. When they are equivalent consumer has 
reached self congruity which is guided by the need for self-esteem and self-consistency 
(Kressmann, 2006). If there is a greater match between consumer ideal-self and brand 
personality, consumer believes that there is a bigger chance of increasing his self-esteem. 
Self-consistency influences consumers to behave in a way that is consistent to their actual 
self. To conclude, self concept in great amount works as a principle that influences the 
perceptions of self, others, products, services and brands in general. 
 
Brand personality also influences consumers in a way that it engages them both as an 
individuals and groups to participate in the creation of brand persona and to build their own 
connection with the brand. Once a consumer see the values in a brand and appealing 
characteristics, he starts to like and follow the brand and eventually the brand becomes 
something that he identifies himself with. Through their perception of themselves, they can 
give the brand a “human face” and build loyal relationship with it. Individuals may consider 
certain aspects of a brand’s personality to be of personal relevance and create individualized 
impressions of brand personalities (Choi, 2014). Usually consumers by wearing certain 
fashion brands want to symbolically communicate their self-concept. By choosing to wear a 
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particular brand, individuals are using the brand identity to communicate their personal 
identity (Choi, 2014).  
 
2.2.2 Consumer perception of brands 
 
Consumers as individuals make their own choices but in most of the times they are exposed to 
different kinds of stimuli. Those can be newspaper ad, billboards, television and radio 
commercials, online ads. By looking at these commercials and being directed with these 
sensations, consumers create their own perception of the commercial and following that, own 
perception about the brand. 
 
In this part of the study, perception needs to be explained in order to understand how 
consumers see, feel and react to different types of stimuli created by brand personalized 
commercials. Perception refers to the process by which sensations are selected, organized and 
interpreted. It focuses on what we add to or take away from these raw sensations as we choose 
which to notice, and then go about assigning meaning to them (Solomon and Rabolt, 2009). 
According to Solomon and Rabolt (2009), there are three separate categories of consumer 
perception: 
 

- Object perception – impression and image that consumers have about objects and 
products at the marketplace 

- Person perception – impression consumers form of people from viewing there 
psychical appearance. These are the basis for forming an impression about person’s 
characterictics and personality. 

- Physical perception – is made through the senses such as smell, vision, sound, touch 
and taste and it is related mostly to products and objects. 

 
Today’s global market has different variations of products and different commercial ads. 
Consumers always have several brands that they pay attention the most and they are 
acceptable for them. Some of them they buy more often and some just on special occasions. 
How they look upon these brands is clearly separated from brands they do not buy at all. 
Consumers form certain buying patterns that are once created really hard to change. 
Marketers with their campaigns, commercial ads and special techniques try to grab 
consumers’ attention. With brand personalization they want influence consumers how to 
perceive the brand.  
 
When using brand personalization all three categories of consumer perception are involved. 
Brand personalization is always focused on a product and making the human personality for 
that product. So the main attention is on the object. This involves the perception of the line, 
shape, form, color, pattern, weight, material and so on. Furthermore, it also involves the 
persona perception because it directs consumers to see the object or the product as a real 
person with real human characteristics. Those products can for example be perceived as 
representing femininity, dominance, social power, autonomy. Owners of certain brands such 
as for example Calvin Klein are perceived as more extravagant and conforming than others. 
Physical perception in this case is mostly focused on vision. Meanings are communicated on 
the visual channel through product’s color, size, styling and meaning behind the personalized 
message (Solomon and Rabolt, 2009). Consumers always perceive brand as a whole, looking 
at it, trying it out and making their own impression of it. They do not view it separately, but 
they look at it as a unity made from different elements that make the brand unique. 



 

- 15 - 

Nevertheless, consumer perception is selective and restricted to certain elements that interest 
the consumer. But even when consumers build a picture of a brand, many factors influence 
them subconsciously.   
 
With concluding what is brand personality, how does it influence consumers, what is self-
concept of a consumer and what is their consumer perception of everyday stimuli, this study 
continues with explaining the usage of brand personalization from a different Adbusters 
perceptive and how is that influence strong among consumers and in fashion industry. Do 
Adbusters change the consumer perception of a brand?  
 
2.3 Adbusters Media Foundation 
 
Adbusters Media Foundation was founded by Kalle Lasn and Bill Schmalz in Vancouver, 
Canada in 1989. They state for themselves that they are non-profit reader supported 
organization that fights against mass consumption where consumer is just an individual that 
can be easily influenced with right marketing techniques. They are also protesting against 
today’s American corporate and capitalist spirit. The Adbusters battle the commoditization of 
culture (Bordwell, 2002). Adbusters Media Foundation has their own public campaigns 
published in their monthly magazine. They are well-known for their Occupy Wall Street and 
Buy Nothing Day movements. Within fashion industry they have campaigns called Fashion 
Slashin and Unswooshing. According to Adbusters (2016) their campaigns reclaim our mental 
and physical environment. Further, Adbusters also have their own collection of ecological 
shoes called Blackspot Unswoosher sneakers made with an aim to oppose to Nike’s Swoosh 
sign.  
 
“We are a global network of artists, activists, writers, pranksters, students, educators and 
entrepreneurs who want to advance the new social activist movement of the information age. 
Our aim is to topple existing power structures and forge a major shift in the way we will live 
in the 21st century”, says Adbusters (2016) anti-consumerism organization on their webpage. 
 
This part of Chapter 2, will focus on Adbusters as an organization that fights against mass 
consumption and also as a founder of Blackspot Unswoosher sneakers to make a parallel 
between these two aspects. They want to influence consumers in the fashion industry and to 
show what stands behind fashion personalized commercial ads but in controversy, they have 
their own collection of sneakers. This brings up a question, are they in a way using branding 
and brand personalization of their own? This question is going to be discussed later in this 
chapter. 
 
2.3.1 The main goal behind the Adbusters movement 
 
Adbusters first started with a goal to show people the environmentalist side of logging 
industry. Lasn and Schmalz created a television commercial and they wanted to broadcast it 
but no television station wanted to air it. They thought that multi dollar commercial “Forest 
Forever” created by British Columbian logging industry showed an untrue story how 
Canadian tries and forest is well preserved. These two wanted to increase consumer 
awareness. The two founders formed their group and started to complain at the Canadian 
Broadcasting Corporation (CBC) airing the “Forest Forever” commercial. Soon the 
commercial was canceled. 
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Adbusters Media Foundation as an organization has two missions. One mission is to protest 
against marketing influence and mass media that colonizes current society and the other one is 
to fight against the world that transformed people into continuous consumers. Their magazine 
is the one of two ways through which they communicate with the society. The magazine is 
completely ad-free which is the main feature and also it involves their readers all over the 
world to contribute by sending their ideas and messages. They are criticizing cultural values, 
political issues, environmental problems and also trends in current world of branding and 
fashion industry. This type of magazine is not only communication from authors to their 
readers but also readers’ opinion towards other readers which is more acceptable among 
people. The magazine breaks down the tired modernist distinction between audience and 
author and opens a new space for novel political participation (Haiven, 2007). The second 
way of communication is through their website. They have their own posts, blogs, 
commercial ads and videos created by editors or readers where others can comment and write 
their opinions. They also have a section where readers can view the magazine, campaigns 
products, subscribe, buy it and donate money. Blackspot Unswooshing sneakers are unique 
way of fighting against the branded products but also can be questioned are they truly 
excluding branding tools.  
 
When it comes to advertisement they have a specific point of view. Adbusters state that 
advertisements shape desire, structure consciousness and clutter the landscapes of daily life 
(Brodwell, 2002). Ads promote certain lifestyles and identities through brand personalization 
and what it takes to have that identity. They turn consumers into people that passively go and 
make purchases influenced by desired persona that they have perceived in commercial. 
Adbusters want to change this. They want to turn passive consumers into active aware 
consumers that do not let advertisements to dominate their lives and made decisions.  
 
 
2.3.2 Culture jamming  
 
Culture jamming aims to liberate the mental environment from the powerful grip of market, 
structured consciousness by reclaiming airwaves and public spaces to propagate ideas instead 
of plugging products (Bordwell, 2002). Culture jammers build a new idea behind the original 
commercial ad to attract consumer’s attention. They challenge consumerism that is advertised 
to mass market and use it to send certain messages. Culture jamming is unique because it uses 
brand’s own advertisement and turns it to an ad with a completely modified meaning.  
 
Mark Dery (2010) explains that culture jamming intrudes on the intruders, they invest ads, 
newscasts, and other media artifacts with subversive meanings; simultaneously, they decrypt 
them, rendering their seductions impotent. Culture jamming is a unique movement that is 
using commercial ads from the company and turns it to their own ads to express critique 
towards the brand. Parodies, subvertisements and uncommercialism became Adbusters 
distinctive marks that are shown to public through their magazine or broadcasted on television 
or radio. A great example of their parody commercials is American flag that instead of stars 
have logos of famous brands. In this way they want to show how consumers are led by brands 
and do not actually think what stands behind brands they buy. Adbusters are using guerilla 
semiotics and their goal is not to be subtle. They want to attack the original brand and attract 
as much as attention as they can. They are shocking, confronting and very eye-catching. 
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Another good example is Figure 4. The baby is completely covered with brand’s logos which 
indicates that from day one, consumers are influenced by brands and their personalization. 
 

  
Figure 2. Corporate America flag. Source: Wikimedia1 

 

  
Figure 3. Brand Baby. Source: Reflectie design2 

 
Subvertisements are very successful because they use similar or the same logo of the brand as 
on the original commercial. By using the power of the brand, they catch the eye of the 
consumer. These logos are in consumer consciousness and recognized very easily. By 
building a story behind the parody ad, their goal is to make consumers question themselves 
and their relation to the brands they buy. For example, bellow we can see two pictures. The 
left one is original McDonald’s product ad and the right one is from Adbusters spoof ad “Big 
Mac Attack”. By using the same concept of promoting as original brand, they want to send a 
deeper message and to make consumers rethink themselves. In this case, Adbusters wanted to 
                                                1 Adbusters Media Foundation, 2016. Corporate American Flag.  Available at: 
<https://upload.wikimedia.org/wikipedia/en/7/78/American_Corporate_Flag.svg> [Accessed 30 April 2016]. 
 2 Reflective design, 2010. Brand baby. Available at: <http://agapedepiction.blogspot.se/2010/11/word-and-
image-brand-baby.html> [Accessed 30 April 2016]. 
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highlight the unhealthy ingredients used in McDonald’s products comparing them to nucleon-
active ingredients. 
 

                  
         Figure 4. McDonald’s product pricture.                Figure 5. Special ingredients 
                   Source: Behance.net3                                           Source: Adbusters4  
 
These examples are all with the same goal and have the same message behind them. Are they 
influential enough to make consumers feel less connected with the brand and more aware of 
the current issues of consumerism? And what happens when it comes to fashion industry 
where brands and loyalty are the core elements which bring profit? This study is aiming to 
examine these two questions. 
 
2.3.3 Influence in the fashion industry  
 
When looking through the Adbusters campaigns, magazines and website, there is a section 
called Fashion Slashin and Unswooshing which are concerned with fashion industry. Since 
fashion industry itself has a lot of unsolved issues like mass production, sustainability, 
increased power of brands, health issues of current model scene, it is an easy target for 
Adbusters to make subvertisements.  
 
Fashion Slashin campaign is focused on fashion brands that promote American lifestyle like 
Tommy Hilfiger, brands that promote underwear with perfect human body like Calvin Klein. 
Commercial ads in Fashion Slashin campaign are all focused according to Adbusters (2016) 
to reveal the side of the fashion industry where everything is about profit and creating an 
attractive brand persona, without caring about consumers, their health and what they get for 
the price they are paying.  
 
                                                
3 Behance, 2016. McDonald’s product picture. Available at: 
<https://www.behance.net/gallery/23411713/Mcdonalds-Product-Advertisement> [Accessed 3 May 2016]. 
 4 Adbusters Media Foundation, 2016. Special ingredients. Available at: <http://www.adbusters.org/spoofads/big-
mac-attack/> [Accessed 3 May 2016]. 
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While Fashion Slashin ads are concentrated on several brands Tommy Hilfiger, Calvin Klein, 
Gap, Diesel, Bulgari, Unswooshing campaign is focused just on Nike, their logo and slogan 
“Just do it”. Nike has been accused couple of times for using children labor, underpaid labor 
and bad working standards in their factories across Asia. On Figure 5. Adbusters wanted to 
point out, that consumers need to think a bit more before making a simple purchase. As we 
can see, Adbusters again used culture jamming and created an ad with the same style as Nike 
is using in their original ads. With Nike, according to Adbusters (2016), everything is about 
image and less about the quality. Nike build a strong image and brand persona that many 
consumers relate to because most of them wants to be recognized as strong, independent with 
a clear goal to become even better. This image is built by branding experts and without that it 
would be just one of the sport brands with a Swoosh logo (Sandalin and Callahan, 2009). 
 

  
Figure 6. Nike Running. Source: Adbusters5 

 
As mentioned before, in the whole series of Adbusters campaigns and magazines, Fashion 
Slashin and Unswooshing are those concentrated on fashion brands. They have given up on 
the contemporary lifestyle and they want to bring down the state of mind of fashion 
consumers influenced by branding and consumerism. Nevertheless, consumers can also 
question their actions with Blackspot sneakers. They may be perceived as an anti-brand, 
blending with everybody else and using branding as a technique to be recognized (Klein, 
2000). 
 
2.3.4 Adbusters – Is it truly an Anti-Brand?  
 
Adbusters Media Foundation are starting to change the ordinary consumer with their parody 
commercials, but however they become so big and mainstream, that they can be viewed as a 
corporate organization. As argued by Haiven (2007) in his article “Privatized Resistance”, 
Adbusters by involving readers raise their freedom of speech which is actually a part of 
American ideology that they fight against. Further, the author mentioned that Adbusters give 
dedication to basic principles of freedom of speech. 
                                                
5 Adbusters Media Foundation, 2016. Nike Running. Available at: 
<http://www.adbusters.org/spoofads/unswooshing/> [Accessed 3 May 2016].  
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By their great and increased influence, Adbusters turned from radical part of society to a 
popular mainstream influencer. A very dubious and contradictory situation that brings 
everything into question, is the fact that Adbusters have their own collection of shoes called 
“Blackspot Unswoosher” sneakers. The most shocking situation is that they even made a 
brand of it called “Blackspot”. In a way, they are using branding and brand personalization to 
evoke emotions and to make a brand persona appealing to consumers fighting against 
corporate world. They became what they are trying to protect consumers from – a brand.  
 
Furthermore, if we look back to culture jamming, it became frequently used by today 
mainstream fashion global brands. In almost every collection, there are slogans on shirts, 
sneakers, bags, scarves or even badges. Even since almost 10 years ago, in 1997, Nike used 
the slogan “I am not a target market, I am an athlete”. They were in the system of culture 
jamming without even knowing it, which also questions similarities with today’s activities 
and ads of Adbusters.  
 
There is also a philosophy from the perspective, that Adbusters are putting themselves and 
their “Blackspot” sneakers in the first place by advertising that consumers should fight against 
consumerism and buy less, but also buy their shoes. With these activities they are putting 
themselves in direct connection with their competitors in the run who will sell more and who 
will grab consumer’s attention first. Consumers react to unusual things and the more an ad 
gets distinctive from others, more attention and criticism it gets. 
 
2.3.4.1 The case of “Blackspot Unswoosher” sneakers 
 
“Blackspot” sneakers are created and designed to be a more sustainable eco-friendly and less 
branded version of Nike sneakers. Their main goal is to raise awareness among consumers on 
the consumerism side of Nike brand and their branding influence. They are an alternative for 
consumers aware of the issues of cheap labor production and bad working conditions. 
Blackspot shoes are made of hemp, recycled tires, vegan leather and produced in fair-trade 
factories. They also sell only to independent retailers worldwide in order to cycle money back 
into local economies (Adbusters Media Foundation, 2016). Whatsoever, “Blackspot” sneakers 
have no printed logo or name on them.  
 
Nevertheless, Adbusters “Blackspot” brand has no difference than a regular brand (Haiven, 
2007). It is also on the market to fulfill a gap and attract consumers interested in pushing 
away mainstream brands and limiting themselves towards ecological vegan brands.  
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Figure 7. Unswoosher. Source: Vegankicks.com6 

 

  
Figure 8. Blackspot sneaker. Source: Environmental.info7 

 
Their advertisement and brand personalization for “Blackspot” sneakers can be perceived 
same as every other commercial for a consumerism brand. According to Haiven (2007), as it 
is a subvertisement it makes it unique and somehow different from others. Branding an anti-
consumerism organization is a brave idea but it can be viewed and criticized from different 
angles. Klein (2000) explains that in these information-numb times, we are beyond being 
abruptly awakened by a startling image, a sharp juxtaposition or even a fabulously clever 
détournement. Furthermore, Adbusters while fighting with their enemies – corporate 
companies, use the same tactics of branding and same commercial ads. With these actions, 
they distance themselves from being an alternative brand. They got involved in the system of 
branding, advertisement and consumerism (Klein, 2000). 
 
                                                
6 Environmental, 2006. Unswoosher. Available at: <http://blog.environnemental.info/2006/06/the-blackspot-
anticorporation-les-seules-chaussures-ecolo-equitables-anti-marques-et-anticapitalistes/> [Accessed 3 May 
2016]. 
 7 Environmental, 2006. Blackspot sneaker. Available at: <http://blog.environnemental.info/2006/06/the-
blackspot-anticorporation-les-seules-chaussures-ecolo-equitables-anti-marques-et-anticapitalistes/> [Accessed 3 
May 2016]. 
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The case of “Blackspot” sneakers is indicating the relevance of using branding and brand 
personalization in making products more appealing to consumers. Even tough, Adbusters are 
fighting against consumerism and the power of brands, they are in a way involved in this 
branding system. By selling a collection of sneakers, they are having a brand with a clear 
brand persona of their own. As a conclusion and relevance of this part, brands play important 
role in the fashion and business world and branding can be seen as a powerful tool that even 
anti-branding organizations are using.  
 
2.4 Summary of Theory 
 
In conclusion, literature review consists of the theoretical framework describing main 
elements of this study - brands, branding, brand personalization, consumer perception and 
Adbusters influence. It gives several definitions of what a brand is from different authors that 
play important part in the field of branding and marketing such as Kotler, Kendall and Aaker. 
One most common definition is that the brand is a name, term, design, symbol, or other 
identifying characteristic of a product or service that distinguishes it from other products of 
services. On this definition the whole concept of branding is built – to make a unique product 
and grab attention of consumers. Brand personalization became very effective because 
through creation of human characteristics for a brand, marketers build a strong connection 
with consumers who relate to those characteristics. Creating a brand personality is nowadays 
a continuous process that is used by many fashion brands to build the right brand identity and 
brand image perceived by consumers. To build a brand, you need as much time as it takes one 
person needs to build a reputation in the society. This means that the brand must be unique, 
special and different from others. Between the needs and goals are smaller and bigger 
obstacles that can be overcome with the right level of motivation. To what extent will 
satisfaction be achieved, depends on self concept of a consumer and their perception of a 
brand. 
 
Personalization of fashion brands has a significant impact on the success or failure of fashion 
lines and companies. Consumer perception is influencing personalization used by fashion 
companies. Consumers are the ones that are targeted. Brand personas are created to attract no 
other than those same consumers, who have the choice of rejecting or accepting a certain 
brand. But usually, consumers are already being prepared for realise of a new collection, sub-
brand or a new brand (Solomon and Rabolt, 2009). They are being influenced without even 
knowing it, by special marketing techniques that are surrounding their everyday life. And we 
come up to a question, how many decisions consumers make by themselves? Following this, 
we come up to so called anti-brand Adbusters.  
 
Adbusters through their actions and campaigns are trying to make consumers more conscious, 
more active and more aware of factors influencing their perception of a brand (Klein, 2000). 
Solomon and Rabolt (2009) point out that consumer in fashion industry is an individual 
making his decisions depending on his taste but also depending on attractiveness of brand 
persona. The aim behind Adbusters is to change this decision making. They want to make 
consumers think about brands before buying, what is behind the brand and is it worth of 
spending money on it. They are the ones who want to make consumers more aware and 
consistent in their beliefs and relations to brand personas (Dery, 2010). Are they succeeding, 
is going to be examined in Chapter 4.  
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3 Research Methodology 
 
 
The purpose of Research Methodology chapter is to give an overview of how research was 
conducted. Suitable methodology approach needs to be structured in order to be able to 
answer previously formulated research questions. Problem approach is deductive, as it starts 
from theory to gain more understanding of the subject. The research position, research 
approach and research design that influence the overall results and findings are going to be 
explained. Furthermore, data collection strategy and data analysis strategy are presented and 
discussed. Quality of the research is assessed by evaluating reliability, validity and 
generalizability. 
 
 
3.1 Research Process Overview 
 
The study started by looking at the literature of branding, brand personalization with focus on 
the consumer perception, adbusting and culture jamming. After previously stated research gap 
is founded, research questions are developed from the problem of connecting brand 
personalization and adbusting in one research study. The research process then continued with 
the collection of data and insight into more detailed theory of brand personalization, consumer 
perception and adbusting. This is of a great contribution for developing and connecting 
important variables. In the case of this study, scientific books, journals and articles were used 
which contributed for building analytical theoretical tool of the research project. Selective 
observation of brand personalization and adbusting phenomena within fashion industry is 
done and results were found in an empirical framework conducted by online questionnaire. 
Interesting parts of findings were more detail analyzed, based on the literature review as a 
framework. This has resulted with an descriptive analysis which contributed in answering the 
research questions and fulfilling the research purpose, can consumer perception of brand 
personalization be influenced by Adbusters subvestisement ads. Final conclusions are drawn 
based on the revision of theory.  
 
3.2 Research Position 
 
According to Bryman and Bell (2015) depending on the information that is needed to answer 
the research questions, there are four different types of research positions: exploratory, 
descriptive, casual and predictive research. For the purpose of this research, exploratory and 
descriptive research positions have been chosen.  
 
Descriptive research position describes certain characteristics for a wider number of people. It 
is giving answers to questions who, what, when, where and how (Bryman and Bell, 2015). It 
is frequently used by marketing specialist to determine how purchase decisions are being 
made, what are people’s reactions to certain actions or just to identify the size of the market 
and who are the competitors. 
 
The research purpose is to describe how consumers perceive brand personas before and after 
the Adbusters influence and what is the interrelationship of consumer-brand relation. Having 
this in mind, the study is seeking for an insight into a general problem, relevant variables, the 
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decision alternatives and different answers to different influences. The study is focused on 
gaining knowledge and looking into characteristics of population focused on their perception 
of fashion brands. Description research position is being conducted. 
 
3.3 Research Approach 
 
Bryman and Bell (2015) described two different scientific research approaches, quantitative 
and qualitative. Quantitative research approach is described as entailing the collection of 
numerical data and as exhibiting a view of the relationship between theory and research as 
deductive, a predilection for natural science approach and an objectivist conception of social 
reality. Quantitative research is based on gathering large number of numerous data where 
relationship with respondent is not close. Qualitative research approach usually emphasizes 
words rather than quantification in the collection and analysis of data. Research is inductivist, 
constructionist and interpretivist (Bryman and Bell, 2015).  
 
For this research, quantitative research approach is being used to collect primary data. The 
information is gathered through an online questionnaire about the perceived personality of 
original commercial ads and Adbusters subvertisement. Gather data is quantitatively analyzed 
and expressed in numbers and percentages. Due to the time limitations of the study, 
qualitative analysis of close relationship with respondent is not being conducted. 
 
3.4 Research Design 
 
Research is focusing on a subject that has rarely been combined before, brand personalization 
and anti-branding organization Adbusters Media Foundation. Theory and knowledge about 
brand personalization exists and is widely known and used. Knowledge about goals and 
Adbusters actions is less known in comparison to brand personalization, but studies are being 
conducted before. The combination of these two aspects is not commonly used in one 
research study and it is rare and unique. In order to connect them, theory is first being 
analyzed. Quantitative research questionnaire is being created to gather primary data and to 
get the overview of the respondent’s connection to brands and reactions to commercial ads of 
both sides.   
A cross-sectional survey research design of analysis is chosen to capture the patterns of 
association and relationship between variables if there is any. This choice is being made due 
to the definition of survey research by Bryman and Bell (2015), a cross-sectional design in 
relation to which data are collected predominantly by questionnaire or by structured interview 
on more than one case in order to collect a body of quantitative or quantifiable data in 
connection with two or more variables, which are then examined to detect patterns of 
association. Cross-sectional survey research is applied to generate the theory and test the data 
gathered in the questionnaire. Since the two variables have not commonly been mentioned 
before in the same study, this approach is acceptable and suitable. 
 
According to the cross-sectional survey research, researches are interested in the variation 
between cases, thus several cases have been used based in the field of fashion industry. Those 
cases are global known brands, Tommy Hilfiger, Calvin Klein and Nike. While theory is 
being read and written, consequently quantitative data was being gathered with the 
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questionnaire at a single point in time, more or less simultaneously. After the collected data, 
analyses were conducted and conclusions were being drawn. 
 
3.5 Data Collection Strategy 
 
Data collection strategy is detailed developed in order to fulfill the quantitative research 
purpose of the study. Method of data collection strategy that fulfills the research purpose is 
self-completion online questionnaire. The study is focused on consumers and their perception 
of brand personalization. The quantitative approach is being conducted to provide valid and 
useful data. Thereby brand personalities of three fashion brands are evaluated and matched 
with the brands perspective stated in the mission statement. This is the base to identify if the 
brand is succeeding or not in the action to create the right brand persona. Moreover, the whole 
questionnaire is being underlined with the subvertisement created by Adbusters to test 
consumer’s reaction and does their perception of the brand changes after seeing those 
commercial ads. The all three research questions are being answered by questionnaire and 
analyzed in the results.  
 
3.5.1 Type of sampling 
 
According to Bryman and Bell (2015), there are two main types of sampling, probability and 
non-probability. In the case of this study non-probability sampling is used which refers to 
sample that has not been selected using a random selection method, some units in the 
population are more likely to be selected than others (Bryman and Bell, 2015). To be even 
more specific, non-probability convenience sampling was used with the convenience sample 
that was most accessible for the research. Sample is focused on respondents from researcher’s 
personal and professional environment. 
 
3.5.2 Questionnaire 
 
The quantitative method for collecting data in this study is self-completion interview that is 
distributed online on the Internet (Appendix 1). Self-completion interview is completed by 
respondents themselves and it is the main instrument for gathering data using social survey 
design (Bryman and Bell, 2015). The great advantage of this type of interview is that it is easy 
to distribute in larger amounts and cheap due to the administration.  
 
Questionnaire of this study is divided into three complementary parts. The first part of the 
questionnaire starts with the set of five questions focusing first on the age, level of education 
and educational background. The goal was to have different age groups and more diverse 
educational background in order to get information from different profiles of respondents and 
to collect more generalizable data. To get to know better consumers, how they connect to 
brands, their values and can they easily be influenced by commercial ads, questions 4. and 5. 
are being asked with a simple “Yes” or “No” answer. Further, questionnaire continuous with a 
brief description of brands associated with human characteristics to inform, respondents about 
the research topic. Three brands were chosen: Tommy Hilfiger, Calvin Klein and Nike. 
Criteria were globally known brands, brands with strong marketing campaigns that use brand 
personalization and brands that are in Adbusters focus to have the parallel between them. 
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The second part of the questionnaire is based on set of four questions for three different 
brands. The concept is the same for every brand. First, pictures of ads are shown that reflect 
values of the brands. These pictures are chosen as the original brand campaign pictures that 
are also used as a base for Adbusters parody pictures. Next question is scale-based where 
respondents need to evaluate which of the given characteristics they see in these ads. There is 
a scale of four options going from “Unlikely” to “Likely”, to exclude those respondents who 
would give neutral answers. Group of 8 characteristics in total are already given in order to 
have clearer results and not to have too many different answers. The second question in this 
group is to see how consumers strongly relate to these given values made with brand 
personalization technique. Mission statement of all three brands is given in order to test how 
successful brands are in creating commercials in connection to their personalized image. And 
the answers are simple as possible “Yes” or “No” in order to get the first answer that pops in 
the mind of the respondents. The last question is given to see how they strongly feel about 
those brands and it contributes in comparison with the first question in the third part of this 
questionnaire. 
 
The last part of the survey is focused on Adbusters commercial ads and it starts with Tommy 
Hilfiger ad “Follow the herd”, Calvin Klein “Don’t underestimate yourself” and Nike 
“Unswooshing”. The goal of these commercials is to show the different side hidden behind 
the brand and fashion industry in general and to see consumer’s opinions and reactions. The 
first question in this part is the same repeated question from the second part in order to easily 
compare how consumers feel strong about these three brands after seeing Adbusters ads. The 
two other questions are more focused just on Adbusters. The reason is to have a direct answer 
from respondents to see how they perceive Adbusters influence on the perception of the 
original created brand personality. Since the last question is scale based, it is preferable to ask 
respondents to explain their answer above. 
 
The purpose of the online questionnaire is focused on three goals. First, it is used as a 
quantitative background to present the brand personality of three brands and to see 
consumer’s perception of them which gives information for answering the RQ1. In addition, 
the information how they connect with perceived values are collected. Furthermore, it gives 
information does the brand through their personalized commercials succeeding to accomplish 
that consumers see the values stated in the mission statement, which is focused on answering 
RQ2. After narrowing down the research area, it is showing Adbusters subverstisement and 
how are they influential towards consumer perception. It gives answer to RQ3. 
 
3.5.3 Participants 
 
Since this study is focusing on consumer perception of brand personalization, it was crucial to 
gather as much as responds from different age groups and different educational backgrounds. 
Age groups are set from 15 to 54, because those groups are in most cases the target groups of 
mainstream fashion brands. This study is excluding the information about the gender because 
it is not relevant information for answering research questions. Nationality is also not 
included due to the fact that chosen fashion brands and commercial ads have transnational 
global relevance for the consumer and are not connected to a specific geographical region. 
Ideal candidate criteria was a respondent aged from 15 to 54, that is familiar with the brands 
and values that they want to show but does not previously know about the Adbusters 
organization and their aim so he/she can be more objective in the end. A total number of 101 
questionnaires were answered through the online portal Thesistool.com.   
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Age group structure, educational level and educational background structure are shown 
graphically bellow to have a clear overview of the total sample. Those are the demographic 
information gathered through the online questionnaire and later used to answer RQ1. 
 

  
Figure 9. Participants’s age groups 

  
Figure 10. Participant’s level of education 
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Figure 11. Participant’s educational background 

 
Graphs are showing the sample of total 101 answers of participants. The majority of 
participants 75% are aged from 20 to 29 years old. Respondents are well educated due to the 
fact that 76% of them have Bachelor and higher level of education. Lower levels of education 
are present due to the fact that 5% of the respondents are aged from 15 to 19. Among 
participants, there is a wide spread of educational background from Economics to military 
orientation. Majority of participants 68% have background in Economics, Marketing and 
Fashion.  
 
3.6 Ethical Aspects 
 
During the research study, four ethical principles are being followed in order to provide 
trustworthy and security of participants. According to Bryman and Bell (2015) those 
principles are focused on examining whether there is harm to participants, lack of informed 
consent, invasion of privacy and deception. Since the questionnaire is online based and 
anonymous and previous pilot studies were conducted, there is no physical harm, harm to 
self-esteem, stress or harm for future prospects of participants. Participants are well informed 
with the research topic and the research purpose since there is a brief introduction in the 
beginning of the questionnaire. Deception is avoided as the research topic and research 
purpose is presented exactly as it is. Further, their privacy is well secured since their answers 
are anonymous and used just for the study purposes.  
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3.7 Data Analysis Strategy 
 
Data gathered by online questionnaire via Thesistools.com is carefully analyzed using 
univariate analysis and bivariate analysis. Univariate analysis refers to the analysis of one 
variable at a time (Bryman and Bell, 2015). These analyses are used to give a basic for 
bivariate analysis and answering research questions. Each research question is answered by 
connecting several variables and extracting conclusions. Furthermore, percentages are 
calculated for each question and being shown in diagrams and contingency tables. Diagrams 
are the most frequently used since they are easy to interpret, analyze and understand. In bar 
chart, every bar is separated from each other and the suggested answers are shown on X-axis, 
while the total number of answers by respondents is shown on Y-axis.  
 
Under each diagram, a brief explanation of each answer is given under the diagram. The 
reason is to inform readers of this study more about what knowledge is gain with each 
diagram and why the findings are valuable to the study. Comparison between questions and 
variables is being also used to analyze the relationship and connection between them, which 
indicates to bivariate analysis.  
 
3.8 Assessing the quality of the study 
 
In order for the study to be trustworthy, the reasons, choices and research process are being 
described in the text above. The study to be credible enough it needs to have the approved 
level of validity, reliability and generalizability. The study is examined due to these three 
criteria. As a note, there were a couple of difficulties, since the study is based on consumer 
perception of brand personalization which contains psychological aspect. There are a lot of 
variations from a consumer to consumer when it comes to perceiving original commercial ads 
and Adbusters ads. This study is interested in those different views and beliefs about brand 
personalization. 
3.8.1 Validity 
 
Validity is concerned with the integrity of the conclusion that is generated from a piece of 
research. It concerns whatever the research is measuring what it claims to measure (Bryman 
and bell, 2015). In this case, the study is measuring how much access it gained to the 
consumer’s real perception of personalized ads of the original brand and Adbusters. The 
questionnaire is conducted in English because this is an international official language. Since 
the questionnaire was online, international respondents are being involved. However, 
respondents have different levels of English language skills. The language factor can make an 
influence on the respondent’s perception and answers. For some respondents, it can be a 
problem that they cannot express themselves in a right way. Those differences can be difficult 
to capture when the data is being gathered. 
 
To resolve these difficulties, make the questionnaire more approachable for respondents and 
more valid, a pilot study of the questionnaire was being conducted before publishing it online. 
The pilot study was done as pre-testing among international students with the aim to have as 
many different nationalities as possible. The goal was to see how they understand the 
questions, how they fulfill them and is the time to fulfill the questionnaire reasonable. It was 
administrated in the same way as the original questionnaire. Answer to every question was 
evaluated, to check if it gives valuable answers and responses in adequate way. After the 
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feedback of pilot respondents study, couple of changes to the questionnaire was being made to 
increase the level of internal validity.  
 
In the group of five first questions, questions about gender and nationality were deleted 
because they were evaluated as not relevant to the study. Instead of those two questions, 
questions about the connection to brand values and commercial ads influences are added. 
Initially, questions about characteristics that can be seen in the brands original ads were 
managed in three different ways. For Tommy Hilfiger, there were lines, where respondents 
could write their own answers. For Calvin Klein, there were given characteristics where 
respondents had to circle five of them. And for Nike, the questions looked like in the current 
questionnaire with Likert scales but with 5 rating options. Due to the difficulties and answers 
from a different perspectives, these three questions were changed to Likert scales with eight 
different characteristics and four rating options from “Unlikely” to “Likely”. The reason for 
putting four rating options is that this study does not want to have neutral answers that could 
have been answered if the respondent chose option number 3 in the rating scale. After 
changes, one more pilot study was conducted among the same people. After the feedback, 
expected time for fulfilling and no difficulties of understanding questions, the questionnaire 
was distributed online. This way, the validity of the questionnaire and the study was 
additionally ensured. 
 
3.8.2 Reliability 
 
Reliability is concerned with the question of whether the results of the study are repeatable, 
comprehensive and transparent. It is usually connected with the quantitative research and 
whether measures are stable or not (Bryman and Bell, 2015). The goal for the study to be 
reliable is to stay objective and distant from the material that is being researched and data that 
is being collected. The reliability from this perspective is accomplished since the 
questionnaire is an online type and there is no direct contact with the respondents while they 
are giving the answers. Respondents cannot be influenced in any way by the author.  
 
Collected data was statistically analyzed and illustrated with the help of graphs and 
contingency tables. The goal was to gain an overview of the topic being researched. The 
online questionnaire gave valid responses that reflected consumer’s perception of brand 
personalization in the case of Tommy Hilfiger, Calvin Klein, Nike and Abusters on the other 
hand. The answers were used as a valid basis for writing the discussion and conclusion in the 
end. Furthermore, questions were created using reliable theory connected to the research 
topic. 
 
3.8.3 Generalizability 
 
Generalizability is concerned in what amount are the findings replicable to others, can they be 
derived to other settings (Bryman and Bell, 2015). The research is applied to different age 
groups from 15 to 54, different education levels and different educational background so the 
replication field is not really strict and narrowed down since the goal was to have more 
diverse respondent groups. This study can be relevant to accompany brand personalization 
theories since it draws the parallel with Adbusters ads and their brand personalization 
techniques as an anti-brand. Furthermore ad can be also helpful in the study of consumer’s 
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perception theories because it reflects consumer perspective of original brand personalized 
ads and subvertisement ads. 
 
As for the chosen brands, the study is more limited as it can only be applicable for the fashion 
brands, brands that use personalized ads and that are among fashion brands in Adbusters 
“Fashion Slashin” campaign. On this basis, the research can be transferred for similar 
consumer perception of fashion brands with those that believe in the values presented in the 
commercial ads. 
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4 Results and Analysis 
 
 
The goal of this chapter is to present the findings of gathered data via quantitative research 
approach and analyze them. It gives a general overview of each fashion brand, their 
perceived characteristics and respondent’s relation to the brand values. Answers of research 
questions are given through comparison of questions from the conducted online 
questionnaire. All three research questions are covered in this part using the gathered data. 
 
 
4.1 Quantitative Research Interpretation 
 
The subject of this study is how consumers perceive brand personalization of fashion brands 
and do they change their mind when they see an Adbusters perspective of the same fashion 
brand. The research was conducted using online questionnaire of 21 questions in total. It was 
filled out by 101 respondents with age groups from 15 to 54. Respondents have different 
educational backgrounds, different level of education and different opinions about fashion 
commercial ads and brand personalized values of the brand. From total number of 21 
questions, 5 questions are concerned with respondents demographics and relation to brands. 
12 questions are related to the original fashion brand commercial ads, which are structured in 
the same way to reveal respondents view of the fashion brand. The last 4 questions are related 
to Adbusters influence with the aim to see how they perceive those same brands after seeing 
Adbusters subvertisement ads. Pictures are a major part of this questionnaire since that is the 
way how a respondent can attach human characteristics to the brand, perceive the brand 
mission statement and give answers how they see those values. 
 
For this study in particular it is of a great importance to know each respondent’s relation to 
brand values in general and what is their view of the commercial ads, are they influenced by 
them or not. To examine these variables, two straight-forward questions were asked with a 
“Yes” or “No” answer. The results can be seen on the figures bellow.  
 
Do you strongly relate to brands and their values? 
 

      
 
              Figure 12. Relation to brand values        Figure 13. Commercial ads influence 

48%52%

Relation to brand velues
Yes
No 48%52%

Commercial ads influence
Yes
No
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In both questions, respondent’s opinions about relation to brands and influence about 
commercial ads were almost equally divided. When comparing these two questions and 
looking at each respondent individually, most of the respondents, 43% of total 48% who said 
they relate to brand values gave an answer that their opinion of a brand is not influenced by 
what they see in commercial ads. This is because they have a strong connection to brand 
values perceived by previous experience, quality of the product or by brand image and it is 
hard to change those opinions just by seeing commercial ads. Other 5% feel related to brand 
values but they can be influenced by commercial ads in situations when they also feel strongly 
related with what they saw on a certain ad.  
 
As for the 52% of respondents who are not related to brand values, 47% of them answered 
that their opinion of a brand is formed by perception of a commercial ad. Since they do not 
have a relation to brand values, their opinion is easily influenced by commercial ads. Other 
5% are not related to brand values and are also not influenced by commercial ads. This is due 
to the fact that they are not interested in brands and do not follow their commercials 
campaigns. 
 
For all three brands, Tommy Hilfiger, Calvin Klein and Nike, relation to the brand values was 
51% on an average value, ranged from the lowest brand value relation 37% Calvin Klein, 
44% Tommy Hilfiger and to the highest brand relation 70% Nike. As for the characteristic 
dimensions, the ones that got most of the percentages in all three cases are Strong and 
Independent and the one with lowest percentages is Aggressive. To continue with brand 
personalized characteristics, based on the quantitative results, these three fashion brands are 
further going to be investigated showing perceived characteristics for each brand graphically. 
 
How likely would you describe “Tommy Hilfiger” as: 
 

  
Figure 14. Tommy Hilfiger profile 

 
44% of respondents are related to Tommy Hilfiger. Tommy Hilfiger is perceived as family 
oriented, strong, independent but also as attractive and down-to-earth. It is noteworthy, that 
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72% of respondents agree with the mission statement where Tommy Hilfiger is presented like 
a brand of youth and excitement but still they perceived it as family oriented with the highest 
percentage in category “Likely”. Furthermore, respondents do not strongly connect with the 
brand since 32% answered that they have no connection whatsoever to the brand and 38% 
answered that there is some connection but not a strong one. 
 
How likely would you describe “Calvin Klein” as: 
 

  
Figure 15. Clavin Klein profile 

 
The questionnaire showed that 37% of respondents are related to Calvin Klein values. They 
characterized Calvin Klein as being mostly strong, attractive, independent and exciting. On 
the other hand, Calvin Klein is not perceived like a brand who can be family oriented. 
Furthermore, 81% of respondents agreed with Calvin Klein mission statement as a brand 
which is for consumers who want to be sexy, independent, strong and confident. This is 
matching with how they perceived the brand with given human characteristics. Nevertheless, 
the majority of respondents do not feel strongly connect with the brand, since highest 
percentage of them 37% answered “Somewhat strongly”. 
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How likely would you describe “Nike” as: 
 

  
Figure 16. Nike profile 

 
Respondents felt related to Nike’s brand values in the highest percentage 70%. In the case of 
perceiving Nike characteristics respondents were giving highest answers on the scale which 
can be viewed as they have a clear vision of what Nike brand represents. Nike was seen as 
strong, exciting, independent and attractive. Thus, 85% of respondents agreed with Nike 
mission statement as a brand which brings excitement and inspiration and keeping their 
consumers on the top of their strength. Since it is a sports and fitness fashion brand, 
respondents in highest percentage perceived it to be very likely attractive even though it is not 
mentioned in the mission statement. Furthermore, Nike perceived like this, makes a strong 
connection with respondents. 47% of respondents are “Strong” connected to Nike and 25% 
feel “Very strong” connected. 
 
This study also involves the influence of non-profit organization Adbusters. The last part of 
the questionnaire is focused more on that topic. After seeing pictures respondents are asked to 
scale the influence of Adbusters in general and the influence of their “Fashion Slashin” 
campaign and explain their answers. On figures bellow, results and respondents answers are 
shown. 
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How influential do you think “Adbusters” commercial ads are? 
 

  
Figure 17. Adbusters ads influence 

 
How likely is that “Fashion Slashin” commercial ads affect your perceprion of brand 
personality of these three fashion brands? 
 

  
Figure 18. “Fashion Slashin” influence to perception of brand personas 

 
Respondents agree that Adbusters ads in general are quite influential since 72% of them 
answered that there is a greater chance for reaching out to consumer’s perception. In the case 
of “Fashion Slashin” campaign they were not sure since 43% of them answered that there are 
smaller chances for influencing perception of a brand persona. As respondents were asked to 
explain their answers, their described feelings and conclusions can be seen bellow: 
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“They bring out the true personality of a brand in a fun and eye catching way. This way they 
might catch the eye of someone who might not usually pay attention to articles published on 
how brands behave in an irresponsible way.” 
 
“The ads make you aware of the downside of the brands, however, especially with such big 
brands as the named 3 I don't think that it will influence so many consumers because the 
brands are so established that it is hard to make it very negative and get people that really for 
example stop buying the brand.” 
 
“I really think it is necessary that people criticize brands like this, because you should never 
buy into something just because the ad is awesome. It is easy to just go with the ad and 
believe that the brand is really cool, but fashion slashin gives you something to think about.” 
 
“The influence my perception because they make me think is it true what these three brands 
presents through their ads or are they just presenting themselves in more appealing way in 
order to attract more consumers and make more profit.” 
 
“Since I am a textile student and I inform myself pretty much about brands and have most 
often a strong opinion about brands. Hence, fashion slashin commercial do not influence my 
perception of brands that much. However, I think people who are not that interested in brands 
and brand development etc. might be affected more.” 
 
“I think the fact that there is a community of people out there trying to raise awareness of 
anti-consumerism through parody automatically connects with the brands' target markets. 
And thus will reach the people that are consuming the products. Furthermore this type of 
parody image is very powerful to communicate both a specific message and create a general 
vibe about the brand that might immediately tell someone the "truth" that you would maybe 
never hear from the brand itself.” 
 
“I like how they show the other face of powerful brands like these. They try to open 
customer’s eyes in very provocative way, by changing the brand personality and showing how 
fake brands present reality and that people are different and unique just the way they are, 
there is no need that everyone be from the same mold.”  
“I have so many clothes from all 3 brands. Seeing those last ads didn't affect me because I 
already have the connection with those brands and it's just a little funny to see ads like this. I 
guess people with no connection to those brands it might give an effect.” 
 
The explanation answers are divided, but the most of them lead to a conclusion that Adbusters 
commercial ads are a memorable and as couple of respondent said, sometimes funny way to 
show what is actually behind the brand. It depends on size of the brand, market reputation and 
what connection consumers have with the brand. From these explanations, it can be drawn 
that if respondents have previously built strong connection with the brand, Adbusters ads 
cannot affect their perception of brand personality. Is this true and are consumers consistent in 
their answers in general, is going to be examined in the next part. 
 
Figures above are results to questions that give basics for answering research questions since 
every research question in order to be answered involves couple of questions from the online 
questionnaire. In the next part 4.2, answers to research questions are given. 
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4.2 Answering Research Questions 
 
RQ1: How consumers within different age groups, with different education level and different 
educational background relate to brands and their values? 
 
Research question one was initially designed to examine how consumers relate to brands and 
brand values. As this thesis approaches the issue of brand personalization, a focal subject was 
to investigate and to have valid knowledge of respondent’s relation to the brands in general. 
These are the basics, without which this study cannot proceed and cannot emerge any further 
conclusions. Furthermore, relation to brands in this question is connected to age group, 
educational background and level of education variables to have a more narrowed knowledge 
of different respondent groups within the sample. 
 

Age 
groups 

Relation to brands 
and their values in 

general 
Relation to 

Tommy Hilfiger 
values 

Relation to Calvin 
Klein values 

Relation to Nike 
values 

Yes No Yes No Yes No Yes No 
15-19 1% 4% 2% 3% 4% 1% 4% 1% 
20-24 24% 19% 17% 26% 13% 30% 31% 12% 
25-29 15% 17% 14% 18% 12% 20% 22% 10% 
30-34 4% 4% 4% 4% 2% 6% 5% 3% 
35-39 2% 2% 3% 1% 1% 3% 3% 1% 
40-44 2% 2% / 4% 1% 3% 2% 2% 
45-49 / 2% 2% / 2% / 1% 1% 
50-54 / 2% 2% / 2% / 2% / 
Total 48% 52% 44% 56% 37% 63% 70% 30% 
 

Table 1. Comparison between age groups, general relation to brands and relation to three 
brands individually 

 
The primary quantitative findings reveal that it is generally difficult for consumers to decide if 
they are related to the brands and their values since the total number of answers is divided 
almost equally in two separate halves. Consumers opinions within different age groups is also 
divided very closely but consumers between 20-24 show the highest relation to brands in 
general since they are the ones who wear different styles and in general like exploring. This 
could be interpreted that they are still in the phase of discovering and trying out different 
brands and they easily get attached to brands that they like. Building relations with brands 
within this age group is easier since they have more choices and are a target of great number 
of fashion brands. Other age groups are more indecisive. The quantitative results narrowed 
down to three fashion brands show slightly smaller difficulties with relation to brands and 
their values. When we look at all three cases, we can comprehend that brand relation depends 
on what type of brand it is and how much it is appealing for the consumer.  If we take a look 
at the case of Tommy Hilfiger and Calvin Klein, there are slight differences, but consumers 
from 20-24 feel less related to these two brands, even though the majority of them answered 
that they relate to brands and their values in general. In the third Nike case, consumers in 
every age group, except 40-49, feel strongly related to this brand. After analyzing, we can 
conclude that these results indicate a variation between age groups in the relation to brands 
and their values. According to these quantitative findings, this variation has to be interpreted 
as highly brand-specific. 
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Education level 
Relation to 

brands and their 
values in general 

Relation to 
Tommy Hilfiger 

values 
Relation to 

Calvin Klein 
values 

Relation to Nike 
values 

Yes No Yes No Yes No Yes No 
Primary 
education 2% 1% 3% / 2% 1% 2% 1% 

Secondary 
education 6% 15% 9% 12% 9% 12% 20% 1% 

Bachelor or 
equivalent 20% 23% 17% 26% 14% 29% 25% 18% 

Master or 
equivalent 19% 12% 13% 18% 10% 21% 21% 10% 

Doctoral or 
equivalent 1% 1% 2% / 2% / 2% / 
Total 48% 52% 44% 56% 37% 63% 70% 30% 
 
Table 2. Comparison between education level, general relation to brands and relation to three 

brands individually 
 
Furthermore, going deeper into analysis, relation to brands and their values is connected with 
educational level of consumers. Consumers with Master educational level are the only one 
who feel related to brands and their value. This is due to the fact that most of the respondents 
on Master level have fashion or marketing background which is going to be discussed further 
in the study. Consumers within different educational level groups are more consistent in their 
answers in comparison to their answer to relation to brands in general. There are smaller 
differences but in the case of Tommy Hilfiger and Calvin Klein most of them stayed 
consistent. This might be due to the fact that they truly do not relate to brands in general or 
they do not relate to these two specific brands. In the case of Nike, consumers from every 
educational level group feel strongly related to the brand. Thus, to summerize, also like in the 
case of age groups, consumers within different educational levels relate to brands and their 
values differently depending on the brand. It is not due to the fact that they do or do not relate 
to brands in general. It is again highly brand-specific.  
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Educational 
background 

Relation to 
brands and their 
values in general 

Relation to 
Tommy Hilfiger 

values 
Relation to 

Calvin Klein 
values 

Relation to Nike 
values 

Yes No Yes No Yes No Yes No 
Economics 17% 23% 19% 21% 11% 29% 27% 13% 
Marketing 13% 3% 3% 13% 9% 7% 14% 2% 
Fashion 8% 4% 7% 5% 3% 9% 4% 8% 
Textile 
engineering 2% 6% 3% 5% / 8% 4% 4% 
Business 
administration 4% 1% 2% 3% 2% 3% 3% 2% 
Geographics 1% 1% 1% 1% 1% 1% 2% / 
Agriculture / 2% 2% / 2% / 2% / 
Hairdresser / 1% 1% / 1% / 1% / 
Mechanical 
technician 1% 5% 4% 2% 4% 2% 6% / 
Medicine / 2% / 2% 2% / 2% / 
IT 1% / 1% / / 1% 1% / 
Teacher  / 3% / 3% 2% 1% 2% 1% 
Chemist 
technician / 1% / 1% / 1% 1% / 
Military 1% / 1% / / 1% 1% / 
Total 48% 52% 44% 56% 37% 63% 70% 30% 
 
Table 3. Comparison between educational background, general relation to brands and relation 

to three brands individually 
 
Consumers with different educational backgrounds perceive and are related to brands 
differently. After analyzing data, in this study there is 13 different educational backgrounds, 
but since economics, marketing and fashion background are in the majority, they are going to 
be focus for answering this research question. Consumers with marketing or fashion 
background, who work with brands in general have higher relation to them, since they are 
more familiar about them or work with developing them. Brands are involved in their every 
working day and they need to pay attention to them. Consumers with economics background 
are more conscious and they do not want to be led by brands so in general they do not relate 
to brands and their values. But what happens when we take a look at their relation to a 
specific brand? In this case also there are variations between educational backgrounds and 
different brands. Consumers within economics may answered they do not relate to brands but 
in the case of Nike they show double higher percentage of relation to the brand. The same 
case we have with consumers within marketing and Tommy Hilfiger where they relate to this 
brand in much lower percentage. 
 
Aaker (1996) states that brand type, brand attributes, benefits, what emotions and attitudes it 
evolves, all influences the consumer’s relation to the brand no matter what age, educational 
background or educational level they are. According to the same author, brands are those who 
individually influence each consumer. Relation to brands depends of how consumer perceives 
a brand and according to Wheeler (2012), every consumer has his own perception of a brand. 
Perception is about receiving and organizing stimuli from the eternal environment. Relation to 
brands is based on identifying to the brand and seeing the brand as a person than just a 
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products (Travis, 2000). Some brands may be more or less desirable. As for this study, 
consumers may state that they do not relate to brands or their values in general, but most of 
the consumers have their brand that they feel related to, like in this study in the case of Nike. 
Consumers may think they are consistent in their decisions and beliefs and that those cannot 
be influenced by marketing or branding. But in the end, every brand has his own way to get to 
target consumers and make a strong relation to the brand (Travis, 2000). 
 
 
RQ2: Do consumers perceive a brand in the same way as the brand wants to be seen? 
 
Research question two investigates the question do consumers perceive a brand in the same 
way as the brand wants to be seen. In essence it involves using brand original mission 
statements as variables for comparison. The aim is to examine do consumers after seeing 
commercial ads of original brand in the questionnaire perceive the brand in the same way as it 
is stated in the mission statement. If not, how they perceived the brand, is an important fact to 
examine to check their answer. It is crucial to see if their answers are opposite from mission 
statement values.  
 

  
Figure 19-21. Agreement with the brand mission statements – Tommy Hilfiger, Calvin Klein 

and  Nike 
 
As the mission statements is a summary of aims and values of the brand and how it wants to 
be perceived in the society and among consumers, good way of examining this research 
question was comparing missions statements and what consumers saw in the commercial ads. 
According to consumer’s answers, brands succeed in being seen in a desirable way among 
consumers since there is a high level of agreement with the mission statement in all three 
cases. But how did consumers who did not agree with the mission statement perceived these 
three fashion brands according to what they saw on commercial ads? 
 

Scale 
values 

Exciting Family 
oriented 

Strong Independent Aggressive Down-
to-earth 

Dreamy Attractive 
Unlikely 3% 5% 1% 3% 19% 9% 2% 5% 
Somewhat 
unlikely 6% 5% 9% 9% 6% 6% 10% 8% 
Somewhat 
likely 8% 8% 12% 10% 3% 8% 12% 10% 
Likely 11% 10% 6% 6% / 5% 4% 5% 

 
Table 4. Structure of answers of respondents who did not agreed with the Tommy Hilfiger 

mission statement 

72%
28%

TH mission statement
Yes
No 81%

19%

CK mission statement
Yes
No 85%

15%

Nike mission statement
Yes
No
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According to their mission statement, Tommy Hilfiger says “we believe the spirit of youht, 
excitement, independence is our greatest inspiration. Strenght and attractiviness is the key to 
value and excellence, in making quality a priority of our lives and products. By respecting 
one another we can reach all cultures” (Tommy Hilfiger, 2016). Adjectives that are used in 
this mission statement are exciting, strong, independent, attractive. All these are scaled the 
highest among those consumers who did not agree with the mission statement. This might be 
due to the fact that they perceived commercials in this way but they do not agree or they do 
not prefer Tommy Hilfiger brand in general. They decided in this case, not to agree with the 
mission statement. Furthermore, they perceived tommy Hilfiger as family oriented brand, but 
the brand wants to be oriented towards “spirit of youth”. This may be the reason of 
disagreeing with the mission statement and not perceiving the brand as it wants to be seen.  
 

Scale 
values 

Exciting Family 
oriented 

Strong Independent Aggressive Down-
to-earth 

Dreamy Attractive 
Unlikely 5% 16% 2% / / 15% 2% 1% 
Somewhat 
unlikely 2% 3% 3% 5% 4% 4% 3% 3% 
Somewhat 
likely 10% / 9% 11% 6% / 12% 10% 
Likely 2% / 5% 3% 9% / 2% 5% 

 
Table 5. Structure of answers of respondents who did not agreed with the Calvin Klein 

mission statement 
 
Calvin Klein wants to be seen as a brand for “sexy, independent, stong & confident” (Calvin 
Klein, 2015) consumers. Consumers who do not perceive Calvin Klein as it wants to be seen 
through their mission statement, saw this brand as independent and attractive but also 
aggressive. For them, Calvin Klein commercial ads were exaggerated since they are using 
naked models which represent the perfect body figure. That was not their perception of how 
sexy or confident should look and they decided not to agree with the mission statement. 
Nevertheless, they may perceive the brand as sexy, strong and confident because this is how 
todays’ society think attractive and strong should look. But individually, when they put these 
general conclusions on side, in this case, they do not perceive the brand as the brand wants to 
be seen. 
 

Scale 
values 

Exciting Family 
oriented 

Strong Independent Aggressive Down-
to-earth 

Drea
my 

Attractive 
Unlikely / 4% / / / 3% 8% / 
Somewhat 
unlikely 2% 9% 2% 3% 4% 9% 3% 1% 
Somewhat 
likely 3% 1% 2% 10% 8% 2% 2% 5% 
Likely 10% / 11% 2% 3% 1% 2% 9% 

 
Table 6. Structure of answers of respondents who did not agreed with the Nike mission 

statement 
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Nike as a sports and fitness brand wants to be perceived as an exciting, strong and 
independent brand which pushes the limits of their consumers and take them to the top of 
their strength. This is what Nike (2016) states in their mission: “bring inspiration, excitement 
and innovation to every athlete in the world (if you have a body you are an athlete). Strong, 
independent mind is what makes you to be on the top.” Consumers saw all these adjectives, 
from exciting, strong to attractive, in shown commercial ads. But as it was with Calvin Klein, 
that thought the brand was to intrusive and aggressive in his campaigns. That may be, because 
of the athletes that Nike is using or slogans who sound to them to pushy and over the top. 
Nike is partially perceived as it wants to be seen, but 14% of them perceived it to be also 
aggressive which is not the profile Nike wants to be involved in.  
 
Consumer perception of brands is individual and each consumer reacts to different stimuli 
differently (Solomon and Rabolt, 2009). This is also shown in the study of these three 
different fashion brands. Tommy Hilfiger, Calvin Klein and Nike are globally known brands 
and consumers know what they stand for. Majority of consumers will perceive a brand as it 
wants to be seen but it is always going to be those who perceive brands and their commercial 
ads differently from case to case. Just small variations in colors, slogans, logos or models 
used in the commercial ads can lead consumers characterizing the brand as intrusive or 
exaggerated (Wheeler, 2009). Overall image and persona that they connected and build for 
the brand need to be carefully handled and used in a consistent way. According to Aaker 
(1996), when consumers perceive brand persona, brand adjectives, attitudes and emotions in a 
way that attracts their attention, they will build a strong connection with the brand. This 
perception may be influenced and there are different results, which is examined to answer 
research question three. 
 
 
RQ3: What influence Adbusters have towards brand personality created by original fashion 
brand?  
 
Research question three deals with Adbusters influence towards built brand personality of 
original fashion brand. Consumer perception of brand personalized ads tend to be influenced 
by external factors coming from their environment and culture jamming techniques of making 
parody ads used by Abusters. However, most of the studies neglect to investigate how 
influential these subvertisements can be. Thus, considering these external influences, main 
focus of RQ3 is going to be to investigate how much they change consumer’s perception of 
brand personality of a brand. This research question also involves information about 
consumers about their general opinion on how much they think commercial ads influence 
their opinion of a brand.  
 
 Tommy Hilfiger Calvin Klein Nike 

Before After Before After Before After 
Not strong 32% 38% 20% 35% 10% 29% 
Somewhat strong 38% 36% 37% 31% 18% 23% 
Strong 23% 20% 32% 27% 47% 25% 
Very strong 7% 6% 10% 7% 25% 23% 
Total 100% 100% 100% 100% 100% 100% 
 

Table 7. Comparison between relation to brands before and after seeing Adbusters ads 
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Changes on how strong connected consumers feel before and after seeing Adbusters ads can 
be seen in all three fashion brand cases. Consumers who felt very strong connected to the 
brand in all three cases, most of them did not change their perception after seeing Adbusters 
ads. It is noteworthy to mention, that those who changed their perception and very strong 
connection to the brand, connection was still strong but not in the highest values. Most of the 
changes were made among those consumers who do have very strong connection to the brand. 
Most of them gave lower answers on the scale.  Interesting to note is that in the case of 
Tommy Hilfiger there were not made big changes as it is with Calvin Klein and Nike. 
Number of consumers who do not strongly connect with the brand increased for 15% in 
Calvin Klein case and 19% in Nike case. Especially for Nike this is crucial since there was a 
strong relation (70%) to brand and values. Adbusters ads in this case fulfilled their aim.  
 
In summarization, Adbusters influence on consumer perception of brand personalized ads 
exists. In some cases it is more visible, in other it is not. It depends what kind of influential 
factors are used, what is shown on the ads and how strong previous consumer’s connection 
with the brand is. For example, in the Nike case, an Adbusters ad is shown concerned with 
current underpaid labor. Since that is currently a big topic concerning our global market it has 
also bigger influence among consumers. If consumers are strongly opinionated about the 
brand they can change their mind, but that is usually not the case. Also what can be influential 
is how they form their perception of a brand trough commercial ads, are they generally 
influenced by them or not. Next part is focusing on that comparison. 
 
 Tommy Hilfiger Calvin Klein Nike 

Before After Before After Before After 
Not strong 14% 25% 7% 20% 2% 12% 
Somewhat strong 14% 15% 17% 14% 13% 16% 
Strong 16% 6% 15% 7% 19% 12% 
Very strong 4% 2% 9% 7% 14% 8% 
Total 48% 48% 48% 48% 48% 48% 
 

Table 8. Comparison between relation to brands before and after seeing Adbusters ads – 
respondents influenced by commercial ads 

 
 Tommy Hilfiger Calvin Klein Nike 

Before After Before After Before After 
Not strong 12% 19% 8% 18% 3% 10% 
Somewhat strong 18% 19% 16% 20% 7% 6% 
Strong 15% 8% 22% 9% 19% 16% 
Very strong 7% 6% 6% 5% 23% 20% 
Total 52% 52% 52% 52% 52% 52% 
 

Table 9. Comparison between relation to brands before and after seeing Adbusters ads – 
respondents not influenced by commercial ads 

 
More than 50% of consumers, who participated in this study, stated that their opinion of a 
brand cannot be influenced by what they see on a commercial ad. On tables above is shown 
how consumers both, who are influenced and who are not influenced by commercial ads, feel 
strong about three fashion brands before and after seeing Adbusters ads. Changes can be seen 
in both tables even though second table is focused on consumers who think of themselves as 
not influenced by commercial ads. This shows that consumers are not consistent in their 



 

- 45 - 

statements in most of the cases and that they subconsciously are influenced by personalized 
commercial ads. 
 
Adbusters ads do have influence towards brand personality created by original fashion brand. 
72% of consumers involved in this study said that Adbusters ads have influence on consumer 
perception in general and they were correct. Klein (2000) in her book “No Logo” is reffering 
to a conclusion that adbusting organizations can be influential towards consumer perception 
and she was right. The main Adbusters goal is to make consumers more conscious about what 
is behind branding techniques and mass consumerism and through their ads they are 
accomplishing it (Bordwell, 2002). Through their parody ads they involve more awareness 
and perceiving brands from a different perspective. Accprding to the same author and results 
from my study, Adbusters make consumers rethink about the brands that they are buying. 
Adbusters influence directly consumer’s perception of the brand and created brand persona. 
Nevertheless, results had shown, if the consumer feels strongly connected with the brand and 
brand’s personality it is still possible that Adbusters influence them but much harder and in 
much lower percentages. Attractiveness and connection with the brand is very important for 
consumer to have a consistent perception of brand personality. 
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5 Conclusion 
 
Brands are valuable assets that companies use to attract consumers and develop their 
relations. Consumers are nowadays exposed to wide range of brands. They need brands as 
part of their lives. Brands differentiate the products but they also differentiate the consumers. 
Long term relationships with consumers can be built through brand personalization. It 
involves identification with the brand. In this study, consumer and brand personality 
relationship is considered as possibility to be influenced by anti-consumerism organization 
Adbusters Media Foundation. Throughout the thesis, consumer’s perspective and relation to 
brands is reflected in order to examine the research purpose focused on: 
 

- consumer’s perception of brand personalization before and after seeing Adbusters 
subvertisement 

 
- the interrelationship of consumer and brand relation. 

 
In order to give basics for examining consumer perception of brand personalization, the 
primary intent of this study was to find out if consumers comprehend and relate to different 
brands and brand values. Therefore Research Question One “How consumers within different 
age groups, with different educational level and educational background relate to brands and 
their values?” was formed. The focus is then turned to consumer perception of brands and 
comparing do consumers perceive the brand as the brand wants to be seen. Thus, Research 
Question Two “Do consumers perceive a brand in the same way the brand wants to be seen” 
is formed to investigate this topic. Finally, a special interest was given to Adbusters and their 
subvertisement ads to see if they can change the initially created perception of brand persona. 
Research Question Three “What influences Adbusters have towards brand personality created 
by original fashion brand” was addressed to detect brand-specific variations. 
 
The theoretical background was mostly relied on Aaker (1996) and Kotler (1996) as the 
founders of branding and marketing theoretical definitions and Travis (2000), Plummer 
(2000), Kendall (2009) and Wheeler (2012) as later contributors within this field. They 
described the dimensions and concepts of brand personality. All three questions are answered 
and interesting findings additionally appeared. They are classified into categories in 
accordance to research questions as the main criteria.  
 
In general, it was found that level of consumer’s relation to brands and their values varies. For 
some consumers brand attributes, attitudes and emotions are more important than what the 
product. Another interesting finding is that consumers are easily related to brands in general 
but when looked to a specific brand it is still very brand oriented and varies from case to case. 
This was especially noticeable within consumers aged from 20-24 with Marketing or Fashion 
background. In conclusion, the brand relation depends on the type of the brand, how 
consumers perceive the brand and do they want to identify with that brand. Brands are 
perceived in most of the cases as they want to be seen but there are always exemptions. Small 
details may lead consumers to experience the brand persona in a different way. There needs to 
be stated a clear and consistent use of brand persona which also makes consumers consistent 
in their perception of brand personas.  
 
Concluded from this study, brand personalization is not an easy task to complete. Every detail 
within branding strategy is important and crucial for developing consumer-brand connection. 
As we saw in the Nike case, their use of athletes complied with motivational logos seemed to 
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some consumers exaggerated and aggressive and they did not want to relate to Nike brand. 
Adbusters with their readers and followers are quite influential if they have strong 
argumentation behind the parody ad. In the same Nike case, Adbusters in their ads are 
involving the problem of underpaid labor that this company is accused of using in their 
production. This resulted with changes within perception of Nike’s brand persona. 
Nevertheless, consumers can have a connection with a brand but it can be changed if 
connection is not strong enough. If consumers are attached to quality of the product, retail 
experience and on top of that, to brand persona, not much influence can be involved.  
 
Through branding, stories behind the brand are made. This accompanied with brand 
personalization makes brands alive and part of consumer’s society whatever they wanted it or 
not.   
  



 

- 48 - 

6 Discussion  
 
 
The last chapter will present how this study can be relevant in the focused examined field and 
what contribution can the study have in this specified field. Also it will give suggestions for 
future research.  
 
 
6.1 Contribution of the Research 
 
In the conclusion is given a descriptive answer about the interrelationship of consumer and 
brand relation and can consumer perception of brand persona be influenced by Adbusters 
subvertisement ads. The main contribution of this study is developing and fulfilling the 
research gap between the brand personalization connected with Adbusters phenomena. This 
study is focused on consumer perception and thus, makes contribution since the most of the 
studies concerning these two phenomenas are connected to industry point of view. Further, 
Klein (2000) raised need of examining Adbusters influence within fashion saying that brading 
become very strong within fashion but nobody knows what stands behind those fashion 
companies. This study is narrowed down to the fashion industry and Adbusters influence 
within fashion was still not examined. With this study, it can be drawn that consumers are 
influenced by Adbusters ads and they may change their perception of brand personas. This is 
consistent with Travis (2000) statement that every connection to a brand emotional or not can 
be changed by the right stimuli but depending on a previous relation to brands. 
 
6.2 Implications 
 
This study is relevant for both managers and marketing and branding professionals within 
fashion industry. Since the study also has focus on the anti-consumerism and anti-branding 
organizations, implications can be found also in this field. The study has focus mainly on 
brand personalization and how this brand persona can be perceived by consumers and thus, 
the main implication of this study provides a starting point for researching and strengthening 
the casual interrelationship of consumer and brand relation. For the practitioners within the 
field of brand personalization, the study is giving a theoretical approach to the problem of 
consumer perception of brand personas and on what they need to pay attention to when 
developing a branding strategy. It gives the consumer point of view towards perceiving brand 
personas and how these personas can be changed, in the case of this study, by Adbusters 
Media Foundation.   
 
6.3 Future research 
 
An interesting construct to future research is the studies finding of Adbusters as an anti-brand 
actually using branding. The perceived brand persona of their “Blackspot” sneakers can be 
seen as using the same techniques within branding and consumerism as they are fighting 
against. It is in the nature of every organization and company to attract as much consumers 
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and followers as they can. It can be assumed that Adbusters have the same goal as any other 
company on the market. 
 
Another potential future research can be performed on the consumer inconsistency in relation 
to brand. As this study showed that consumers cannot be very consistent in their believes and 
relations to brands, it can be potentially very helpful to have more knowledge within this 
field. It could provide marketers with an understanding what is the biggest factor within this 
field. It can provide information should branding strategies be more focused on building the 
brand persona or developing already settled brand-consumer relationships. These two 
considerations might be stimuli for future studies. 
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8 Appendices 
 
Appendix 1. – Questionnaire 
 
 Questionnaire 
 
This survey is anonymous and conducted for the research purpose of Master Thesis Customer 
Perception of Brand Personality. Please answer the questions honestly. We are only 
interested in your personal opinion and there are no wrong answers. This way you will help 
us to establish the how you as a consumer perceive brand personalization of fashion brands. 
The data will be used exclusively for the purposes of this study. 
 
Before you start, please fulfill these 5 questions. 
 

1. What is your age?  
a) 15 – 19                         e)   35 – 39 
b) 20 – 24                         f)   40 – 44 
c) 25 – 29                         g)   45 – 49 
d) 30 – 34                         h)   50 – 54 

 
2. What is your level of education?  

a) Primary education 
b) Secondary education 
c) Bachelor or equivalent 
d) Master or equivalent 
e) Doctoral or equivalent. 

 
3. What is your education background?  

_________________________________________ 
 

4. Do you strongly relate to brands and their values?  
a) Yes 
b) No. 

 
5. Does your opinion of a certain fashion brand depend on what you see in commercial 

ads?  
a) Yes 
b) No. 

 
 
Like human beings, brands using brand personalization can have their own personalities and 
human characteristics. 
 
In the next couple of pages you are going to see commercial ads from three fashion brands - 
Tommy Hilfiger, Calvin Klein and Nike. 
 
By answering the questions, try to describe how you see personalities of those three fashion 
brands. 
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Tommy Hilfiger 
 

        
6. How likely would you describe “Tommy Hilfiger” as:  

 
Exciting                            Unlikely        1       2       3       4          Likely 
 

             Family oriented                Unlikely        1       2       3       4          Likely 
 
             Strong                               Unlikely        1       2       3       4          Likely 
 
             Independent                     Unlikely        1       2       3       4          Likely 
 
             Aggressive    Unlikely        1       2       3       4          Likely 
  

Dreamy    Unlikely        1       2       3       4           Likely 
 

             Down-to-earth    Unlikely        1       2       3       4           Likely 
 
             Attractive                          Unlikely        1       2       3       4           Likely 
 

7.    Do you relate yourself to values shown in the above commercial ads?  
      

   Yes                               No        
 

8.  The “Tommy Hilfiger” brand is all about living the spirit of American dream. They 
say  
 in their mission statement “we believe the spirit of youht, excitement, independence is 
our greatest inspiration. Strenght and attractiviness is the key to value and excellence, 
in making quality a priority of our lives and products. By respecting one another we 
can reach all cultures”. Through these commercial ads, do you think they fulfill their 
statement?  
                 Yes                               No        
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      9.   How strong do you connect yourself to “Tommy Hilfiger” brand?  
              
                  Not strong       1       2       3       4       Very strong 
 Calvin Klein 

 

            
10. How likely would you describe “Calvin Klein” as:  

 
Exciting                            Unlikely        1       2       3       4           Likely 
 

             Family oriented                Unlikely        1       2       3       4           Likely 
 
             Strong                               Unlikely        1       2       3       4           Likely 
 
             Independent                     Unlikely        1       2       3       4           Likely 
 
             Aggressive    Unlikely        1       2       3       4           Likely 
  

Dreamy    Unlikely        1       2       3       4            Likely 
 

             Down-to-earth    Unlikely        1       2       3       4            Likely 
 
             Attractive                          Unlikely        1       2       3       4            Likely 
 
11.   Do you relate yourself to values shown in the above commercial ads?  

      
   Yes                               No       

 
12.  Calvin Klein's main mission statement is to evolve its reputation as the brand of choice for 
consumers who want to be sexy, independent, stong & confident about themselves. Through 
these commercial ads, do you think they fulfill their statement? 

 
    Yes                              No 
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    13.    How strong do you connect yourself to “Calvin Klein” brand?  

 
    Not strong       1       2       3       4       Very strong 
  Nike 

 

   
    14.     How likely would you describe “Nike” as:  

 
                 Exciting                            Unlikely        1       2       3       4          Likely 

 
                 Family oriented                Unlikely        1       2       3       4          Likely 

 
                 Strong                               Unlikely        1       2       3       4          Likely 
 
                 Independent                     Unlikely        1       2       3       4           Likely 
 
                 Aggressive        Unlikely        1       2       3       4           Likely 
 
                 Dreamy        Unlikely        1       2       3       4           Likely 

 
                 Down-to-earth        Unlikely        1       2       3       4           Likely 
 
                Attractive                          Unlikely        1       2       3        4           Likely 
 

              15.     Do you relate yourself to values shown in the above commercial ads?  
 

                  Yes                               No        
 
     16.     “Nike” mission statement is “bring inspiration, excitement and innovation to every 
athlete in the world (if you have a body you are an athlete). Strong, independent mind is what 
makes you to be on the top.” Through these commercial ads, do you think they fulfill their 
statement? 

 
                  Yes                                No 
 
     17.    How strong do you connect yourself to “Nike” brand? 

 
                  Not strong       1       2       3       4       Very strong    
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Following commercial ads “Fashion Slashin” are created by Adbusters Media Foundation, 
non-profit, anti-consumerist, pro-environment organization whose goal is to fight against 
consumerism, media and marketing influence towards ordinary consumers. 
 

 
 
 
 
 
 
 
 
 
 
  Tommy Hilfiger: Follow the Herd 
 

       Calvin Klein: Don’t  underestimate yourself 
 

      Nike: UnSwooshing 
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       18.     After seeing these commercial ads on the previous page, how strong do you 
connect yourself now to:  
 

Tommy Hilfiger                     Not strong       1       2       3       4       Very strong 
 
      Calvin Klein                           Not strong       1       2       3       4       Very strong 
 
      Nike                                        Not strong       1       2       3       4       Very strong 

 
       19.       How influential do you think “Adbusters” commercial ads are?  

 
           Not influential       1       2       3       4       Very influetial 

 
 
       20.     How likely is that “Fashion Slashin” commercial ads affect your perceprion of 
brand personality of these three fashion brands? 

    
                              Unlikely       1       2       3       4       Likely 

       
 
       21.      Explain your above answer. 

 
            
________________________________________________________________________ 
            
________________________________________________________________________ 

 
 
 
 
 
 
 
 
 
 

Thank you for your cooperation and time spent in completing this questionnaire! Your 
answers were a great contribution. Have a nice day. 
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