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This is a study of online branding and communicatjotaking into account the
theories and principles of semiotics, in the casthe Highland Park web site. The
aim of the research was to develop a deeper uagelisg of online branding and
communications by applying the theories and priesipf semiotics. The rationale
stemmed from Schibrowsky, Peltier and Nill's (20@Tatement that the internet as
an area of interest within the academic commuisitstiong and growing, signalling
the need to once again review the internet margdtiarature, particularly in terms
of research opportunities. Past research has besmnndted by the information-
processing and quantitative tradition, and in ttisdy, a semiotic approach was
proposed to fully uncover the depth and richnessiefning involved within online
marketing communications, and specifically web ssitdhe semiotic literature
highlighted the importance of the contribution frahe structuralist approaches of
Saussure and Peirce, but also a consideratioreqidbt-structuralist social semiotics
approach. An emphasis on the social dimension ofi&s is relatively recent
outside of specialized academic journals, and isyabmuch in evidence at the heart
of the activities of many semiotic researchers (@her, 2002). This provided the
author with a significant research opportunity, andyap in the literature within

which to try to fill.

The study supported a subjective reality withinirgerpretivist paradigm, and used
the theories and principles of semiotics to delel@W the surface to understand what
was really happening. Taking a qualitative caselystapproach, a key factor in
selecting the case of the Highland Park web site tha timing of the author’s study
coinciding with a critical period of development tbie brand as it re-developed its
online presence. Social semiotics emphasized thporiance of the role of the
decoder interpreting the message, as well as tt@den creating the message. Using
the qualitative semi-structured interviewing teciud, the objectives of establishing
encoders’ intentions and decoders’ interpretatimese fulfilled. The objective of
discovering the effect that viewing online had orerpretations, stemmed from
Aaker and Brown’s (1972) research on brands, ingigahat marketers delivering
the same messages to the same audience, can gatiffesient effects depending on

the context in which the messages are embeddeariamply, communicative and



rich environments such as the internet accentha&teamplexity of brand meanings
(De Chernatony, 2001). The final objective explor#ae central paradox of
semiotics, by ascertaining any differences betwkerencoders and decoders.

The author created a diagram, highlighting the &eas of semiotic approaches, to
refer to when analyzing the interview transcrif@ecial semiotics alerts us to the
possibilities that connotation allows for the gexten of multiple meanings (Eco,
1976), and that there are almost always severatprdtations possible (Barthes,
1985). Analysis of the research findings showed ooty differences between
encoders and decoders, but also differences amdmgstncoders responsible for
creating the message, highlighting that the chasmmat simply internal versus
external as is usually assumed. Marketing commtinita theory usually assumes
that any breakdown in communication is betweendiganization and consumers,
and pays less attention to any lack of integratthin the organizationThe author
then asked: Is semiotics of online marketing comications enough to contribute to
the wider implications for marketing theory? Refleg on the findings, the author
was able to build up an original model on the disiems of the online brand for

Highland Park, which can potentially be used witly anline brand.

Semiotics is, in essence, an adaptable methodadffgying flexible solutions to
specific marketing problems, such as identifyinggggand opportunities for brand
positioning; showing semiotics has implications foarket entry. It can be used to
analyze all aspects of branding that communicage tand to consumers, from
advertising and packaging to point-of-sale and memdising. Semiotics has the
ability to make communications successful for beamdthin their competitive and
cultural contexts, and has implications for commsations strategy, including
concept stretching and enrichment. On focusinghengtudy, the author has learned
that there is a lot more to image and linguisti@lgsis through the study of
semiotics, than was originally thought possiblee Tise of semiotics has increased
the author’'s awareness of the complex interplaynahy factors to create online
marketing communications. It is however inevitathlat this understanding could be

further improved through a number of research timas as proposed by the author.
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1. Introduction

1.1. Introduction to the Study

The aim of this research is: “To develop a deepeletstanding of online branding
and communications by applying the theories andcppies of semiotics.” With
regards to the rationale behind this research &uomhibrowsky, Peltier and Nill
(2007) make a key comment in their article: ‘Thatetof internet marketing
research: A review of the literature and futuresegsh directions’, in the European
Journal of Marketing. They state that the imporéantthe internet as a topical area
of interest within the academic community is strargl growing, and signals the
need to once again review the internet marketitegdiure, particularly in terms of
potential research opportunities. Past research lbeesn dominated by the
information-processing and quantitative traditiand with the wide range of issues
for internet marketing communications, there iseid a need for more depth and

richness of meaning.

The literature in chapter four, ‘Semiotics and Mankg Communications,’
highlights that communicative and rich environmegush as the internet accentuate
the complexity of brand meanings (De Chernaton¥)120A semiotic approach is
proposed to fully uncover the depth and richnegsedining involved within internet
marketing communications, and specifically webssit€hapter three, ‘Semiotics,’
discusses approaches to semiotics, and highligktentportance of the contribution
from the structuralist approaches of the foundiaitpdrs of semiotics, Saussure and
Peirce. The review also points the researcher tsvarconsideration of the post-
structuralist approach in semiotics, discussedoagsalssemiotics. Chandler (2002)
contends that an emphasis on the social dimendisemiotics is relatively recent
outside of specialized academic journals, and isyfebmuch in evidence at the heart
of the activities of many semiotic researchers.sTpiovides the author with a

significant research opportunity, and a gap inliteeature within which to try to fill.



The literature in chapter two, ‘Internet Marketi@@mmunications’, highlights that
the internet is a fast-moving and rapidly changemgironment, and it is important
for marketers to understand how individuals engaigie marketing communications
in this interactive environment. The author is passte about marketing
communications, particularly in an online conteattd wishes to apply the theories
and principles that semiotics has to offer to pdeva richer understanding of these
communications. This study seeks to provide a tiginounderstanding of semiotics
and to extend semiotics into this new domain. Bieroig a deeper and richer
understanding of the meanings derived within weéb sommunication, this study
intends to contribute to the academic research fauson online branding and

communication.

Thus, to develop this deeper understanding of efhiranding and communications,
this study seeks to explore the extent to which ttheories and principles that
semiotics offers, contribute to a greater undeditanof the use of the imagery and
language within the Highland Park web site, theselmocase. Based on this, there are
four key objectives to the research, and thesectbgs determine aspects of the

research design:

» Firstly, to establish the encoders’ intentions @lation to the use of the

imagery and language within the Highland Park weh s

The rationale behind setting this first objectigethat the literature in chapter four,
‘Semiotics and Marketing Communications,” emphasizbat web design has
brought visual issues into the mainstream of ggratehinking, and that marketing

communications images, brand images, corporateamagd web sites all depend
upon compelling visual rhetoric (Schroeder, 200/fus, choosing to research the
visual aesthetics of imagery and language withivel site, and to do this by firstly

establishing the intentions of those who createddhvisual aesthetics within a web

site.



= Secondly, to develop a deep understanding of thewuers’ interpretations
in relation to the use of the imagery and languadgkin the Highland Park

web site.

The rationale behind setting this second objedswhat the turn to social semiotics
has been “reflected in an increasing concern vgnrble of the reader” (Chandler,
2002:214). The literature on social semiotics irapthr three, ‘Semiotics,” also
emphasizes the possibilities that connotation alder the generation of multiple
meanings (Eco, 1976). Similarly, Barthes (1985:283)ms that semiotics seeks to
locate the many possibilities of meaning, and assalt, it could be impossible to
catalogue all meaningful associations within a ipalar sign. Thus, consumers’
interpretations are also important as well as eaxddntentions of a message, and
the literature in chapter three, ‘Semiotics,’ ithases that it is imperative to delve

deeper and develop a deeper understanding of cemsuimterpretations.

= The third objective is to discover the effect tvawing the imagery and

language on the internet web site has on the comsuimterpretations.

The rationale behind setting this third objectitenss from Aaker and Brown'’s
(1972) research on brands, which indicates thatketars delivering the same
marketing communications’ messages to the samesiaceli can generate different
effects depending on the context in which the ntamgecommunications are
embedded. A key point emerging from chapter fo&@gniotics and Marketing
Communications,’ is that brand symbols, colour, kaging, language and images
have extended their influence into the online emvinent. Additionally, the
literature highlights that communicative and rialvieonments such as the internet
accentuate the complexity of brand meanings (Derr@@lteny, 2001). Thus, the
literature highlights that it is significant thahet encoders’ intentions and the
decoders’ interpretations are being establishedinvithe context of an online

environment, and that internet web sites heightercomplexity of brand meanings.



= The final objective is to ascertain any differendetween the encoders’
intentions and the consumers’ interpretations, elation to the use of the

imagery and language within the Highland Park web s

Social semiotics emphasizes the importance of ohee of the decoder (consumer
interpreting the message) as well as the encodengany/practitioner creating the
message). The rationale behind setting this filgéaiive is that the chapter four,
‘Semiotics and Marketing Communications,’ highliglihat decoders’ interpretations
of a message (the brand image) may be differemh femcoders’ intentions of a
message (the brand identity). Thus, exploring tleistral paradox of semiotics, and
discovering whether decoders’ interpretations efithagery and language within the
web site are indeed different to the encoders’inbdas in relation to the use of the

imagery and language.

1.2. The Study’'s Research Approach

Ontologically, the author's study supports a suijec reality, which aims to
understand individuals’ interpretations and perosgt Epistemologically, the
author’s study supports an interpretivist paradiior. the interpretivist the world is
socially constructed. Individuals construct thewnoworlds and give meaning to
their own realities (Easterby-Smith, Thorpe and ept094). With regards to people
giving meanings to their own realities, semioti@dhes and principles offers a
suitable way to reveal these meanings and delvpetl@ato consumers’ responses,
when in this instance they decode the imagery ambjuage within internet
marketing communications. As interpretation is nemé in all human effort to
understand the world, specific aspects of integhi@t appear in all types of
research, although it is most often perceived taypécal to qualitative research
(Gummesson, 2003). As mentioned, the author’'s stughyports a subjective reality
within an interpretivist paradigm. The essencentdripretivism is an attempt to delve
below the surface to understand what is really bapg (Remenyi et al., 1998), and
the theories and principles that semiotics hadfer can be used for this. Miles and

Huberman (1994:1) state: “Qualitative data...are ar@® of well-grounded, rich



descriptions and explanations of processes in ift@ie local contexts.” Thus, a
gualitative research approach is proposed due ¢ord#search philosophy. The
primary purpose of qualitative research is to gateeinsights and ideas, and it

typically involves relatively few respondents (Panaman, 1991).

Case studies are a common way to carry out quadtatquiry. Qualitative methods
tend to predominate in case studies (Patton ancelbppm, 2003). According to
Ghauri and Gronhaug (2005:119), it is the resegratblem and the research
objectives that influence the number and choiceasks to be studied. Selecting one
brand as a case study fits in with the researchqsa; allowing the author to give a
deeper and richer understanding within the contekt internet marketing
communications and semiotics. Focusing on one stasy also allows for the author
an easier comparison between the encoders’ intentio relation to the use of the
imagery and language within the Highland Park wéle, sand the decoders’
interpretations in relation to the use of the imsgand language within the Highland
Park web site, as set out in the study’s resedsgttves. This study does not aim to
simply describe a case, and as Silverman (20058) &Tates, your study of a case
should be based upon some concept(s) which ardogexeas a result of your study,
which this study aims to do: “To develop a deepstanstanding of online branding
and communications by applying the theories andcjples of semiotics.” The
Edrington Group’s brand Highland Park redesignectdre packaging during 2006,
which formed part of a complete rebirth of its ailkeridentity across all
communications. A key factor in selecting this cesthat the timing of the author’s
study coincided with a critical period of developthef the Highland Park brand as

it re-developed its online presence.

With the research aim of this study in mind, Foeqyll988) states that the essential
semiotic analysis concerns how a message is reagdgyvers as materialized in
recordings of interviews discussing the messageearoed. Thus, the data gathering
technique used in this study is the qualitative isgnuctured interview. Interviews
allow researchers to have access to detailed artepth views and opinions

(Bryman, 2001), and to secure vivid, accurate,usigie accounts based on personal



experience. “The use of interviews can help yogather valid and reliable data that
are relevant to your research question(s) or abgxt (Saunders, Lewis and
Thornhill, 2003:245). Given that this study’s olijees include establishing the
encoders’ intentions and the decoders’ interpiatati in relation to the use of the
imagery and language within Highland Park’s wek,dibhe interview is a plausible
data gathering technique. The encoders/practitsoaes to be selected on the basis of
being ‘expert’ respondents (Dexter, 1970), in whicky have knowledge and skills
in their subject matter. The practitioners areacsblected at a senior level within the
company, Highland Park, and the creative agencylamg@ by the company,
reflecting their industry and brand knowledge akitlss The decoders/consumers are
to be selected on the basis that they are reletahe study and the research

objectives. To achieve this, consumers will filk @auscreening questionnaire.

After transcribing all of the participants’ inteews, coding of the data will take
place, which will be guided by semiotics. With hélpm the review of the literature
in chapter three, the ‘Semiotics’ chapter, the auttreates a diagram highlighting
the key areas of semiotic approaches that the nesratakes into consideration.
Firstly, is the contribution from the structuralegiproaches of the founding fathers of
semiotics, Saussure and Peirce. Saussure’s (1968igifier-signified dichotomy
shows that the sign consists of a signifier plsggaified that results in the meaning.
Peirce (1931-58, 2.306) claimed that his theorym&faning derives from, and is
justified by, his theory of signs. Peirce arriveédhaee types of signs: Icon, index and
symbol. Secondly, is the consideration of sociahiséics, and in particular, the
importance of the instability of the sign, the waetirole of interpreters (Chandler,
2002), and multiple interpretations being poss{&leo, 1976; Barthes, 1985).

1.3. Organization of the Study

Schibrowsky, Peltier and Nill (2007) state that thgortance of the internet as a
topical area of interest within the academic comityuis strong and growing, and
signals the need to once again review the intanagketing literature, particularly in

terms of potential research opportunities. Thediigre is reviewed to give an insight



into what these potential research opportunities @hapter two, ‘Internet Marketing
Communications’, shows that past research intanetemarketing communications
has been dominated by the information-processirdy qrantitative tradition, and
there is indeed a need for more depth and richnéswmeaning. Chapter three,
‘Semiotics,’ discusses approaches to semiotichigltlights the importance of the
contribution from the structuralist approaches s founding fathers of semiotics,
Saussure and Peirce, and also points the resedamhards a consideration of the
post-structuralist approach in semiotics, discusasdsocial semiotics. Chandler
(2002) contends that an emphasis on the socialrdiime of semiotics is relatively
recent outside of specialized academic journald,iamot yet much in evidence at
the heart of the activities of many semiotic reskars. This provides the researcher
with a research opportunity and a potential gaghénliterature within which to try to
fill. A semiotic approach is proposed to fully ureo the depth and richness of
meaning involved within internet marketing commutions, and specifically web
sites. The literature in chapter four, ‘Semioticed aMarketing Communications,’
highlights that communicative and rich environmegush as the internet accentuate

the complexity of brand meanings (De Chernaton®120

Reviewing the literature allows the author to gaithorough understanding of the
research on internet marketing communications, @mdapproaches to semiotics.
Having built up a clear picture, the ‘Methodologyiapter follows. The aim of this

research is: “To develop a deeper understandingowline branding and

communications by applying the theories and priesipof semiotics.” Thus, to

develop this deeper understanding of online brapdimd communications, this study
seeks to explore the extent to which the theomespainciples that semiotics offers,
contribute to a greater understanding of the ushe@imagery and language within
the Highland Park web site, the chosen case. Basélis, four key objectives to the
research are established, and these objectivesniete aspects of the research

design.

Ontologically, the author’'s study supports a sufjec reality, which aims to

understand individuals’ interpretations and pericggt Epistemologically, the



author’s study supports an interpretivist paradigior. the interpretivist the world is
socially constructed. Individuals construct thewnoworlds and give meaning to
their own realities (Easterby-Smith, Thorpe and kpwil994). The essence of
interpretivism is an attempt to delve below thefare to understand what is really
happening (Remenyi et al., 1998), and the theanesprinciples that semiotics has
to offer can be used for this. A qualitative reshaapproach is proposed due to the
research philosophy. Case studies are a commortoagarry out qualitative inquiry.
Qualitative methods tend to predominate in casdiesu(Patton and Appelbaum,
2003). Selecting one brand as a case study fitstimthe research purpose, allowing
the author to give a deeper and richer understgngithin the context of internet
marketing communications and semiotics. A key faotcselecting this case is that
the timing of the author’s study coincided with ritical period of development of

the Highland Park brand as it re-developed itsnenfiresence.

With the research aim of this study in mind, Foeqyll988) states that the essential
semiotic analysis concerns how a message is reagdgyvers as materialized in
recordings of interviews discussing the messageearoed. Thus, the data gathering
technigue used in this study is the qualitative isgnactured interview. The
practitioners are to be selected at a senior leittin the company, Highland Park,
and the creative agency employed by the comparilgctieg their industry and
brand knowledge and skills. Interviews will be caottd between August 2007 and
January 2008. The decoders/consumers are to betesklen the basis that they are
relevant to the study and the research objectiveschieve this, consumers will fill
out a screening questionnaire, and interviews take place between July 2008 and
September 2008.

After transcribing all of the consumers’ interviewsding of the data will take place,
which will be guided by semiotics. With help frofnet review of the literature in

chapter three, the ‘Semiotics’ chapter, the autlieates a diagram highlighting the
key areas of semiotic approaches that the reseailes into consideration. Firstly,
is the contribution from the structuralist approashof the founding fathers of
semiotics, Saussure (1960) and Peirce (1931-5&praléy, is the consideration of



social semiotics, and in particular, the importan€e¢he instability of the sign, the
active role of interpreters (Chandler, 2002), andltiple interpretations being
possible (Eco, 1976; Barthes, 1985). The wider kmnens and implications of the
research findings will then be discussed. Thisudek implications for marketing
practice, and for academic theory, covering semidtieory and marketing

communications theory. Advice to further researdhaiso be given.

1.4. Practical and Academic Benefits of Research

With regards to implications and benefits for markg practice, semiotics has the
potential to become a defining marketing and reseamethodology. This

development will be based on an increasing recmgndf how communications can
shape consumer behavior and perceptions and iatatjpns of the world around
them. It is fair to argue that this will be driveg a key industry trend. According to
Lawes (2002), this being the movement towards dlofwss-cultural brand

positionings, and the sensitivity this will callrfin relation to understanding the
implications for local markets, different cultureand strategies for executing
communications. Semiotics is, in essence, an adl@ptmethodology offering

flexible solutions to specific marketing problenihie implications that it can have
for brand positioning include identifying gaps aog@portunities, which shows

semiotics also has implications for market entry.

In addition, it could be argued that it is becomiimgyeasingly risky for marketers not
to consider using semiotics. Semiotics can be ts@thalyze all aspects of branding
that communicate the brand to consumers, from &idirey and packaging to point-
of-sale and merchandising. Semiotics has the wbibt make communications
successful for brands within their competitive andtural contexts. It can also be
used to decode competitors’ category communicatidnghlighting evolving
communication strategies in a rapidly changing walt context (Lawes, 2002).
Further implications that semiotics has for commations strategy is concept
stretching and enrichment, for instance, cultueslearch to deconstruct particular

concept areas and expand ideas and images asdowitktet.



With regards to implications and benefits for acame practice reviewing the
literature in Chapter three, ‘Semiotics,” helped tesearcher to make the significant
decision of interviewing consumers/decoders as aglpractitioners/encoders. The
literature on structuralism highlighted to the wwsher the importance of
interviewing the creators of messages to establibat their intentions were in
relation to their choices in the creation of thessage. However, the literature on the
post-structuralist approach of social semioticsrtete the researcher to the
importance of also interviewing those that constineemessage created. This allows
the researcher to develop a deeper understanditng @bnsumers’ interpretations in

relation to the created message.

Reviewing the literature on semiotics also helgessl author during the analysis of
the research findings. The author was able to eraatliagram to refer to when
analyzing the interview transcripts. This diagramowed the key areas of semiotic
approaches that the researcher could take intadsmasion when analyzing the data.
The diagram also highlighted that the existingréitere has given little attention to
the post-structuralist approach in semiotics, dised as social semiotics. Chandler
(2002) contends that an emphasis on the socialrdiime of semiotics is relatively
recent outside of specialized academic journald,itais not yet much in evidence at
the heart of the activities of many semiotic reskars. As a result, the diagram
showed the contribution from post-structuralist igbcsemiotics, in which it
maintains that meaning derives from differencesrimdl to the sign system itself,
they reject the idea of a single, deep, determirgtrgcture, and emphasizes the
inherent instability of the sign. Also, social setits stresses the active role of the
interpreter and the possibilities that connotattiows for the generation of multiple
meanings. This helped the author to understand edmyng the analysis of the
research findings, there were many different ietgiions of the same message.

In keeping with the thought of multiple interpresais of the same message, analysis
of the research findings showed not only differeterpretations between encoders
and decoders, but also different interpretationsragat the encoders responsible for

creating the message. One would think that compaamé brands such as Highland
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Park, would wish for all company representativesctonmunicate a cohesive
message, but social semiotics does indeed helpxptaie this. As previously

mentioned, it is interesting that there may be ifigant differences between the
encoders, and so the chasm is not simply intereadug external as is usually
assumed. This argument leads on to the next sedWlarketing communications
theory usually assumes that any breakdown in conuation is between the
organization and the consumers, and pays lesstiatieio any lack of integration

within the organization.

Moreover, the literature on semiotics helped treeaecher to make the significant
decision of interviewing consumers/decoders as a®lpractitioners/encoders, and
also helped the researcher during the analysiseofdsearch findings. However, the
author then asks: Is semiotics of online marketaogmmunications enough to
contribute to the wider implications for marketithggory? Reflecting on the findings,
the author was able to build up an original modeltlee dimensions of the online
brand. This model allowed the researcher to evaltlzd research findings against
the fourth research objective. The fourth researbjective was to ascertain any
differences between the encoders’ intentions ardtrticipants’ interpretations, in
relation to the use of the imagery and languagéiwithe Highland Park web site.
To do this, the researcher devised questions ictwta distinguish the responses to
each. The questions were devised using the moaelthés model can potentially be

used with any online brand, not only Highland Park.

1.5. Summary and Conclusions

This introductory chapter has covered the aim efgdtudy and the key objectives of
the research. Following this was an outline of thgearch approach of this study.
The organisation of the study was then given, fo#ld by the practical and academic
benefits of the research. Having presented thi®duoiction to the study, the next
chapter commences the literature review, beginmiitly the chapter titled ‘Internet

Marketing Communications.’
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2. Internet Marketing Communications

2.1. Introduction

This chapter commences the literature review onatitbor’s study, which is focusing
on internet marketing communications and semiofit® chapter provides an overview
of the literature relating to the internet and ineg marketing communications. Key
sections include the discussion of the internebasew mediated environment, new
versus traditional media, brands embracing onldierent type of online marketing
communications, and web sites as a marketing coruations tool. The chapter ends
with a summary and conclusion reinforcing the int@oce of studying internet
marketing communications and potential researclodppities in this area, in which the
author proposes taking a semiotic approach to fuigover the depth and richness of

meaning involved within internet marketing commuatiions, and specifically web sites.

2.2. Internet as a New Mediated Environment

This introductory section discusses Hoffman and ak& (1996) three communication
models, in which a critical review is given withspect to the relevance of the models to
the author’'s study. This critical review of the natglleads on to discussion on two
important concepts in relation to the internet asnew mediated environment,
interactivity and navigation. These are particyladlevant to the author’s study, which
will research marketing communications on the ma&rin which consumers interact

with the web site and navigate around the site.

2.2.1. Hoffman and Novak’s (1996) Three Communicain Models

Hoffman and Novak (1996) outline a series of trmesmunication models that serve to
identify several unique characteristics of hyperimemmputer mediated environments

(CMEs) such as the internet. In Figure 1, Hoffma &lovak (1996) present a now
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classic model underlying many models of mass concation. The main feature of

Figure 1 is a one-to-many communications processreby the firm (F) transmits

content through a medium to consumers (C). Howewer, interaction between

consumers and firms is present in this model. Rerpurposes of this study, in which
the interaction between consumers and the compdahyplay an important role in the

field research, Figure 1 is not helpful to the autlAccording to Hoffman and Novak

(1996), virtually all contemporary models of masgdia effects are based on this
traditional model of the communication process. daivthat this study is indeed
researching internet marketing communications, fiéigl is not helpful to the author
because the field research will be conducted witthiea realms of a new media
environment and not a traditional media environment

In Figure 2, Hoffman and Novak (1996) present a @ehodf interpersonal
communication that is based on traditional modélsmnmunication from sender to
receiver. The solid and dashed lines indicate comeation flows through a medium
for two distinct individuals. Although Figure 2 ishown here for one-to-one
communication between two individuals, the model ba easily extended to represent
many-to-many interpersonal communication. Accordimddoffman and Novak (1996),
person-interactivity, the key feature distinguighifigure 2 from Figure 1, is defined as
interactivity between people that occurs througmedium or is unmediated. In this
view of interactivity, media are “important only asconduit, as a means of connecting
sender and receiver, and are only interesting ¢oetktent that they contribute to or
otherwise interfere with the transmission of messagom sender to receiver’ (Steuer
1992:75). Figure 2 is also not very helpful to ¢hehor, because although the concept of
interactivity plays a role here, it occurs througk medium. The field research for this
study on internet marketing communications will urq interactivity to be with the

medium, as well as through it. Figures 1 and Zhaovn on the next page:
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Figures 1 and 2

FIGURE 1
Traditional One-To-Many Marketing
Communications Model for Mass Media

Figures 3 and 4

FIGURE 3
A Model of Marketing Communications in a
Hypermedia CME
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Note: C = consumer. Note: Adapted from Steuer (1992).

Source: Hoffman and Novak (1996)

On the other hand, in Figure 3, as shown abovefniréof and Novak (1996) present a
many-to-many communication model for hypermedia GMEhe content in Figure 3 is
hypermedia, and the medium is a distributed compaédwork. The key difference
between Figure 2 and Figure 3 is that interactigén also be with the medium in

addition to through the medium. As mentioned in #d®ve paragraph, this key
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difference is of particular importance to this studn internet marketing
communications. Figure 3 is based on a communicatiodel outlined by Steuer (1992)
and shown in Figure 4, on the previous page. Theiated model represented in Figure
4 suggests that the primary relationship is notvbeh the sender and the receiver, but
rather with the mediated environment with whichytiv@eract. According to this view,
information or content is not merely transmittednfr a sender to a receiver; instead,
“mediated environments are created and then expail (Steuer, 1992:75). This
comment is significant to the author's study beeaust only will the interaction
between consumers and the company play an impodbnin the field research, but so
too will the field research be conducted within tealms of a new media environment,
in which interactivity will be required to be witthe medium as well as through the

medium.

Moreover, Steuer (1992:76) goes on to discussdheapt of ‘telepresence,’ in which he
defines virtual reality as “a real or simulated ieomment in which a perceiver
experiences telepresence.” Telepresence, in wiefined as “the mediated perception
of an environment” (Steuer, 1992:76). Whereas m@sas the direct experience of
reality, telepresence is the simulated perceptibriect experience. An individual
whose perception is mediated by a communicatiomi@ogy necessarily perceives two
separate environments, and telepresence occurs thibeperception mediated by the
technology takes precedence over the unmediatedepmern (Steuer, 1992). The
strength of the experience of telepresence is etifum of the extent to which a person
feels present in the hypermedia CME, rather thamignor her immediate physical
environment (Hoffman and Novak, 1996). The concefptelepresence may be an
interesting one, however, this study aims to redeararketing communications on the
internet, and all be it an interesting conceptaés not play much of a helpful role in
this study.

Closely related to telepresence is the conceptflof.” Csikszentmihalyi (1975:36)

introduced the concept of flow, which he definedtas holistic experience that people
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feel when they act with total involvement.” Flowaspsychological process that can be
applied to virtually anything, however, when it issed in relation to internet
consumption, flow is “the state occurring duringtwak navigation which is: (1)
Characterized by a seamless sequence of resp@wisted by machine interactivity;
(2) intrinsically enjoyable; (3) accompanied byoad of self-consciousness; and (4) self-
reinforcing” (Novak, Hoffman, and Yung, 2000:23).esearch by Hoffman and
colleagues (Novak, Hoffman and Yung, 2000; Hoffnzemd Novak, 1996) posits that
flow is enhanced by telepresence. However, sinyit@rithe concept of telepresence, the
concept of flow, for a study that aims to reseamtdrketing communications on the
internet, does not play much of a helpful role. Teéason flow has limited use for this
study is because it is an information-processinglehoand this study is researching
marketing communications on the internet, and itleness and meaning behind these
communications, and an information-processing maidels not generate the depth of

meaning required for this study.

According to Hoffman and Novak (1996): “The manya@ny communication model
turns traditional principles of mass media marlgticommunications inside out,
rendering impossible the blind application of mairkg approaches that assume a
passive, captive consumer. In that new communicatmodel, consumers can actively
choose whether to approach firms and exercise wvegemted control over the
management of the content with which they intetd&@aring in mind this quotation and
the aforementioned critical review of the modelst only is the concept of interactivity
relevant to this study which will research markgttommunications on the internet, but
S0 too is the concept of navigation because asucosis interact with the web site they

are also navigating around the site.

2.2.2. Navigation and Interactivity

Firstly, looking at the concept of navigation, d@ng a site that is easy to use is

critically dependent on the design of the site gatton scheme. Navigation describes
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how users move from one page to the next usinggatienal tools such as menus and
hyperlinks. It is governed by menu arrangemente structure and the layout of
individual pages (Chaffey, Ellis-Chadwick, Johnstord Mayer, 2006:328). To achieve
ease-of-use, web sites need to be structured maweay that users can easily navigate.
The concept of navigation and whether consumerseeaily navigate around a site,
achieving ease-of-use, is important to this studyictv will research marketing
communications on the internet, and more specijical an internet web site. It can be
suggested that there are three important aspects dite that is easy to navigate:
Consistency — The site will be easier to navightied user is presented with a consistent
user interface when viewing the different partshef site; Simplicity — Sites are easier to
navigate if there are limited numbers of optiongin@xt — Context is the use of
‘signposts’ to indicate to users where they aratied within the site, in other words to
reassure users that they are not ‘lost’ (Chaffdijs-Ehadwick, Johnston and Mayer,
2006:328). These three aspects put forward by thedeors will be considered in the

research finding after the fieldwork for this stuigs been conducted.

Secondly, looking at the concept of interactivityteraction helps to engage web site
visitors by giving them some two-way communicatigiss greater involvement and
control over their web experience. Basic intera&tivechanisms include a simple mouse
click on an image or an arrow to find more inforioator to look at the next item in a
sequence, or selection from drop-down boxes (Samth Chaffey, 2005). ‘Good’ web
designers try to enable ‘flow’ on the web site; tlegree of control or power a consumer
has over the site. If customers can easily findf@mation they want through clicking
on menu options and graphics they will feel in colntGiven that the field research will
be conducted within the realms of a new media enwrent, interactivity is an
important concept in this study. As highlighted idgrthe discussion of Hoffman and
Novak’s (1996) communication models, interactivityl arise with the medium as well
as through the medium. Liu and Shrum (2002) desdmm types of interaction: user-
user interaction and user-message interaction. -Wkssr interaction is most often

discussed from an interpersonal communication petsg. The more that
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communication in a computer-mediated environmensemeles interpersonal
communication, the more interactive the communicatis (Ha and James, 1998).
However, one problem with looking at interactivippm the angle of interpersonal
communication is that it ignores the ability of @dium such as the internet to break the

boundaries of traditional interpersonal communarati

According to Liu and Shrum (2002), not only do widuals no longer need to be at the
same place, they do not even need to be commumgcatithe same time. With online
translation services, individuals also do not eveed to understand each other’s
language to be able to communicate. From a usesagesinteraction perspective,
interactivity is defined as the ability of the ugercontrol and modify messages: “The
extent to which users can participate in modifyihg form and content of a mediated
environment in real time” (Steuer, 1992:84). Fostamce, this study aims to research
marketing communications on the internet, lookingh& language and imagery used.
Fiore and Jin (2003) focus on one aspect of inteigg image interactivity, which
provides the ability to create and manipulate insagfea product or environment on a
web site. Consumers have been hesitant to purcbhabee because they lacked
information acquired through direct contact witle froduct (Lee, 2002). These images
enrich the information available to consumers aptp hthem estimate the visual and
tactile qualities of the product. Image interadtivappears to be an important aspect of
interactivity, to a study such as this one.

In addition to this, new technologies expand bdta sensory breadth and depth of
mediated experience. New media can incorporatddeseinteractivity and vividness
that traditional media cannot. Applying the mechkahperspective of vividness to web
sites, a site that is described as vivid shouldelsensorially rich content that appeals to
multiple senses. Steuer (1992:81) defines vividassthe representational richness of a
mediated environment as defined by its formal festuthat is, the way in which an
environment presents information to the sensescoAting to Steuer (1992), vividness

consists of two subdimensions: Sensory breadthctwigfers to the number of sensory
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dimensions simultaneously presented, and sensqty.dehich refers to the resolution
within each of these perceptual channels. Breasith ifunction of the ability of a
communication medium to present information actbhessenses. Traditional media such
as print and television are relatively low in brémdelying primarily on the visual and
auditory channels. According to Steuer (1992), wivedness of a particular mediated
representation also depends upon the depth ofetieosy information available in each
perceptual channel. Steuer (1992:82) states thathdean be described in terms of
quality: “An image with greater depth is generglgrceived as being of higher quality
than one with lesser depth; the same is true fdit@y representation. Informationally,
depth depends directly upon the amount of datadsttand the data bandwidth of the
transmission channel.” With this study aiming tee&ch marketing communications on
the internet, and looking at the language and imageed, the concept of vividness can

most definitely be considered, particularly in tEla to image interactivity.

Moreover, according to Liu and Shrum (2002), intéxe features, such as virtual
communities, customization, entertainment, and avimg customer service, add value
to consumer interactions with brands on the interfileus, interactivity may be directly
linked to the concept of adding value to brands tbe internet. Enhancing the
interactivity of a web site is seen as a meanswing the site a competitive edge (Fiore
and Jin, 2003). The value concept answers the iqneas to why anybody would
voluntarily go to a brand’s web site. It is notfdifilt to see that brands need to add
unique values to their online communications to enidkvorthwhile for consumers to go
to their web sites. The relationship between wéé miteraction and value has been
pointed out in literature (Breitenbach and van Dof998; Geissler and Zinkhan, 1998).
A review of this study’s research findings will cder if indeed consumers’ believed
the web site to be interactive when asked abosgtdhbring the fieldwork stage of this
study. As Fiore and Jin (2003) have expressed,rang the interactivity of a web site

is indeed seen as a way of giving the site a cathgeedge.
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Finally, interactivity has been described as anartgnt feature that distinguishes the
internet from every other medium (Roehm and HawljtvE999). Therefore, any study
on the ‘internet’ should presumably consider thecept of interactivity, which this
study will do. Shimp (2003:394) takes it a steptiHar and includes the concept of
individualization as a key feature of the internets well as interactivity:
“Individualization and interactivity are key featsr of the internet...Individualization
refers to the fact that the internet user has obntover the flow of
information...Interactivity, which is intertwineditn individualization, allows for users
to select the information they perceive as relevard for brand managers to build
relationships with customers via two-way communaat An important point here is
the idea of companies being able to build relatigys with consumers due to the
internet allowing for interactivity. Also, the méwort of individualization and internet
users having ‘control’ leads on to the next sect@iscussing the empowered consumer

on the internet.

2.3. Empowerment of Consumers

Porter (2001) contends that the internet has thengial to increase the bargaining
power of consumers and redress power imbalanceésinét users are active, not
passive; they enjoy their power and like to exeréisThe empowered online customer
has more knowledge than ever before from sharifgrmation with others and from

comparison sites (Smith and Chaffey, 2005:101)0tigh the internet, consumers not
only learn how to evaluate a product but can alscess the evaluations of other
consumers. This facilitates choice and risk reducthat in turn enables consumers to
exercise increasing control over their consumptamstivities. Consequently, it is

believed that consumers are abandoning their fopassive roles (Harrison, Waite and
Hunter, 2006). Newholm, Laing and Hogg (2006) seaesamer empowerment as a

process of negotiation partially facilitated byanhation.
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Active or self-paced audience media give the awdi¢he choice of pace in consuming
the media content. Bezjian-Avery, Calder and lacab(11998) contend that whereas in
traditional marketing communications, the presemtats linear and the consumer is
passively exposed to product information, for iatéive marketing communications, the
consumer instead actively traverses the informafidre manner in which interactivity
threatens the established way of marketing isdecadly change the nature of audiences.
Mass media audiences may be characterized bydizeir heterogeneity and anonymity.
In an interactive age the audiences can be small aaluressable. As Buckingham
(2000:42) states, these new media are seen as tdaticorather than authoritarian;
diverse rather than homogeneous; participatoryerathan passive.” The potential
audience is global and undifferentiated, but onoetact has been made may be
individually identified and targeted (Rowley, 200Bhaw, Newholm and Dickinson
(2006) state that marketers would be wise, theeeftw take increasingly account of

“empowered” consumers.

According to Rodgers and Thorson (2000), perhasabrihe most basic ways to think
about how individuals process marketing commurocetiin an interactive environment
is to distinguish between aspects that are consuomrolled and those that are
marketer-controlled. Traditionally speaking, maeksthave controlled the marketing
communications consumers see, when and how. Osepaonsumers always have had
the option of not paying attention to, becomingoled with, or ignoring the

communications. In the case of the internet, howeabe control has switched, for the

most part, from marketer to consumer (Rodgers dmaisbn, 2000; Peters, 1998).

Increasingly, consumers’ choose the times and Hamrmels through which they deal
with companies (Rangaswamy and van Bruggen, 200%9. fact that the customer
generally has to find the marketer rather than viesga, and to a greater extent than is
the case with most other media, makes the mediuquen The web empowers
consumers, inaugurating new levels of dialogue betwmarketers and consumers.

According to Kaye and Medoff (2001:264): “For pgshdhe first time, consumers have
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a direct and powerful voice in product innovationdamarketing communications
strategy.” Marketers, who choose to ignore the gharthat advances in technology are
bringing, are in effect ignoring powerful ways @aching and actively engaging their
target audience. Wright, Newman and Dennis (200§)eathat far from the popular
view of consumers being manipulated by firms, sssfté firms try hard to and succeed

in empowering consumers in their marketing acegiti

Finally, Watson, Zinkhan and Pitt (2004) contendtttihe internet provides a stimulus
for renegotiating every power relationship on thkenpt. Unlike some traditional media,

brands cannot expect to ‘push’ their messagesgasaive consumer. Brands need to
‘pull’ active audiences to their web sites by prg unique benefits that they cannot
get elsewhere. Discussing the empowered consumgreanternet, leads on to the next
section, discussing new versus traditional medras Btudy is researching new media
i.e. internet marketing communications, and ss itriportant to establish the differences
between new media and traditional media in relationmarketing and marketing

communications.

2.4. New versus Traditional Media

Media context is thought to have an important ieflce on the value of marketing
communications (Ducoffe, 1996). An important comgainis the message context, or
setting, in which the entire transaction takes @l8te context in which any message is
emitted, transmitted and admitted, decisively iafices its interpretation, and visa versa,
messages are always more or less context-sensifieatext includes the whole range
of one’s cognitive systems (i.e. ‘mind’), messadiesving parallel, as well as the
memory of prior messages that have been proceasedno doubt the anticipation of
future messages expected to be processed” (SebdBlonsky, 1985:453-454). Aaker
and Brown’s (1972) research on brands has shownntheeters delivering the same
marketing communications’ messages to the sameeiacelican generate different

effects depending on the context in which the mtatgecommunications are embedded.
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Similarly, Choi and Rifon (2002) contend that cositecan influence audience
perceptions of the marketing communication andptteeluct. Consumer perceptions of
a medium, such as the internet, in general, angdhtcular vehicles, such as web sites,
of marketing communications would be expected teeheffects on consumer responses
to marketing communications. It appears then tihat fact that in this study the
marketing communication are on the internet, andenspecifically web sites, is indeed
a very significant and important point. As a restdference will have to be continually
be made to the fact that this study is researchiagketing communications within the
setting of the internet, and that this specificte@hmay indeed influence interpretations
in relation to these marketing communications. M#rlg communications do not
appear alone, as even research in traditional fahmarketing communications has
shown that location or placement is critical. Hwstance, marketers buy billboard space
according to drive-by characteristics. Print magketchoose a magazine or newspaper
to target a specific market segment, not to mergi@ertain section in the magazine or
newspaper. Radio and television buys depend orpribgramme’s content and rating
(Hofacker and Murphy, 1998).

This ‘new’ communications environment is continuittgdevelop around an evolving
network of new media such as the internet, whictigh capacity, interactive and
multimedia. The result is, as previously mentionad, era of producer-consumer
interaction. There are many benefits to new medmamunications. Marketers benefit
by reaching both a worldwide market and a speogioup of consumers. New
technologies are emerging that enable businessesatth customers whenever and
wherever they are ready to buy. As the internebimss ubiquitous, companies gain
many new ways to connect with customers. As Kermy Islarshall (2000) contend,
companies need to use the power and reach of theat to deliver tailored messages
and information to customers at the point of ne@dline marketing communications
can be posted and changed quickly and are lessgixpeto produce than traditional
media. As Ainscough and Luckett (1996) contendermgt media is dynamic; last

minute changes and additions can be made with &ffort. Information can be updated
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and expanded at relatively low cost, enabling abdlity of real-time information. Small
time marketers who go online can easily competalfedead with firms that have
‘deeper pockets’.

According to O’'Connor, Galvin and Evans (2004:28),the beginning of the twenty-
first century, marketing managers were faced withaaray of new challenges and
opportunities: “This was when traditional marketiingly started to become ‘electronic
marketing.” Joseph et al. (2001) indicated that thternet is growing faster than all
other preceding technologies. In particular, raghkested for 38 years before it had 50
million listeners; television took 13 years to redbat volume; the internet, however,
took just four years to surpass it (Calisir, 200Qnline beats radio, newspapers and
magazines, based on the number of hour's usagegek (McCarthy, 2004). In terms
of audience reach, the internet represents onkeoipst reliable methods of targeting
people throughout the day (EIAA.com, 29 Novembed3)0According to The Internet
Advertising Bureau (IAB) key drivers for growth amline advertising spend include the
increase in broadband take-up in the UK, and thm@metail boom (Marketing Week,
30 March 2006). According to figures from the IABnline advertising spend is
propping up, and driving, growth in the rest of thmarketing industry (Precision
Marketing, 31 March 2006). Advertising spend intediditional media except television
and outdoor declined in 2005, but online grew (Ndedia Age, 6 April 2006). Readers
and advertisers are turning to the internet, amok farands must follow. “While print
products will not go away—any more than radio dpegyed when TV arrived—
publishers must adapt to serving two audiences, animme and the other offline”
(eMarketer, 25 October 2007). Most companies belithat in the long run online

communication will increase its share of the totmhmunications budget.

Back in 1994, Rust and Oliver argued that the ned®o mass media advertising’s
impending demise is the advent of new technolodlest have resulted in the
fragmentation of media and markets, and the empuoestr of consumers. However, it is

doubtful that online communication will completetyibstitute all of the traditional
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communication channels. It could be argued thatision continues to survive because
of what it is - a means of being entertained, ethetand informed which is low cost,
requires no technical knowledge to work it, invalve need to be able to read or write

or type, nor any need to make any real effort othan to get into a seat.

Moreover, the traditional media ‘giants’ are camchiup (Ha, 2003) with television
networks responding to the growth of the internebbcoming members of the medium.
The concept of ‘enhanced television’ that aimsde the internet to provide a richer and
better viewing experience for television viewers kaken off since 2000 and became a
primary reason for television networks to contirtaeadd new features on their web
sites. It is clear that while web TV is still an @ming medium, it has grown so quickly
that it is now becoming mainstream (PR Week, 262J2008). In 2000 Buckingham
(p.82) contended that “over the coming decadeathent of digital television, internet
set-top boxes, online shopping, video-on-demand] ather developments, will
increasingly blur the distinctions between linesvdalcast media such as television and

‘narrowcast’, interactive media such as the intetne

The importance of the internet to modern businésgegly was underlined by Porter
(2001), who said: “The key question is not whetteerdeploy internet technology —
companies have no choice if they want to stay caotnge— but how to deploy it.” An
internet marketing strategy is needed to providensistent direction for an
organisation’s e-marketing activities so that thetegrate with its other marketing
activities and supports its objectives (ChaffeylisEChadwick, Johnston and Mayer,
2006:152). Although new media have distinct chiarstics compared to traditional
media, it does not necessary follow that compasiesild concentrate communications
solely on digital media. Rather, they should coreland integrate traditional and digital
media according to their strengths (Chaffey, Elisadwick, Johnston and Mayer,
2006:354). As Lagrosen (2005) contends, internaketing communication activities
need to be integrated in the overall marketing compations mix. In common with

other communications media, the internet may bet mibsctive when it is deployed as
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part of an integrated marketing communications a@ggh. Like all interested observers,
the author too does not know what impact the imtemill eventually have on the
evolution of marketing. However, this section haghghted that at this point in time, it
is not a question of choosing one over the otheontine making other traditional forms
of media obsolete, it is for just now, integratingline into the overall marketing
communications mix. The next section looks at th&ement types of online

communications.

2.5. Types of Online Communications

Chaffey, Ellis-Chadwick, Johnston and Mayer (20@8@sent a good description of
types of online communications, and these are pptavailable in the communications
mix for increasing visitors to a web site: The impoce of effectivesearch engine
marketingshows that the higher the rank of a company angrbducts in the search
engine results pages the more visitors will be ivece Online PRis maximising
favourable mentions of your company, brands, prtsdacweb sites on third-party web
sites which are likely to be visited by your targetience. There are three key types of
online partnershipsvhich need to be managed: Link building (can dleconsidered to
be part of online PR); Affiliate marketing; and @@ Sponsorship. For the advertiser,
online sponsorship has the benefit that their nesnassociated with an online brand that
the site visitor is already familiar with. Moreoyegiven the limitations to banner ads,
most media owners, digital marketing agencies amtlstry bodies now refer to
interactive advertisingvhich is more suggestive of the range of optiansrich-media

ads, data capture ads and large-format ads swusltyssrapers.

Also, outbounde-mail marketings where emails are sent to customers and prospects
from an organisation. Permission-based email is effiective tool for building
relationships with customers online. Email canl stilve good response levels, as is
particularly the case with in-house lists on whithe data are based, so email

communications to customers through e-newslettepenodic e-mail blasts are a vital
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communications technique for companies (ChaffeyjsElhadwick, Johnston and
Mayer, 2006:373-400). In additiomiral marketingis when email is used to transmit a
promotional message to another potential custor@erith and Chaffey (2005:243)
claim that viral marketing “harnesses the netwoifeat of the internet and can be
effective in reaching a large number of peopledlgpi It is effectively an online form

of word-of-mouth communications.

Moreover, mobile marketing is helping to fuel newedia’s ‘golden child’ status (New
Media Age, 16 June 2005). According to Marketing S8eptember 2004), change is the
one constant in the digital world, and possibifitiereated by advances in mobile
technology have never been greater. The key sqtioigt with the mobile internet is,
precisely, mobility. According to Milne and Rohm0O@3), businesses are fast becoming
aware of the potential of mobile commerce. The gingrcapacity to communicate with
any individual, from any place, over any netwonkgd do any device, regardless of time
or geographical location provides enormous poteftiamarketers. The result will be
points of customer contact that can be timely,vaad and useful. Consumers no longer
need a fixed-location PC to access information fwwpsonline; the mobile internet
provides an ever-increasing target for marketingiroainications and a growing source
of consumer information (Milne and Rohm, 2003). tRetGrandcolas and Deakins
(2005) conducted a study in which an analysis ote3® marketing campaigns (5,401

respondents) demonstrated the surprising effeas®nf this form of telemarketing.

Whereas the previous sections of this chapter dageissed this move from traditional
to new media communications, this section has disx the developments within new
media communication, over a relatively short perddime. This study is researching
online marketing communications, more specificaiiyernet web sites, and it is
appropriate to highlight the directions in whichine communications are moving. The
proliferation of the internet and world wide webshasulted in the creation of new
social and marketing spaces, and a new form ofdot®n and identity formation

(Ozuem, Howell and Lancaster, 2008). The rise afiatanetworking web sites has

27



forced marketers to wake up to the opportunitied ére being created for their brands
(Simmons, 2008). Also, Kim, Choi, Qualls and Ha(2808) study reveals that among
online community members, brand commitment is eoddrior active brand users and
also non-users of the targeted brand. Clearly, emims have to take account of the
opportunities being created for their brands thiosgcial networking sites, even if they
are successfully utilizing other types of inlinemgaunications. This is particularly

important when targeting the ‘younger generati@s, a great majority use social

networking sites.

The next section discusses how Fast Moving Consu@umads (FMCG) brands are
embracing online. This begins with FMCG brands éneyal, then more specifically
food and beverage brands, and ultimately onto alcwbeverage brands. The marketing
communications of alcoholic beverage brands onitiernet is a research area of

interest to the author.

2.6. FMCG Brands Embracing Online

Understanding how consumers perceive marketingites is important for academic

researchers and practitioners alike. TV is stk @f the best ways for FMCG brands to
reach a wide audience in one hit, but the intealliws a much deeper level of
interaction and engagement. Major FMCG brands iaadly beginning to see online as
a viable channel for engaging with consumers meeply than TV advertisements can
(New Media Age, 4 August 2005). The EIAA’s reseastiowed that the percentage of
overall media budgets devoted to online are fotetasrise. Internet advertising

expenditure will experience a boost by both thénbigand lower spenders of the FMCG
sector over the next few years, with the highemdpes stating that 64% of this extra
spend has come from other media budgets and 5##spbndents claiming the spend
has been diverted from TV advertising (EIAA.com\l@&ember 2006).
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There is significant difference in the importanderaes of web sites by client sector.
Improving brand image and awareness rank highlthexFMCG sector. The internet
offers new opportunities to build and strengthea ltihand (Smith and Chaffey, 2005).
Lace (2004) suggests that providing customer servenks more highly in the
automotive-and-durables and financial-services osectSelling is the primary or
secondary role in the retail, financial-serviced &mavel-and-tourism sectors. In contrast
selling is the least important role in the FMCG teeqLace, 2004). There is also
significant difference within each sector in terofsthe importance weighting given to
the defined roles. Providing entertainment receivesighest score in the food-and-
drink sector, suggesting its importance in the reing of food and beverages. In
contrast entertainment is of particularly low imorce in the retail and travel-and-
tourism sectors. In the financial-services sedterd is less difference in scores between
the five leading roles (than in other sectors) &stjgg the importance of a multifaceted
role for their web sites (Lace, 2004). Indeed Hinlldoards, chat rooms, competitions
and games are all more likely employed by clientshie food-and-drink sector. This
supports the higher importance of entertainmerd esle, as these features provide the
opportunity for a greater degree of person-to-pelisteraction and entertainment, and
highlights the importance of building communitiek interest in food and beverage
brands (Lace, 2004).

Originally hardest to convince (New Media Age, 4 gist 2005), alcoholic drinks
brands are now demonstrating strong signs thatahegmbracing online. This could be
because of the level of consumer involvement whid products. The Foote, Cone &
Belding (FCB) model (Vaughn, 1980) is based on &im#hat considers the degree of
consumer involvement and cognitive or sensory factvaughn (1980) proposes an
FCB model which organizes advertising effectivertesery for strategy planning. This
model requires the building of a matrix in orderctassify products and services. The
matrix has 4 quadrants which are: 1. high (involeatjithinking (informative), 2. high
(involvement)/feeling (affective), 3. low (involveant)/thinking (habit formation), and

4. low (involvement)/feeling (self-satisfaction).lcdholic drinks, especially premium
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product categories and brands, would be classdgtigh-involvement products, both
informative and effective. Therefore, it is not musing that alcoholic beverage brands
are embracing online. Consumers purchasing higbhnevnent products tend to require
detailed information on the products prior to p@asing, and the online environment is

an ideal platform to provide this detailed inforroat

In keeping with the alcoholic beverages industrybeming online, and more
specifically the premium product category whiskyiv@s Regal 12 year old rolled out a
‘virtual tasting’ campaign across China in 2006ned at communicating the product
proposition in a new and memorable way. The pusblwed sending out a pack to
targeted Chivas customers, who had previously texgid online to receive promotions.
Their key consumers were interested in the protutthad very demanding work and
social schedules, and so this presented a resolulibe ‘tasting packs’ contained
instructions, tasting glasses, a mat which doubke@ mouse pad, brochures and three
sample-sized bottles of Chivas Regal whiskies. fdeks also contained a coded invite
to a virtual tasting at an online bar, where resmips first walked through a 10 minute
interactive presentation, covering the history dfivdas Regal (Media Asia, 2 June
2006).

Moreover, Laphroaig single malt whisky produced wibhdelieved to be the first live
interactive web TV programme delivered via satelid a global audience (PR Week, 26
June 2008). Laphroaig Live was an event designedraanote the launch of a new
premium 27-year-old ‘expression’ of the brand andage with the 280,000 registered
‘Friends of Laphroaig’ on Facebook. They used titedt satellite technology to film,
encode and stream the show live and make it irtteeador the viewers from 63
different countries. The campaign generated glabakrage before and after the live
event. It was shown on the Laphroaig site and orthi@ party websites including
Harpers, myvillage.com and Tiscali. It was intendedun for 40 minutes but in fact
continued for an hour due to the volume of questiand interest it generated (PR
Week, 26 June 2008).
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Furthermore, creative innovation is a central pilkd Pernod Ricard-owned vodka
Absolut’s brand proposition and digital platformayan important role in this. Pernod
Ricard, the world’s second biggest wine and spictgnpany, believes that online
advertising is a more effective means of commuinigatvith 18 to 24 year olds than
television (New Media Age, 12 October 2006). Ferthore, according to New Media
Age (19 March 2008), Pernod Ricard-owned Jamessh Whiskey has relaunched its
website as a one-stop site for information andexndn the alcohol brand. The Jameson
site offers content that can be browsed via a 3Beaoavigation system, a Distillery

Team Blog, and Ask the Drinks Experts questionisect

In addition, according to the Financial Times (l&bfuary 2008), Diageo is investing
more money in online campaigns, such as SmirngfieEignce, a competition rewarding
winners with the chance to spend a year travelirgund the world, looking for “the
most original and unique” nightlife. Over the péstv years, its television adverts have
also become more sophisticated, meaning that treeynare likely to be picked up on
websites such as YouTube, giving the company frd#igty. Also, The Glenmorangie
Company promoted its Ardbeg Corryvreckan whiskyhwit digital campaign. The
campaign aimed to engage the 50,000 members ofe@islbcustomer relationship
management programme worldwide to encourage theyo to the Ardbeg website and
buy a bottle of Ardbeg Corryvreckan. The campaitarts off with an email push to
encourage members to go online to watch a filmrd dbut who “dived and survived”
(Marketing, 21 September 2008).

This section highlighted how FMCG brands, in patic alcoholic beverage brands are
embracing online. Originally hardest to convincee\NMedia Age, 4 August 2005);
alcoholic drinks brands are demonstrating stroggssthat they are embracing online. It
was proposed that this could be because of thé ¢tévaonsumer involvement with the
products. Consumers purchasing high-involvementiymts tend to require detailed

information on the products prior to purchasingisidection detailed many examples of
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whisky brands embracing online, in which the onlarevironment appeared to be an
ideal platform to providing detailed information dhe premium product category
whisky.

2.7. Web Site as a Marketing Communications Tool

Moving on to specifically web sites as a marketamgnmunications tool. As Chaffey,
Ellis-Chadwick, Johnston and Mayer (2006:357) statke medium changes the nature
of standard marketing communications tools suchdsgrtising: In addition to offering
the opportunity for one-to-one marketing, the ing&trcan be, and still is widely, used for
one-to-many advertising. The web site itself carctwesidered as similar in function to
an advertisement, since it can inform, persuada@mihd customers about the offering,
although it is not paid for in the same way asaditional advertisement. According to
Shimp (2003:396): “The company/brand web site carcdnsidered a specific form of
online marketing communications...”

Moreover, the internet mandates visualizing alne&ry aspect of corporate strategy,
operations, and communication. Web design has btowgsual issues into the
mainstream of strategic thinking, and promptedasdeand thinking about perception
and preference of visual information (Schroedefi720Design is the visual appearance
and audible applications of a site, which includsss of color animation, pictures, text,
format, and sound (Collier and Bienstock, 2008)e Theasure of appearance and site
design measures the visual attractiveness, preégentd information on the screen, and
the ease with which the site can be used (Goodddamis, 2007). From the consumer’s
perspective, visual experiences dominate the iateras they navigate through a
computer-mediated environment almost entirely ddpah upon their sense of sight
(Schroeder, 2007). It is disappointing to learrt thrdy 20% of companies research the
brand image (e-identity) of the web site itself ¢ea2004). In keeping with Schroeder’s

(2007) claim that from a consumer’'s perspectivesu&i experiences dominate the
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internet, this study aims to research web site etarg communications in relation to

the imagery and language used within the site.

The homepage of a web site is particularly impdrtarachieving marketing options; if
the customers do not understand or do not buytire@roposition of the site, then they
will leave. Gleisser (2001) states that it is intpot to clarify what he refers to as ‘the
essentials’ of: who we are, what we offer, whaih&de, and how to contact us. Since
the home page represents the ‘first look’ at thb waite, it plays a pivotal role in gaining
and holding consumers’ attention, either luringnthiato the web site or driving them
away. Given the rapidly changing, fragmented meghigironment, capturing audience

attention is an increasingly important step ingeesuasion process (Geissler, 2001).

Moreover, for web sites to be a successful margetmmmunications tool, its content
needs to be up-to-date, in line with customer etgtens. The web is perceived as a
dynamic medium, and customers are likely to expegt information to be posted to a
site straight away. If material is inaccurate @lestthen the customer may not return to
the site (Chaffey, Ellis-Chadwick, Johnston and Btay006:434). According to Smith
and Chaffey (2005), ‘good’ sites are frequently ated and stay ‘fresh’; they put up
new information that is useful and relevant, high quality, and timely for their
audience. This is where ‘content is king’ becomesntext is king - relevant
information available at the right time in the rigitace (Smith and Chaffey, 2005).

Furthermore, Copywriting for the internet is an leuay art form, but many of the rules
for ‘good’ copywriting are as for any media. Po$githe most important rule is to not
assume that visitors have full knowledge of the pany, its products and services
(Chaffey, Ellis-Chadwick, Johnston and Mayer, 2333). Web copywriters also need
to take account of the user reading the conterdcomen. With regards to font styles,
Smith and Chaffey (2005:193) claim that “san-sfmift styles such as Arial or Verdana
work best on the web, as they look sharper on tihees and are therefore easier to

read.” Approaches to dealing with the limitatiomsposed by the customer using a
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monitor include: Chunking, or breaking texts intoita of 5-6 lines at most, which
allows users to scan rather than read informationweb pages; Use of lists with
headline text in larger font; Never including toaeh on a single page, except when
presenting lengthy information such as a reportctvimay be easier to read on a single
page; Using hyperlinks to decrease page sizeslprdohieve flow within copy, either
by linking to sections further down a page or Imkito another page (Chaffey, Ellis-
Chadwick, Johnston and Mayer, 2006:333).

Marketers should focus on using the internet’s uaigharacteristics and capabilities to
make their web sites more interesting (Calisir, 0 site with powerful aesthetic
appeal can help communicate a brand’s essentiaksallThe use of graphics, colour,
style, layout and typography create aestheticsetfay they create a personality for the
site (Smith and Chaffey, 2005). The image of a ved#b is not just a matter of
presentation. To stimulate flow, it is importanattta similar presentation style is used
for all pages within the web site. The presentasityte includes the layout, colours, font
style and size, mix of text and graphical inforroatiand sort, shape, size and placement
of links (Wu and Chang, 2005). Although it has beegued that website appearance
and site design are central to online communicatibrhas also been noted that
presentational consistency is an important faatodriving consumer intentions and
actions (for example, Ekhaml, 1996; D’Angelo andtlej 1998; Nicotera, 1999).
According to Goode and Harris (2007), visual priragd presentational consistency of
web pages exerts a powerful influence on the cboiok web users. Srinivasan,
Anderson and Ponnavolu (2002) contend that theachar of the web site, that is the
overall image or personality that the e-retailayj@ets to consumers through the use of
inputs such as text, style, graphics, colours, $pgod slogans or themes on the website,
has a significant impact on e-loyalty. According é8uperbrands Research Report
(2006), 39% stated that the logo is the featurettiey believe stands out the most when
identifying an online brand; 30% stated designéstyl% stated style and tone of the

language; and 4% stated colour.
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Having discussed the web site as a marketing conuaions tool, it is important to

review the methods used in the literature to evelthss.

2.8. Methods of Evaluating Web Sites as a Marketin@ommunications Tool

The vast amount of internet marketing communicatiogsearch is dominated by the
information-processing and quantitative traditidfor instance, researchers testing
content effectiveness have developed scales fosumieg attitude toward a web site and
other measures for evaluating the design and eféewtss of promotional content on the
web (Dreze and Zurfryden, 1997; Chen and Wells,919While this research offers
some understanding of consumer attitudes towaednat marketing communications, it
does not delve into the possible underlying reasamg consumers choose to use the
internet over other forms of media (Joines, SchanerScheufele, 2003). Initial attempts
to discover the reasons why consumers use then@itbave mostly applied a uses and
gratifications approach (Eighmey and McCord, 19R8rgaonkar and Wolin, 1999).
These studies have tried to gain a better undefisigqiof the user's experience with the
web and have provided a more in-depth understandihgveb users and their
motivations for continued use. This informatiorvéduable for marketers trying to target
audiences more effectively. Uses and gratificatiares particularly useful in explaining
continuing use (McGuire, 1974). Whereas initial usay be a result of accidental
exposure or curiosity, continuing use assumes taerainderlying motivations driving

repeated use of media.

Given that the past research is dominated by fleenration-processing and quantitative
tradition, and with the wide range of issues faeinet marketing communications, there
is indeed a need for more depth and richness ohimgaAn alternative approach could
be taken to fully uncover the depth and richnessneining involved within internet
marketing communications, and specifically web ssit€o achieve this, a semiotic
approach to internet marketing communications cobkl taken. According to

Schibrowsky, Peltier and Nill (2007), the importaraf the internet as a topical area of
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interest within the academic community is strond growing, and signals the need to
once again review the internet marketing literatyr@rticularly in terms of potential

research opportunities. Montoya-Weiss, Voss andw@rg2003) contend that the
ultimate success of internet marketing depends maferstanding the way in which
customers’ interactions with a web site influentlesir evaluations and behaviours.
Thus in terms of potential research opportunitieghiw the internet marketing

communications literature, semiotics can play @ rol exploring its contribution to

gaining a greater understanding of web site aestheand how it may influence

consumers’ interpretations, evaluations and belasio

Perhaps past approaches have been unable to fudtyver the depth and richness of
meaning that at semiotic approach could offer. 8&os is a useful tool for discovering
the sophistication and richness of marketing comoations. An aesthetically pleasing
web site design may attract customers if it geesrgileasurable feelings that are
associated with the online experience (Montoya-¥/ei&ss and Grewal, 2003). One
way to sustain a brand’s uniqueness is throughbémgat with emotional values, which
users sometimes value beyond the brand’s functiatilgy (De Chernatony, 2001:31).
Semiotics is concerned with the formulation andoeimy of messages (by brand
owners), the transmission of these messages throbghnels (such as internet web
sites), and the decoding and interpretation ofdhmessages (by consumers) (Sebeok in
Blonsky, 1985:451).

2.9. Summary and Conclusion

As Shimp (2005) argues, marketers are just beginrim understand marketing
communications on the internet; more research isydbmain is critical. This chapter
provided an overview of the literature relatingth@ internet and internet marketing
communications. Key sections included the discussiahe internet as a new mediated
environment, new versus traditional media, bramdbracing online, the different types

of online communications, and web sites as a miaigketommunications tool. As
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Schibrowsky, Peltier and Nill (2007) state, the artpnce of the internet as a topical
area of interest within the academic communitytiergy and growing, and signals the
need to once again review the internet marketiteydiure, particularly in terms of

potential research opportunities. With regardsdteptial research opportunities, given
that the past research has been dominated byfthrengttion-processing and quantitative
tradition, and with the wide range of issues faeinet marketing communications, there
is indeed a need for more depth and richness ohimgaAn alternative approach could
be taken to fully uncover the depth and richnessneining involved within internet

marketing communications, and specifically webssifBo achieve this, it is argued that
a semiotic approach to internet marketing commuiuoica should be taken. The next
chapter will discuss approaches to semiotics, iichvan overview of the literature will

be provided relating to the theories and princighest semiotics has to offer. This is
important because without understanding these i#f®@nd principles in detail, the
author will not know how semiotics can be applied internet marketing

communications.
This chapter introduced and suggested the poggibfliusing semiotics as a worthwhile

approach to web site evaluation. The next chaptirfully explain and demonstrate

why a semiotic approach to web site evaluationagtivdoing.
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3. Semiotics

3.1. Introduction

The previous chapter provided an overview of therditure relating to the internet and
internet marketing communications. The chapter émwigh a summary and conclusion
reinforcing the importance of studying internet keting communications and potential
research opportunities in this area, in which théher proposes taking a semiotic
approach to fully uncover the depth and richnesmeéning involved within internet
marketing communications, and specifically webssita order to do this, the theories
and principles that semiotics offers, need to suwdised. This is important because
without understanding these theories and principledetail, the author will not know
how semiotics can be applied in internet marketoognmunications. This current
chapter discusses approaches to semiotics, in wdnclverview of the literature is
provided relating to the theories and principlest ttemiotics has to offer. This ‘pure’
introduction to semiotics provides the reader witthetailed understanding as to how the
theories and principles that semiotics offers, @iéfmw for the researcher to delve deeper
into the potential meanings involved within markgticommunications. Broadly, this
chapter is grouped into three main parts. The fiigst is a discussion on the structuralist
approaches of the founding fathers of semioticsdiRand de Saussure and Charles
Saunders Peirce. The second part moves on to disousn the post-structuralist
approach in semiotics, discussed as social semidtinally, the chapter ends with a
summary pointing the author towards a consideratibmoth structuralist and post-
structuralist social semiotics approaches.

3.2. Founding Fathers of Semiotics

According to Mick (1986), the roots of semioticaitrback at least as far as the pre-
Socratic era, where Hippocrates identified bodilgnifested signs as conveyors of

messages about physical and mental states. As ZaidaNadin (1987) contend,
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semiotics is not a new discipline; it can be tradmtk to ancient Greek writers,
especially Aristotle and later St. Augustine, whetidguished between signs and the
things that signs represent. The term ‘semiotics wamdapted by the Englishman John
Locke (1632-1704) from the Greek Stoics, who imturere influenced by the Greek
medical tradition that interpreted diagnosis andgposis as sign processes. Locke is
proposed as the originator of the field of semgtim his Essay Concerning Human
Understanding’(1690:4.21.4), he referred to “semiotike, or tloetdne of signs...the
business whereof is to consider the nature of sthpsmind makes use of for the
understanding of things, or conveying its knowletigethers.” Advances were made in
semiotic theory during the 17th century, but intéréaded with the century and
semiotics remained virtually undisturbed for anotiweo hundred years. It was not until
the turn of the 20th century that semiotics achdevies identity through the
independently developed works of the Swiss linglistdinand de Saussure (1857-
1913) and the American logician and philosopherrigsaSanders Peirce (1839-1914).
They are widely considered the true founding fagledrsemiotics.

Peirce was an American “philosopher, logician, stté and founder of pragmatism”, as
the Pennsylvania Historical and Museum Commissiates on a sign outside his house.
This sign denotes respect and fame not accordé®itce during his lifetime. Peirce,
described as a “wayward philosophical genius” (€ulL981:23), was denied tenure by
the Johns Hopkins University at Baltimore, and émained in obscurity until long after
his death. Even so, Sless (1986:143) argues, “we Bairce a profound intellectual
debt, because of the tremendous scope of his Vissbess claims that Peirce’s essential
twin achievements were, firstly; “to realize thatyadeveloped theory of semiotics
would be unlike most theories in that it would éngéacomplete restructuring of our
intellectual framework...; and secondly, to realizet such a framework would have to
be open ended because of the nature of semiosmsila8y, Sir Karl Popper (1972:212)
regarded Peirce as “one of the greatest philosspbieall time.” Peirce (1839-1914),
who followed John Locke’s usage, was generous snphaise of Locke saying “we

cannot fail to acknowledge a superior element ofhtin the practicality of Locke’s
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thought, which on the whole should place him neapgn a level with Descartes” (in
Aarsleff, 1982:120).

Saussure was very different in character to Peibe#ng a successful, respectable
professor, working within the ‘Establishment’. Betsn 1907 and 1911, as Professor at
the University of Geneva, Saussure gave three eswsflectures on general linguistics.
The book, Course in General Linguisticscreated by Bally and Sechehaye in 1960, is
the source of Saussure’s influence and reputafsnBally and Sechehaye recount in
their preface to the Course, Saussure had keptfgeryotes, so they had to work from
notes taken by students who had attended the asinies of lectures. They compiled a
unified work, granting precedence to the thirdeseof lectures, but drawing on material
from the other two and on Saussure’s personal ndtess, it could be argued that
Saussure’s importance in linguistics and in otledd$ may rest less on what he ‘really’
thought than on what is contained in the Coursecofding to Culler (1976:17), the
editors did an admirable job, but “there is a sgrease for saying that in three respects
they were less successful than one might have dishieir order of presentation is
probably not that which Saussure would have chaseh thus does not reflect the
potential logical sequence of his argument; theéonodf the arbitrary nature of the sign
receives much less discussion than it does inakesspand in discussing the sound plane
of language the editors are much less scrupulodi€amsistent in their terminology than

Saussure seems to have been.”

It has become fashionable among some semioticiangittthe relatively elaborate
semiotics of Peirce against Saussure’s. Accordingrampen et al. (1987:62), “taking
the explicit completeness of a system as a starfdarthe importance of a theoretical
contribution, and not knowing Saussure’s originanscripts, one does not find in
Saussure much more than the famous prophecy ilCthese in General Linguistics
book: “Semiology...a science that studies the lifesighs within society... (Saussure,
1960:15).” Similarly, Sless (1986) argues that Sates only mentioned semiology in a

few paragraphs, and then very cautiously, and gesw@at, Saussure’s contribution was

40



very slight. However, the fact remains that theefbf Saussure’s work was profound.

The next section provides Saussure’s definitiogahiotics.

3.2.1. Saussure’s Definition of Semiotics

Before discussing Saussure’s understanding of stgaslefinition of semiotics will be
given: “A science that studies the life of signs withinetgés conceivable; it would be
part of social psychology and consequently of ganesychology; | shall call it
semiology (from Greek semeion ‘sign’)” (Saussure, 1960:15). Guiraud (1975)
emphasizes that if semiotics is the science ofssiggencompasses all knowledge and all
experience, for everything is a sign. AccordingSaussure (1960:16): “Semiology
would show what constitutes signs, what laws govkeem. Since the science does not
yet exist, no one can say what it would be; biag a right to existence, a place staked
out in advance. Linguistics is only a part of thengral science of semiology; the laws
discovered by semiology will be applicable to limjics, and the latter will
circumscribe a well-defined area within the massawothropological facts...If | have
succeeded in assigning linguistics a place amoegsttiences, it is because | have

related it to semiology.”

Saussure (1960:17) continues: “To me the languag@em is mainly semiological, and
all developments derive their significance fromttfect. If we are to discover the true
nature of language we must learn what it has innmomwith all other semiological
systems...By studying rites, customs etc. as sighlieve that we shall throw new
light on the facts and point up the need for incigdhem in a science of semiology and
explaining them by its laws...since human beings nrakses, use gestures, make use
of combinations of objects or actions in order ¢o\ey meaning, there is a place for a
discipline, such as semiotics, which would analyse kind of activity and make clear
the systems of convention on which it rests.” Qu(tE976:90) contends: “Saussure’s
semiology is based on the assumption that insafahuaman actions or productions

convey meaning, insofar as they function as sigreye must be an underlying system
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of conventions and distinctions which makes thisanmeg possible. Where there are
signs there is system.” Following on from thise thext section details Peirce’s

definition of semiotics.

3.2.2. Peirce’s Definition of Semiotics

Before discussing Peirce’s understanding of sifps,definition of semiotics will be
given. According to Oehler (1987:2): “The first pished sketch of Peirce’s semiotics is
found in the essayOn a New List of Categoriesvhich dates from 1867. However, he
had already dealt with the subject of semiotica iseries of lectures, which he held at
Harvard University in 1865 under the titl#he Logic of ScienceThe manuscripts
which have survived of this series of lectures midlkdear that Peirce’s chief objective
at this stage was to redefine logic, and to recoostt as a theory of signs.” For Peirce,
semiotics was the “formal doctrine of signs” whighs closely related to logic (Peirce,
1839-1914:2.227), and his thoughts on signs wespesh by his thoughts on logic.
Peirce defined logic as “...the science of the ssa®/ conditions of the attainment of
truth” (1839-1914:1.444), and he “indicated that system of logic was to regard logic
as the theory of signs in general” (in Tursman,7t28-11). Peirce wanted to develop a
general logic of the sciences because he beliehagdekact logic had a very important
role to play in the search for categories of thauBleirce declared that “every thought is
a sign” (1839-1914:1.538). In Peirce’s bodlogic as Semiotic: The Theory of Signs
(1898), the sign is defined as: “Something whiadnds to somebody for something in

one respect or capacity.”

Having detailed both Saussure and Peirce’s dedimstiof semiotics, the next section

discusses Saussure’s understanding of signs.
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3.3. Saussure’s Understanding of Signs

Saussure regarded language as a system of signéialm noises only counted as
language when they served to communicate ideagrwite they were just noise.
Consequently, in order to communicate ideas they teabe part of this system of
conventions, because “for any words or speech cteasto have meaning there must be
a system that makes it possible to utter and utatetshem” (Sheriff, 1989:6). Thus,
language stands as “the supreme example of aaaikioed ‘relational’ structure whose
constituent parts have no significance unless #reyintegrated within its bounds...the
very concepts a language expresses are also defimedietermined by its structure”
(Hawkes, 1977:26-27).

The Saussurean model, with its emphasis on intstnattures within a sign system, can
be seen as the origins of the structuralist oniglag that language does not reflect
reality but rather constructs it. Saussure conteéhdssigns do not make sense on their
own but in relation to other signs. Saussure arghast “concepts...are defined not
positively, in terms of their content, but negalyvby contrast with other items in the
same system. What characterizes each most exadiging whatever the others are not”
(1960:115). According to Boon (1979), relationahliies characterize all of Saussure’s
distinctions, most obviously signifier/signified, uto also arbitrary/motivated,
langue/parole, synchrony/diachrony, and paradigie@yntagmatics. In  such

distinctions, to abstract one side is to precipitae other.

3.3.1. Signifier and Signified

The smallest unit of analysis in Saussure’s (13&)iology is the sign, consisting of a
signifier and a signified. The linguistic sign westa concept and a sound-image. Due to
ambiguity, Saussure (1960:67) proposes to “retentordsignto designate the whole,
and to replace concept and sound-image respectmtiysignifiedandsignifier; the last

two terms have the advantage of indicating the sipipa that separates them from each
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other and from the whole of which they are par&ussure (1960:67) opined that “the
sign consisted of its physical form plus an asgedianental concept, and that this
concept was in its turn an apprehension of extereality.” According to Blonsky
(1985), to Saussure the sign was the pivotal fatarguage, it was the correlation of
two sets of difference; aignifier, which had potential meaning, but not actual or
complete meaning, in order to derive which, thenifier was correlated by culture to
items of the culture’s contents: Thegnified This signifier-signified dichotomy, as

shown below, is an artificial, theoretical splitiain cannot occur in reality:

Figure 5: Saussure’s Signifier-Signified Dichotomy

Signification
Sign = Signifier plus Signified----------- > External Reality or Meaning
(physical existence of sign) (méntancept)

Source: Fiske (1985:47)

Signifieds are culturally determined and socialggaotiated, and as Fiske (1985:49)
contends: “The area of reality or experience toclwlany one signified refers, that is the
signification of the sign, is determined not by tiaure of that reality or experience, but
by the boundaries of the related signifieds in slgstem. Meaning is therefore better
defined by the relationships of one sign to angttiean by the relationship of that sign
to an external reality.” Saussure refers to thdu@aof a sign as depending upon its
relations with other signs within the system, aadiaesult, a sign has no absolute value

independent of this context. For Saussure, valuwhe primarily determines meaning.

3.3.2. Arbitrary and Motivated

When discussing the arbitrary nature of the sigaysSure (1960:69) states: “The bond

between the signifier and the signified is arbitrdyvecause every means of expression
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used in society is based, in principle, on conwenti He continues: “Signs that are
wholly arbitrary realize better than the others itheal of the semiological process; that
is why language, the most complex and universalldystems of expression, is also the
most characteristic; in this sense linguistics ¢tmtome the master-pattern for all
branches of semiology although language is only maudicular semiological system”
(1960:67). Convention is the social dimension @nsi It is the agreement amongst
users about the appropriate uses of, and resptmsgsign (Cook, 1992). The arbitrary
nature of the sign was, for Saussure, the hednuofan language. Structuralists see all
signs as systematically organized and the reldtipnsetween them as arbitrary, which
means that relationships are properties of the sygtem; they are not determined by
anything external to the system. This arbitraringss the sign’s fundamental
characteristic: “The arbitrary sign is the sign pacellence” (Todorov, 1982:268). Not
only is the relationship between the signifier aine signified arbitrary, it is, according
to Saussure immutable; “No individual, even if hided it, could modify in any way at
all the choice that has been made; and what it nleeecommunity itself cannot control

so much as a single word; it is bound to the exgstanguage” (Saussure, 1960:8).

Saussure (1960:68) continues: “The word arbitrdsp &alls for comment. The term
should not imply that the choice of the signifier left entirely to the speaker (the
individual does not have the power to change a Bigany way once it has become
established in the linguistic community); | meaatth is unmotivated, i.e. arbitrary in
that it actually has no natural connection with signified.” Themore motivated the

sign is, the more its signifier is constrained e tsignified, whereas; “The less
motivated the sign is, the more important it is & to have learnt the conventions
agreed among the users: Without them the sign resmaeaningless, or liable to wildly
aberrant decoding(Fiske 1985:57). Boon (1979:91) contends: “If pirsue Saussure’s
implications, ‘motivation’ is not just a property sign-systems viewed from inside; nor
is arbitrariness the ultimate outside-vantage oty amd all languages. Rather,
arbitrary/motivated is a relational pair, each siéeessary for posing the other.”
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3.3.3. Lanque and Parole

Saussure (1960) outlines a further principle, whiehconsiders to be key to semiotics;
language comprising of langue and parole. Accordin@uller (1976:30-31), Saussure
defines'langue’ as “the social system of language of which we gpar, and'parole’

as “our individual speech acts.” Saussure chariaeteparole as the superficial aspect of
the underlying system of rules that constitutegglen he focused on langue - the
structure of rules that underpins language, arglftigus led to structuralism. According
to Culler (1976:30-31), Saussure argued that lamgust be the linguist’'s primary
concern: “What he is trying to do in analyzing agaage is not to describe speech acts
but to determine the units and rules of combinatidmnich make up the linguistic
system.” The distinction between langue and patbigs provides a principle of
relevance for linguistics: In separating languerfrparole, Saussure is separating what is
social from what is individual, and what is essantiom what is accidental. However,
Voloshinov (1986:21) suggests the social phenonwérthe parole, far from being too
individual to be an object of theory, is the keywtalerstanding meaning.

3.3.4. Synchronic and Diachronic

Saussure originally inherited the traditional viel “language as an aggregation of
separate units called ‘words’, each of which somehas a separate ‘meaning’ attached
to it, the whole existing within @iachronic or historical dimension which makes it
subject to observable and recordable laws of cHahtpavkes, 1977:19). Saussure was,
however, unhappy with this view because he felt himpredecessors had failed to think
seriously or perceptively about their task. Hisaletionary contribution was to reject
this ‘substantive’ view in favour of a ‘relationadhe where “language should be studied
not only in terms of its individual parts, and matly diachronically, but also in terms of
the relationship betwedhose parts, ansynchronically (Hawkes, 1977:20). According

to this view, signs are not autonomous entitiesdartve their meaning only from the
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place within a sign system. According to SaussL®&&Q0:95): “Thesynchronicapproach

is analytical - it looks at the relationships betweslements and investigates systems of
meaning at one point in time. Whereas diechronicapproach is historical - it looks at
the way meaning evolves over time. Synchronic fasdismatter what they are, evidence
a certain regularity but are in no way imperatigchronic facts, on the contrary, force
themselves upon language but are in no way gehénak to Saussure’s main emphasis
being on how individual concepts and objects gagamng through the position they
occupy within a network of signs he advocated theckronic approach, applied to

langue.

Culler (1976) states that Saussure’s argument iseaecomplicated one. The claim is
that diachronic facts are of a different order fregmchronic facts, in that historical
change originates outside the linguistic systemhdi@e originates in linguistic
performance, in parole, not in langue, and whahdglified are individual elements of
the system of realization. Historical changes &ftee system in the end, in that the
system will adjust to them, make use of the resaflisistorical change, but it is not the
linguistic system which produces them” (Culler, @310-41). It should be noted that
this synchronic - diachronic distinction is conteesial. By distinguishing rigorously
between these two perspectives, and in grantingrigyrito the synchronic study of
language, Saussure was ignoring the fact that Egegyus fundamentally historical,
contingent and in constant evolution. However, €ul{1976:35) stresses: “It was
precisely because Saussure recognized the radstatitity of language that he asserted
the importance of distinguishing between facts alibae linguistic system and facts
about linguistic evolution, even in cases where the kinds of facts seem
extraordinarily intertwined.” Linguists, who opposgaussure’s distinction between
synchronic and diachronic approaches, and wishntesage a synthetic, panchronic
perspective, often point to the entanglement ofckyonic and diachronic facts to
support their case. According to Culler (1976:48aussure is all too aware of the
intertwining of synchronic and diachronic factsotfhim the whole difficulty is one of

separating these elements when they are mixedusealy in this way can linguistic
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analysis attain coherence. Linguistic forms havechyonic and diachronic aspects
which must be separated because they are factsdiffesent order, with different
conditions of existence.” For Saussure, a panchrsymthesis is impossible because of

the arbitrary nature of linguistic signs.

3.3.5. Syntagm and Paradigm

Saussure gives guidance regarding the analysistektaand finding the meaning of
signs by introducing the concepts of syntagm anmddigm. SyntagmsFrom the Greek
word meaning chain; “A’ is the message into whitle chosen signs are combined”
(Fiske, 1985:61). This is ‘horizontal’ combinatiosequences forming a chain which
produces thenanifestmeaningParadigms From the Greek word meaning to show side
by side; “A’ is a set of signs from which the oteebe used it chosen” (Fiske, 1985:61).
This means ‘vertical’ selection from different agees is the source tdtent meaning.
Saussure believed that messages were constructed“bgmbination of ‘horizontal’
movement which combines words together, and aibagrimovement, which selects the
particular words from the available inventory oé thnguage” (Hawkes, 1977:77). Signs
can be put together through two main paths. Rinste are combination possibilities, for
instance, the prefixes and suffixes that can kecla¢td to a noun, for example, ‘friend’
can become ‘boyfriend’, ‘friendship’ or ‘friendly.Saussure calls these patterns of
combinations syntagmatic relations.Second, there are contrastive properties, for
instance, saying ‘yes’ or ‘no’, in which the choictone term necessarily excludes the
other. Saussure calls these mutually exclusiveioeksparadigmaticoppositions Thus,
signs derive their meaning only from their relaonith and differences from other

signs.

Saussure emphasized that meaning arises fromiffeeencesbetween signifiers; these
differences are of two kindsyntagmatic(concerning positioning) angdaradigmatic
(concerning substitution). The distinction is a ke in structuralist semiotic analysis.

These two dimensions are often presented as ‘aagshown below in Figure 2, where
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the horizontal axis is the syntagmatic and theicaraxis is the paradigmatic. The plane
of the syntagm is that of treombinationof ‘this-and-this-and-this’ (as in the sentence,
‘the man cried’) whilst the plane of the paradigithat of theselectionof ‘this-or-this-
or-this’ (e.g. the replacement of the last word ie ttame sentence with ‘died’ or
‘sang’). Whilst syntagmatic relations are possiigi§ of combination, paradigmatic
relations are functional contrasts - they inval#erentiation Temporally, syntagmatic
relations refer intratextually to other signifiec®-presentwithin the text, whilst
paradigmatic relations refer intertextually to sfgms which areabsentfrom the text
(Saussure 1983:122; Saussure 1974:123). The ‘vafueesign is determined by both its
paradigmatic and its syntagmatic relations. Syntagnd paradigms provide a structural
context within which signs make sense; they arestihectural forms through which

signs are organized into codes (Chandler, 1994).

Barthes (1985:63) in his work on fashiorBysteme de la MoQeillustrates the

difference between the paradigm and syntagm. Adpgmais “a set of pieces...which
cannot be worn at the same time on the same pateobody, and whose variation
corresponds to a change in meaning of the clotiingue-bonnet-hood etc.” A syntagm
consists of the “juxtaposition in the same typedodss of different elements: Skirt-
blouse-jacket.” This shows how these concepts neednly be applied in the linguistic

sense in which Saussure first envisaged them.

Following on from this, the next section discusBesce’s understanding of signs.

3.4. Peirce’s Understanding of Signs

Central to Peirce’s system is the conviction thath@ught is conducted through and is
even synonymous with sign processes: Although géiilo exist prior to being thought

of by someone, ‘things’ mean nothing until they pegt of a sign process; they cannot
exist in any significant way. In fact, Peirce’stiy of signs is so general as to entail

that, whatever else anything may be, it is alsiga. Neither does Peirce limit himself to
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this world: “The entire universe is perfused withns, if it is not composed entirely of
signs” (1839-1914:5.448). Peirce’s interest in ¢adjireasoning led him to investigate
different categories of signs, and the manner bighvimdividuals’ extract meaning from

them. In contrast with Saussure’s binary modelrd@enffers a triad, as shown below:

Figure 6: Peirce’s Triad

Object

AN

Representarff®gn)  Interpretant
Source: Feibleman (1960:89).

In his references to the sign, Peirce speaks @fsiinvolving an essentially triadic
relationship between itself, the sign (representgmehe object of the sign, and the
interpretant of the sign. Feibleman (1960:89) staté\ sign is anything which
determines something else (i$erpretan) to refer to an object to which itself refers (its
objec). A sign, called theepresentamenin every case is used to stand for an object
independent of itself.” Feibleman continues: “drads for something, its object. It stands
for an object to somebody (or something) in whoarduses a more developed sign, the
interpretant. Finally, a sign stands for an obfecn interpretant in some respect, that is,
it represents the ‘common characters’ of the objacd this respect is called the
ground” According to Hoopes (1991:7), “Peirce held theatery thought is a sign
without meaning until interpreted by a subsequéought, an interpretant. Thus the
meaning of every thought is established by a tciadlation, an interpretation of the
thought as a sign of a determining object.” Thenpteter, in whom the interpretant is
determined, does not have to be a mind and magvest be a human being. It may be
anything sufficiently sentient to receive the imgmien of a sign and entertain an
interpretant. For the interpretant of a sign isajsvitself a sign. More is involved than

the lack of necessity for the interpreter to beuméin being; for the actual existence of
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the interpretant itself may be only a possibility:is not necessary that the interpretant
should actually exist” (Feibleman, 1960:130). Thssjce interpretant as well as
interpreter may have only a problematic existemcelie purposes of significance, it is
clear that the relation of a sign to its objecthis fundamental one in semiotic; and that
communication, or the arousal of one sign by medraother sign, depends upon this

fundamental relation (Feibleman, 1960).

According to Boon (1979), Peirce clarified his tgpmore than his concept of sign,
which is what they are types of. Boon (1979:95)tecares: “Saussure needs a sign-
object-interpretant model to valorize his signisggnified. Also, Peirce needs a
signifier/signified model to clarify the internalationships of his triadic scheme and to
get across systems from one language-cum-sociebgature to another language-

cum-society-and-culture.”

3.4.1. Icon, Index and Symbol

Peirce frequently claimed that it is not words oneepts, but rather sentences, which
are meaningful. “The fact that the meaning of acemt or term is construed by Peirce in
terms of the conditions of its verification, suggethat, for Peirce, talking about the
meaning of a concept or a word is in fact talkitgpuat the meaning of a sentence or
proposition; for only sentences and propositions] aot concepts or words, can be
verified” (Almeder, 1980:15). Almeder (1980:22) towes: “Peirce claimed that the
problem of what the ‘meaning’ of a proposition enconly be solved by the study of
interpretants, or proper significant effects, ajns.” Peirce claimed that his theory of
meaning derives from, and is justified by, his tyeof signs. As mentioned, Peirce
proposed that a sign stands for an object to argrdétant in some respect, and this
respect is called the ground. According to Anderd®87), in dividing signs according
to how they stand for their objects, Peirce arrigethree types: Icon, index and symbol.
Although it may be ‘easy’ to refer to Peirce’s thrf@rms as ‘types of signs’, they are

not necessarily mutually exclusive: A sign can benalex, an icon and a symbol, or any
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combination. Peirce was fully aware of this: fostamce, he insisted that ‘it would be
difficult if not impossible to instance an absolyt@ure index, or to find any sign
absolutely devoid of the indexical quality’ (Peirt®31-58, 2.306). It is worth noting
that Peirce actually found sixty-six distinct kinafssign, and hypothesized the existence
of 59,049 classes, which he left for others to espl The three terms are defined as

follows:

Icon: “A sign which would possess the character whichdegs it significant, even

though its object has no existence” (Peirce, 1901Fhus, a sign is an icon if it

resembles its object: “Photographic images look like thing, place or person being
represented. This makes them iconic signs andiginéisr-signified relationship one of

resemblance or likeness” (Dyer, 1982:124).

Index: “A sign which would, at once, lose the characténol makes it a sign if its
object were removed, but would not lose that chiara€ there were no interpretant”
(Peirce, 1901-5). Thus, a sign is an index if is laadirect causal connection with its
object, and draws attention to that object: “Someasgo beyond the mere depiction of
a person or thing and are used indexically to mtgi@ further or additional meaning to
the one immediately and obviously signified. Foamyple, the idea of Parisian holidays
can be indicated by a picture of the Eiffel Tow@Yer, 1982:124).

Symbol: “A sign which would lose the character which rersdigia sign if there were no
interpretant. Such is any utterance of speech wsighifies what it does only by virtue
of its being understood to have that significatigReirce, 1901-5). Thus, a sign is a
symbol when the connection is either arbitrary onwentional: “The relationship
between signifier and signified in some signs Eteary, based neither on resemblance
nor on any existential link...This kind of sign islled a symbol. A rose is a symbol of
love or passion not because a rose looks like doygassion or even because the flower
causes it. It is just that members of some culhaee over the years used the rose in
certain circumstances to mean love” (Dyer, 1982)125cording to Saussure (1960),

one characteristic of the symbol is that it is mewbolly arbitrary; it is not empty, for
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there is the rudiment of a natural bond betweersitpaifier and the signified. Whereas,
Peirce (1839-1914) claims that it is wholly arbiyrtaThis is why when Saussure
discusses the arbitrary nature of the sign, hisudsion weighs against the use of the

term ‘symbol.’

3.5. From Structuralist Semiotics to Post-Structurdist Social Semiotics

This section details and considers the move fromcsitralist semiotics to post-
structuralist social semiotics. For the purposeghid study, post-structuralist social
semiotics should be detailed and considered as ageéitructuralist semiotics, because
without understanding all of the theories and ppgles in detail, the author will not fully

know how semiotics can be applied in this study.

3.5.1. Structuralist Semiotics

Saussure’s semiology began structuralism, whidliim began semiology. According to
Sturrock (1979:71): “Semiotics or semiology représehe largest possible extension of
structuralist ideas into the investigation of huneafture.” Saussure laid the foundation
for the structuralist school in linguistics and isbdheory. Structuralism arose when
anthropologists, literary critics and the like saWvat linguistics could do to help them
and so took it as a model. Retrospectively theyizes that they were developing
Saussure’s semiology (Culler, 1976). The basiclogtcal premise of structuralism is
that sociological and cultural practices can belyaea as signifying systems. Thus,
structuralism is at the core of not only Saussul@iguistics where it was first

developed, but across a broad range of sociologicalies, from Levi-Strauss (1970)
when considering anthropology, to Lacan (1977) whiscussing psychoanalysis.
However, it was Saussure’s follower, Roland BartlaeSrench social and literary critic,
whose writings on semiotics made structuralism afethe leading intellectual

movements of the 20th century. Barthes (1977:9)aded that semiotics “aims to take

in any system of signs, whatever their substanckliamts; images, gestures, musical
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sounds, objects, and the complex associationd of #hese, which form the content of
ritual, convention or public entertainment:. Thesmgtitute, if not languages, at least
systems of signification.”

It is difficult to distinguish semiotics from strugalism since both have their origins in
the work of Saussur€1960). Young (1981:3) states: “Semiology is nokyedo
distinguish from structuralism. Strictly, semiotiés a science of signs, whereas
structuralism is a method of analysis.” Structstaliengage in a search for deep
structures underlying the surface features of phma: “Structuralist analysis
addresses itself to the system of rules and rektimderlying each signifying practice”
(Young 1981:3). In short, structuralism sees “codetes, perspectives and structure as
the ultimate reality” (Manning 1987:31)The structuralist method “assumes that
meaning is made possible by the existence of uyidgreystems of conventions which
enable elements to function individually as sigr®oung 1981:3). Structuralism
believes that each small element of the systenonfnbe viewed in relation to all other
small elements and to the entire system, no mattat the subject for investigation.
The structuralists see meaning as deriving fromréfhetional nature of signs; signs do
not posses an essential meaning but are defineelatons, which are oppositional.
Structuralists then try to pinpoint the codes tbaherate the meaning; structuralists
“take meaning as given, a centre, a point of refegethen try to identify the system of

codes responsible for the accepted meaning” (Sh&889:5).

Some theorists have rejected a purely structuraéistiotics. For example, one of the
more colourful critics was Barthes, who was a dtmadist during the first half of his
career, and later did a characteristic ‘U-turngtisig that his structuralist phase was
over: “l passed through a euphoric dream of sdieityi’ (in Culler, 1983:76).
However, such a rejection need not involve a wlakesejection of semiotics.
Influential as it has been, structuralist analysibut one approach to semiotics. In the
late 1960s, the Saussurean model, and the strlistitg@miotics derived from it, came

under increasing attack, “an attack associated thithname post-structuralism” (Stam,
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Burgoyne and Flitterman-Lewis, 1992:23). Accordittg Harland (1987:125): “It is
Derrida’s three crucial books of 1967 that markah@val of post-structuralisnWriting
and Difference Speech and Phenomenaad Of Grammatology Although most post-
structuralists maintain that meaning derives fraffecences internal to the sign system
itself, they reject the idea of a single, deep,edaining structure, and in Derrida’s
(1991,1992) case especially, emphasize the inhenstdbility of the linguistic sign.
This instability is central to deconstruction, trealytical technique for which Derrida is
best known. Brown (1995:83) claims that the purpafedeconstruction is to,
“demonstrate that there are no hidden truths wightext, that there is no fixed, correct

or privileged interpretation...”

The notion that Barthes’ work underwent a radit¢ednge in a move from structuralism
to a post-structuralism is an idea he helped ttefpbut the concerns were evident in his
work all along (Culler, 1983:89-90). Much of whaasvheralded as ‘post-structuralism’
was in fact already conspicuous in structuralisitimgs (Culler, 1983:78). Post-
structuralism may best serve as an umbrella terfimedging post-structuralism’s
relationship to structuralism: “Post-structuraligmaces the trace of structuralism’s
difference from itself” (Young 1981:1). Thus, itsh@ be acknowledged that post-
structuralism would not exist but for structuralisithe following section details and

considers post-structuralist social semiotics.

3.5.2. Post-Structuralist Social Semiotics

Structuralism has weaknesses and post-structurdi@sn brought attention to these.
According to Hodge and Kress (1988), a post-stratigt approach in semiotics is often
discussed as social semiotics, where not only tiiuetares and codes are explored, but
importantly the functions and social use of the iséim systems. Chandler (2002)
contends that an emphasis on the social dimendiosemiotics is relatively recent
outside of specialized academic journals, and fitoisyet much in evidence at the heart

of the activities of many semiotic researchers.kiBgeto establish a wholeheartedly

55



‘social semiotics’, Hodge and Kress (1988:1) dexldrat “the social dimensions of
semiotic systems are so intrinsic to their naturé function that the systems cannot be
studied in isolation.” Social semiotics has movegdnd the structuralist concern with
the internal relations of parts within a self-conéal system, seeking to explore the use
of signs in specific social situations (Chandle®94). Structuralist semiotics stresses
system and product, rather than speakers and svigteother participants in semiotic
activity as connected and interacting in a varigtyways in concrete social contexts
(Hodge and Kress, 1988:1). The key point hereas ¢slgn systems cannot be studied on
their own, consideration should also be given titlea that participants are interacting

within certain social contexts.

Structuralist semiotics likes to assume that theveent meanings are frozen and fixed in
the text itself, to be extracted and decoded byatiadyst by reference to a coding system
that is impersonal and neutral, and universal feersi of the code. Whereas, social
semiotics cannot assume that texts produce extmtlyneanings and affects that their
authors hope for: it is precisely the struggles #rar uncertain outcomes that must be
studied at the level of social action, and thefe@t in the production of meaning

(Hodge and Kress, 1988:12). Thus, social semiasictressing that it is exactly these
unclear outcomes that should be studied withinasamntexts, and the effects these
unclear outcomes have on meaning production. Toexefdelving deeper into the

exploration of meaning production, and uncovering depth and richness of meaning

involved.

According to Saussure, the linguistic sign is mapef two parts: The signifier and the
signified, in which the relationship is completalsbitrary and it is fixed by convention.
However, Brown (1995:82) states that this relatngmss by no means stable: “If we
look up the signifier ‘coke’ in a dictionary, seaepotential meanings (signifieds) are
available - the soft drink, cocaine - and if anytleése signifiers, such as ‘drink’ are
looked up in turn we encounter yet more signifiedsl so the process continues

indefinitely.” Meaning, in short, turns out to beery difficult to tie down. It is
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contingent, unstable and very much dependent orspleeific use context. As Mick

(1987:252) states: “The emphasis on structurepdmf content and context has long
been the Achilles’ heel of structuralist approachdus, precise meaning is very
difficult to determine, and should be approachethwsin understanding on the specific

use context in mind.

For Derrida (1978,1987), meaning is not simply adfion of differences between
individual linguistic signs, as Saussure would hiavieut a relentless process of deferral,
which he termslifferance(meaning to differ and to defer), where meaningasstantly

flickering, simultaneously present and absémteffect, “each linguistic sign in a chain
of signs contains ‘traces’ of the signs that precidinscribes itself on the signs still to
come and, even when read in context, the chain coatain echoes of meaning from
other, entirely different texts and contexts” (BrgwL995:82). Thus, it could be argued
that while Saussure may be hailed as a founderwiiaics, semiotics has become

increasingly less Saussurean since the 1970s (@&raga02).

Unlike Saussure, Peirce sees meaning as intrihsegdrocess, not a quality of signs or
texts, and he sees a place for both the materiatrdmations of meaning, and general
social cultural constraints on individual thougHbflge and Kress, 1988:20). The form
of signs is conditioned above all by the socialanigation of the participants and also
by the immediate conditions of their interactiorhisl shift of focus marks a radical

break from structuralist semiotics (Hodge and Kré888:37).

To illustrate some of the implications of this nevientation, take the instance of traffic
lights. Structuralists are fond of this examplecdese it seems a code of classic
simplicity. There are three signifiers (red, greerd amber) linked to three signifieds
(stop, go and stop/go) by a conventional code. éf @onsider how these systems
function in their context, however, we can immegliatsee that context is a crucial part
of their meaning. We can also see that the measongtituted by the interplay between

text (a sequence of traffic signals) and its fumctis complex, far reaching and

57



ultimately social and ideological. The traffic sads are, of course, positioned beside
roads, at intersections. This is not only theirteghof use: it contains the information
essential to their meaning. They address their agesgprimarily to motorists, and
motorists and the cars they drive are includedheirtmeaning. Red, for instance,
doesn’t simply mean ‘stop’. It means ‘motoristsppst In context, it carries other
meanings, as part of its mimetic content. It pra@sighat the behaviour of other
motorists at other parts of the intersection wdl fredictable. It has a mimetic content,
then, implying a state of affairs in the physicaidrid even though it is only a claim,
which ‘some lunatic shooting a red light' could rdigt, making a lie of its claim to
power (Hodge and Kress, 1988:37-38).

A sign is a portion of the syntagmatic plane tlsatréated as a unity. It is fixed by the
interaction of both a syntagmatic structure anduagigmatic structure (or classification
system). Paradigmatic structures are organized afethoices, and the paradigmatic
meaning of a sign is derived from the sets of sthasare affirmed or negated by the act
of choice in the context of that structure (Hodgel &ress, 1988:262). The material
realization of a sign in a message is its signifaard the referent it constructs is its
signified. The structures of message systems iakedito the structures of referents via
codes which organize signifieds and signifiers tigio compatible paradigmatic
structures (Hodge and Kress, 1988:262). Semiosa raaterial event always exists in
both space and time, so that all syntagms havadhdinic dimension. However, where
for purposes of interpretation the passage of t@roduction or reception of messages
is thought to be negligible or irrelevant, syntagras be treated as synchronic (Hodge
and Kress, 1988:264-65).

The turn to social semiotics has been “reflectednnncreasing concern with the role of
the reader” (Chandler, 2002:214). Saussure enwisageiiotics as ‘a science which
studies the role of signs as part of social likdwever, Saussure ‘fenced off’ language
from its users and the world of existent realityte“did not really envisage meaning as

being a process of negotiation between writer adee and text,” and yet, “the reader
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helps to create the meaning of the text by brindmgt his experience, attitudes and
emotions” (Fiske, 1985:90,43). In contrast, Peiatdeast argued that readers had to
supply part of the meaning of signs, because a @igisomething which stands to
somebodyor something in some respect or capacity” (Peit&98). According to Stam,
Burgoyne and Flitterman-Lewis (1992:213): “Bothusturalism and post-structuralism
had in common the habit of ‘bracketing the refefene. insisting more on the
interrelations of signs than on any correspondérst@een sign and referent.” Signs do
not exist without interpreters. ‘Sign’ and ‘meariiage inextricable (Sless, 1986:88); to
identify something as a sign is in the next breatBngage with its meaning, for it is the
nature of signs to have a meaning. The key poire Isethat signs do not exist without
interpreters, and this is in keeping with Chandlé2002) comment on the importance
of the role of the reader, which plays a cruciatt péthin the understanding of social

semiotics.

It could be argued that meaning is culturally aodialy generated and dependant,
because we as humans are culturally and socialigrgeed and dependant. In other
words, culture and society create our perceptiomseguip us with the tools (signs and
codes) with which to communicate, as Halliday ()984tes: “Culturés a configuration

of semiotic systems.” It is important to grasp plaént that “people cannot convey ideas.
People can convey only signs, sounds and symbalsrépresent an idea to them”
(Deely, 1977). “The audience decides what thosassigounds and symbols mean”,
(Cleveland 1986:227) based on the experiencesjdgs and emotions that they bring to
the text (Fiske, 1985). In order to communicateesochust be sharedMeaning (is)
neither a private experience nor a divinely ordaioecurrence: it (is) the product of
certain shared systems of signification” (Eagletb®33:107). Meaning is the pivot in
semiotics, the point of leverage in the life ofreigMeaning is not an absolute, static
concept; it is historically located and may welaobe with time (Fiske, 1990). Meaning
is not transmitted to us; we actively create itaadiong to a complex interplay of signs
and codes of which we are normally unaware. Chan(#602:15) contends that

“through the study of semiotics, we become awamd these signs and codes are
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normally transparent and disguise our task in iregidhem. To decline the study of

signs is to leave to others the control of the dofl meanings which we inhabit.”

In addition, Hodge and Kress (1988:1) argue thdikemmany academic disciplines,
semiotics offers the promise of a systematic, camgnsive and coherent study of
communications phenomena as a whole, not justrnosta of it. Mick (1988:20)

suggests that no discipline concerns itself withregsentation as strictly as semiotics
does. Semiotics challenges the nature of socialegal discussing them as social
constructs that not only vary across time but differ from culture to culture and some
times from family to family. Semiotics can help drattention to that which it taken for
granted in representing the world, focusing onitierpretation of signs, rather than on
an accepted reality, which feigns objectivity. ifrss do not merely reflect reality, but
are involved in its construction then those whotemnthe sign systems, control the
construction of reality. Semiotics can thus shoeoidgy at work and demonstrate that

reality can be challenged (Hodge and Kress, 1988).

Moreover, Saussure did not really envisage meaasbeing a process of negotiation
between creators and interpreters. In his book Hdigigies’ (1957), Barthes set up a
model by which the negotiating, interactive idea raéaning could be analyzed.
According to Fiske (1990), at the heart of Bartkekeory was the idea of two orders of
signification. The first order was the one on whdussure worked, which describes the
relationship between the signifier and the sigdifigthin the sign. Barthes referred to
this order as denotation, referring to the comnemss and obvious meaning of the sign.
Connotation was the term Bathes used to describevly in which signs work in the
second order of signification. It describes therattion that occurs when the sign meets
the feelings or emotions of the users and the gabt@i¢heir culture. Eco (1972) discusses
the wide gap that exists between those who createganerate the material carried by
the media and those who receive the material; ndtess and receivers do not

necessarily share common codes.
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Structuralist semioticians tend to focus on thenmdl structure of the text rather than on
the processes involved in its construction or pregation (Chandler, 1994).
Contemporary semioticians refer to the creationiatetpretation of texts as ‘encoding’
and ‘decoding’ respectively. This does, howeveardt® make these processes sound too
programmatic: the use of these terms is of cour@nded to emphasize the importance
of the semioticcodesinvolved, and thus to highlight social factors.r Be@mioticians,
there is no such thing as an uncoded message,ate tor those who argue that all
experience is coded - even ‘encoding’ might be nam@urately described as ‘recoding’
(Hawkes 1977:104,106,107). In the context of seicBptdecoding’ involves not simply
basic recognition andomprehensionf what a text ‘says’ but also tiveerpretationand
evaluationof its meaning with reference to relevant codebaft@ler, 1994). Where
those involved in communicating do not share comrodes and social positions,
decodings are likely to be different from encodergended meanings. Thus, the
decoding of messages by interpreters may indeedlifierent from the meanings

intended by the encoders — making this the ceparadox of semiotics.

Social semiotics alerts us to how the same text gexmerate different meanings for
different readers (Chandler, 2002:215). Eco, a seomn, literary and media critic,
philosopher and historian, embraces Peirce’s ttarhy of sign, object and interpretant
in his book ‘A Theory of Semiotics’ (1976). In dissing denotation and connotation,
Eco (1976) emphasizes the active role of the ingep, and the possibilities that
connotation allows for the generation of multipleanings. When discussing ‘aberrant
decoding’, Eco (1972) claims that different peopking different codes to a given
message and so interpret it in different ways. Timossingle message or any group of
messages may be said to possess or to suggestndnenly one meaning in all
situations, for all members of society, at all tandnterpretation is indefinite. “The
attempt to look for a final, unattainable meaniegds to the acceptance of a never
ending drift or sliding of meanings” (Eco, 1992:3B¢cause “the meaning of a sign is in

fact the sign for a further meaning” (Eco, 1992:4X3 a result, this never ending chain

61



of signification has powerful implications for tle®emplexity of meaning creation and
transmission. A key point here is Eco (1976) emgas the active role of the

interpreter, and the possibilities that connotattlows for the generation of multiple
meanings. This is in keeping with Chandler's (200@nment on the importance of the
role of the reader, because signs do not existowitlinterpreters, and this comment

plays a crucial part within the understanding afiglbbsemiotics.

Moreover, in a series of analyses of French poputure, he stripped away the surface
of denotative meaning to expose the second letleé-what-goes-without-saying’ — of
connotation and proceeded to examine its underlideglogical implications (Brown,
1995:148). Signs are more ‘polysemic’ — more openirtterpretation — in their
connotations than their denotations (Chandler, 280). Denotation may seem to be
more fixed and taken for granted, but it is stépendent upon a context of meaning and
association. Fiske (1990) contends that one ofrthan aims of semiotic analysis is to
provide researchers with the analytical method thedframe of mind to guard against
this sort of misreading. When an audience receavésuble message, denoted-connoted
(this is the very situation of millions of individls who consume marketing
communications), they must not suppose that thensemessage (of connotation) is
'hidden' beneath the first (of denotation). In nesig communications, what must be
explained, on the contrary, is the role of the ragesof the denotation: why not simply
say, without a double message: buy X? Barthes (1&€&%ended that the first message
serves more subtly to naturalize the second: iedakway the gratuitousness of its
affirmation, the stiffness of its communicationidtoften easy to read connotative values

as denotative facts.

Barthes (1985) argues that there are almost alwaysral interpretations possible, not
only between one reader and the next, but sometivithg the same reader. Members
of the same culture would broadly agree upon theot@ional meaning of a sign,

whereas no inventory of the connotational meangeggerated by any sign could ever be

complete. Connotations are not purely ‘personalannmegs — they are determined by the
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codes to which the interpreter has access. Ceraimotations would be widely
recognized within a culture (Chandler, 2002:142herEfore, not only does social
semiotics alert us to the possibilities that coatioh allows for the generation of
multiple meanings (Eco, 1976), but when Barthes8%)%ontends that that there are
almost always several interpretations possibleardgeies that this is not only between

one reader and the next, but sometimes withinaheegseader.

Barthes eschewed the science of semiology, abaddusesearch for deep, underlying
structures of meaning and in ‘The Death of the Adthacknowledged the multiplicity
of meanings in a text, the sheer profusion of pedaemterpretations (Brown, 1995:148).
For Barthes, readers are free to enter a text lht wridermine or reject the author’s
intentions, take ‘pleasure in the text’ (Barthe89Q) and generate as many meanings as
they like, none of which are privileged. In whabiten regarded as one of the crowning
achievements of post-structuralist literary créini Barthes (1990) conducted an
enormously detailed analysis of Sarrasine, a s$tory by Balzac, and demonstrated
how a virtually infinite number of different, bugeally legitimate, interpretations is
possible. Thus there is no ‘true’ meaning, no ‘tigheaning, no ‘determinate’ meaning,
no ‘intentional’ meaning, no ‘single’ meaning, Hoal’ meaning, even in works which
are conventionally regarded as models of transpgrén Brown, 1995:84-85). Barthes
(1985:262) argues that semiotics seeks not toifylesls meanings of the text, which he
suggests would be impossible, but rather to “lodhte avenues of meaning.” Thus,
given that social semiotics alert us to the facit tthere are almost always several
interpretations possible, and that this is not dmdyween one reader and the next, but
sometimes within the same reader (Barthes, 198)0nly correct to then argue that it
would indeed be impossible to catalogue all meanwmighin a message, and as a result,
semiotics seeks to locate the many possibilitiesm&aning (Barthes, 1985:262).
Therefore delving deeper into the exploration ofameg production, and uncovering

the depth and richness of the meanings involved.
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With help from the review of the literature in tlulsapter, the diagram in Figure 7 on the
next page highlights the key areas of semiotic @ggres for the author to take into
consideration. Firstly, is the contribution fromettstructuralist approaches of the
founding fathers of semiotics, Saussure and Pefgaeissure’s (1960:67) signifier-
signified dichotomy shows that the sign consistsao$ignifier plus a signified that
results in the meaning. Peirce (1931-58, 2.306)m&d that his theory of meaning
derives from, and is justified by, his theory ofrs. Peirce arrived at three types of
signs: Icon, index and symbol. They are not necégsautually exclusive: A sign can
be an index, an icon and a symbol, or any comhinafihe contributions from Saussure

and Peirce are shown down the left hand side ofdtagram in Figure 7 on the next

page.

The existing literature has given little attentitm the post-structuralist approach in
semiotics, discussed as social semiotics. As Cbkaridd02) contends, an emphasis on
the social dimension of semiotics is relativelyengicoutside of specialized academic
journals, and it is not yet much in evidence attbart of the activities of many semiotic
researchers. Post-structuralist social semioticintaias that meaning derives from
differences internal to the sign system itself,ytleject the idea of a single, deep,
determining structure, and emphasizes the inhenstdbility of the sign. Signs do not
exist without interpreters. ‘Sign’ and ‘meaning’eainextricable (Sless, 1986:88); to
identify something as a sign is in the next breatBngage with its meaning, for it is the
nature of signs to have a meaning. A key point withial semiotics, the instability of
the sign, is shown down the right hand side ofdiagram on the next page. In addition,
Chandler’'s (2002) comment on the importance ofdtieve role of the reader, plays a
crucial part within the understanding of social g#ios, and is also shown down the
right hand side of the diagram. Furthermore, scsahiotics alert us to the possibilities
that connotation allows for the generation of npldtimeanings (Eco, 1976). Similarly,
Barthes (1985) contends that that there are almbshys several interpretations
possible, but he argues that this is not only betwene reader and the next, but

sometimes within the same reader. The idea of pieltnterpretations being possible is
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shown down the right hand side of the diagram @rtéxt page. It is only correct to
then argue that it would indeed be impossible ttalogue all meanings within a
message, and as a result, semiotics seeks to ltwatmany possibilities of meaning
(Barthes, 1985:262). Therefore delving deeper ittte exploration of meaning

production, and uncovering the depth and richnéfiseEomeanings involved.

Overall, the diagram below highlights not only #®y contributions from the founding
fathers, but also a consideration of social seespt@nd in particular, the importance of
the instability of the sign, the active role ofdrtreters, and multiple interpretations

being possible.

Figure 7: Diagram Summarizing Key Areas of Semidigproaches

SEMIOTICS

4

Structuralist Founding Fathers Post-Structuralist Social Semiotics

ﬂ M Instability of the Sign
Saussure Peirce ;
u u Active Role of Interpreter

Sign: Signifier + Iconic, Indexical and @

Signified = Meaning Symbolic Signs Multiple Interpretations

Source: The author, based on the Semiotics chaptiee thesis literature review
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3.6. Summary and Conclusion

The author proposes taking a semiotic approachllp dincover the depth and richness
of meaning involved within internet marketing commuations, and specifically web

sites. In order to do this, this chapter discussggroaches to semiotics, in which an
overview of the literature was provided relating ttee theories and principles that
semiotics has to offer. This is important becau#omt understanding these theories
and principles in detail, the author would not knloew semiotics can indeed be applied
in internet marketing communications. The revieghtighted the importance of the

contribution from the structuralist approaches loé founding fathers of semiotics,

Saussure and Peirce. It also highlighted the inapog of a consideration of the post-
structuralist approach in semiotics, discussedeamlksemiotics. This culminated in the
author creating a diagram summarizing the key anéaemiotic approaches, based on

the literature reviewed in this chapter.

The existing literature has given little attentitm the post-structuralist approach in
semiotics, discussed as social semiotics. As Ckarfdd02) contends, an emphasis on
the social dimension of semiotics is relativelyengicoutside of specialized academic
journals, and it is not yet much in evidence attbart of the activities of many semiotic
researchers. This provides the author with a st research opportunity, and a gap

in the literature within which to try to fill.

A key point within the literature on social semastiis Eco (1976) emphasizing the
active role of the interpreter, and the possileditithat connotation allows for the
generation of multiple meanings. This is in keepmth Chandler’s (2002) comment on
the importance of the role of the reader, becaigges glo not exist without interpreters,
and this comment also plays a crucial part withie tinderstanding of social semiotics.
In addition, Barthes (1985) contends that that ¢hare almost always several
interpretations possible, but he argues that gisot only between one reader and the

next, but sometimes within the same reader. Ihlg ocorrect to then argue that it would
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indeed be impossible to catalogue all meaningsinvith message, and as a result,
semiotics seeks to locate the many possibilitiesm&aning (Barthes, 1985:262).
Therefore delving deeper into the exploration ofameg production, and uncovering

the depth and richness of meaning involved.
Given that this study is taking a semiotic approath internet marketing

communications, the next chapter discusses theioeship between semiotics and

marketing communications.
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4. Semiotics and Marketing Communications

4.1. Introduction

Given that this study is taking a semiotic appro&ehfully uncover the depth and
richness of meaning involved within internet mamkgtcommunications, this chapter
discusses the relationship between semiotics andketrdy communications. With
regards to semiotics, the importance of the sighssussed, along with the processes of
encoding and decoding. As a result of social seasioiot yet being much in evidence at
the heart of the activities of many semiotic reskars (Chandler, 2002), the author is
provided with a significant research opportunityda gap in the literature within which
to try to fill. Social semiotics emphasizes the artpance of the role of the decoder
(consumer interpreting the message) as well asettftoder (company creating the
message), hence why this chapter will be discusiegprocesses of encoding and
decoding. With regards to both semiotics and margetommunications, the concept of
branding is discussed, followed by seeking to ustded brand communications through
the following areas associated with brand commuioica: symbols, colour, packaging,

language and images. The chapter ends with a styrand conclusion on the above.

4.2. Semiotics

4.2.1. Semiotics and the Sign

Semiotics is focused on signs, sign systems andscedhe “latent rules that facilitate
sign production and interpretive response” (MicR8G:197). It is a familiar tool in

advertising, services marketing and consumer resdatirschman and Holbrook, 1986;
1988; McQuarrie and Mick, 1992; Mick and Buhl, 1998emiotics is an approach that
acknowledges that “reality” is complicated by aavitable reliance on sign perceptions,
interpretations, and uses (Clarke, Kell, Schmidd &fgnali, 1998). A sign can be a

word, a sound, or a visual image. Signs can megthiaig people agree that it means,
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and they can mean different things to differentiviitiials (Moriarty, 1994). Thus, the
sign can, in principle, be anything — a gesturépgo, an advertisement, a slogan, a
product, a package, a narrative, a written texd¢getaof behaviours, or even an entire
persuasive campaign (Christensen and Askegaard,).2@key point here is that a sign

can indeed be anything.

The concept of code is central to semiotics: “Themfation and understanding of
messages (encoding and decoding) is made possibtedes — a set of rules or an
interpretative device known to both transmitter aadeiver, which assigns a certain
meaning or content to a certain sign” (Dyer, 1982)1 Dyer (1982:135) continues:
“Codes are forms or social knowledge which arewderifrom social practices and
beliefs although they are not laid down in anyug&tCodes organize our understanding
of the world in terms of ‘dominant meaning pattérpsitterns which vary from culture
to culture and from time to time, but which we klygtake for granted and which are
uppermost in our minds when we interpret thingsttonk about them.” Codes are
interpretive frameworks, which are used by bothdpoers and interpreters of
communications. In creating communications we $e&lad combine signs in relation to
the codes with which we are familiar ‘in order imit... the range of possible meanings
they are likely to generate when read by otherarif@ér 1992:17). Codes organize signs
into meaningful systems, which correlate signifiansl signifieds (Chandler, 1994). The
conventions of codes represent a social dimensiosemiotics: A code is a set of
practices familiar to users of the medium operatainin a broad cultural framework.
Indeed, as Stuart Hall puts it, “there is no ing@le discourse without the operation of
a code” (Hall 1980:131). A key point here is tha toncept of code is indeed central to
semiotics because the understanding of messageade possible by codes, from both
encoders, those that create the message, and dgecthaese that interpret the message.

Encoding and decoding are discussed in detail @eméixt page.

Conventional signs based on explicit codes, formgta, chemical symbols, are

designed for easy and unambiguous communicatiah tfare is an explicit procedure
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for encoding and decoding. A code is what makesanauos signifiers (e.g. energy burst,
intense physical activity and thirst) hang togetimeindividuals’ minds and starts each
of us extending the list, filling the gaps and gsihe cultural software we have acquired
as members of a culture and consumers of adveytidihese are all signifiers held
together by the idea of ‘refreshment’ (Harvey anv@iis, 2001). More complicated than
explicit codes are systems where communication winigally takes place but where the
codes on which the communication depends are diffito establish and highly
ambiguous or open-ended. Precisely because orealmg with an extremely rich and
complicated communicative system, the semiologstatly of aesthetic codes can be
extraordinarily interesting (Culler, 1976:100). @smnally communications require one
to work a little harder - for instance, by pinnidgwn the most appropriate signified for
a key signifier, as in jokes based on word playpigeone can identify the relevant
codes for making sense of the communication as@eniChandler, 1994). In this study,
the author proposes taking a semiotic approachully fincovering the depth and
richness of meaning involved within internet maikgt communications, and
specifically web sites. This is in keeping with €ul(1976:100) who states that the
semiological study of aesthetic codes can be vagresting, and this is because one is

engaged with an exceedingly rich and complicatedroanicative system.

4.2.2. Encoding and Decoding

Having established that codes are interpretive éwaonks, which are used by both
producers (encoders) and interpreters (decoderspramunications, discussion moves
on to the concepts on encoding and decoding. AadRl (1985) asserts, semiotics is
concerned with the process of encoding and decazfiegmmunication and only in this

process is meaning constructed. The phieseoding Advertisementgas first used by

Judith Williamson as the title of a book publishead1978, and according to Umiker-
Sebeok (1987), the phrase has been echoed widetpurses and publications ever
since. The essence of Williamson’s approach iswteeil through analysis what she calls

the ‘real’ meaning of the words and images of avedtsement, and the ‘real world’ to

70



which the ‘unreal’ images of the advertisementemrdVilliamson 1978:47). Beyond
Williamson’s (1978) claim that advertising createsaning, Sherry (1985) contends that
advertising also discerns and discovers meaningk ©9992:64) argues that there is a
tendency for some semioticians to represent comrations as a simple process of
decoding: “Though the decoding approach on occagiefds interesting results, a
drawback of the approach is its hasty satisfacti@t such equivalences constitute a
complete analysis.” Marketing is a rich field fansioticians because so much of the
success of marketing initiatives lies in the wagttbonsumers decode the messages
within a marketing campaign. In an advertising eahtDyer (1982:118) contends that
“an advertisement is the parole, the ordered coatioin of verbal and visual signs into
messages and that the langue is the means (cobe$) allow the message to function.”
Voloshinov (1986:21) suggests the social phenonwérthe parole, far from being too

individual to be an object of theory, is the keywtalerstanding meaning.

Moreover, to create symbolic systems or codes geatepend on the author and reader
sharing a common social experiences and familiavitih symbols and representations
(Curran and Casey, 2006). Hall (1993) highlights ithportance of active interpretation
within signs, in which he suggests an importane rdr the decoder as well as the
encoder. Those involved in communicating may natreslcommon codes and social
positions, and so decoding may be different fromehcoders’ intended meaning — the
central paradox of semiotics. Eco (1976) uses #men t‘aberrant decoding’, as
mentioned in the previous chapter, to refer taxawdich has been decoded by means of
a different code than that used to encode it. SK{R0P3:83) states: “Fundamental to the
communication process is the concept of meaning. ningas determined both by the
message source’s choice of signs and, just as tamity, by the receiver's unique
social-cultural background and mind-set at the tilmee or she is exposed to a
message.”. He continues; “...the consumer is actively involvéa constructing
meaning from marketing communication messages, imgahat may or may not be
equivalent to what the communicator intended toregnThe marketing communication

goal is, of course, to do everything possible torease the odds that consumers will
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interpret messages exactly as they are intendduetelis a possibility of a mismatch
between sign and meaning (Fletcher, 2001). Cus®omay interpret a brand differently
from that intended by the organisation (De Chemmgt@001:29). The key point being
emphasized here is the so called central paradgemfotics; decoders’ interpretations

of a message may be different from encoders’ irgaatof a message.

In social life, codes and signs communicate somiahnings that present complex
problems of interpretative understanding (Mannihg87:26). Social life is a field of
signs organized by other signs about signs thathoamicate various social relations.
“Every ad aims to make the target audience consttusn the way intended”
(O’Shaughnessy and O’Shaughnessy, 2004:25). Howenean ‘imperfect’ world,
marketing communications rarely communicates p#yfewhat it is intended to
communicate to consumers (Harvey and Evans, 20019.ties in with the work of Hall
(1993), who argues that meaning is derived not froomprehension but from
interpretation. The work the reader has to do Entaie transference of signification
from one sign to another. Accordingly, consumetsrjpret marketing communications
as a principal way to understanding their world #imeinselves and, in the end; they
become the final arbitrators of marketing commutices meanings (Barthes, 1985;
McCracken, 1986). Dyer (1982) argues that up tetyipercent of the consumers will
misinterpret some element of a marketing commuiainatversus its preferred reading,
but suggests that this should not necessarily &e as a problem because it is wrong to
assume that all advertisers would wish for only omerpretation of their
communications. The key point being emphasized em@yain the so called central
paradox of semiotics; decoders’ interpretationsaoessage may be different from
encoders’ intentions of a message. As mentionethenprevious chapter, it is only
correct to argue that it would indeed be impossibleatalogue all meanings within a
message, and as a result, semiotics seeks to Iteatmany possibilities of meaning
(Barthes, 1985:262). Interestingly, Dyer (1982)teods that it is wrong to assume that
all advertisers would wish for only one interpretatof their communications.
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This section has highlighted the importance of ingkat decoders (readers/interpreters)
as well as encoders (creators). As Chandler (20@2:points out in the previous

chapter, the turn to social semiotics has beerettefd in an increasing concern with the
role of the reader”. The next section reviews thending literature and understanding

brands from a semiotic perspective.

4.3. Understanding Branding

4.3.1. Brand Meaning

With regards to branding, back in 1955, Gardnerlaad/ postulated that brand success
revolved around operationalizing a selected branehmmg and maintaining that
meaning over time. The proposition that a “brandfnprises meanings drawn from
different sources can be simplified by classifyttigm into just two; first the brand
identity as codified and communicated by the bramginator (encoder), and second the
brand meanings drawn from the users or customeircemuent (decoder) (De
Chernatony, 2001). This difference of meaning betwkrand originator and customer
has a number of implications, not least the poa¢mor ‘drift’ between organisationally
determined meaning and user perceived meaning€fieenatony and dall’Olmo Riley,
1998). Again, this key point of the so called cahparadox of semiotics is continually
being emphasized, with decoders’ interpretationsaoimessage being potentially
different from encoders’ intentions of a messa@@mmunicative environments such as
the internet accentuate the complexity of brand mmes, and interactions within
internet communities emphasize the co-invention bvand interpretations (De
Chernatony, 2001). The important point here is ttle internet accentuates the
complexity of brand meanings. This is particularperative for this study given that
the author proposes taking a semiotic approachully fincovering the depth and
richness of meaning involved withinnternet marketing communications, and

specifically web sites.
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4.3.2. Brand Identity and Associations

From a branding literature perspective, within ltih@nd culture brand identity forms the
strategic heart of the brand. Brand identity isttitality of brand associations including
name and symbols that must be communicated (Chdiég-Chadwick, Johnston and
Mayer, 2006:226). Identity is about the ethos, aand values that present a sense of
individuality differentiating a brand (De Chernaypr2001:36). Brand associations are
driven by the brand identity — what the organisaticants the brand to stand for in the
customer’s mind. The literature on branding suggébat a key to building strong
brands is to develop and implement a brand ide(Waker, 1996). Brand associations -
perceptions, preferences, and choices linked inongno a brand (Aaker, 1991) - have
been shown to “include perceptions of people, gau®d occasions that are evoked in
conjunction with the brand.” A person’s identitynges to provide direction, purpose,
and meaning for that person...What are my core val\eésat do | stand for? How do |
want to be perceived? What personality traits deaht to project? What are the
important relationships in my life? A brand idepsimilarly provides direction, purpose
and meaning for the brand (Aaker, 1996:68). A kewphere is that brand identity can
be regarded as similar to person identity, in r@hato providing direction, purpose and

meaning.

In addition, according to the branding literatubeand identity is how strategists want
the brand to be perceived (Aaker, 1996:71). A brposition is the part of the brand
identity and value proposition that is to be adfivaommunicated to the target audience
and that demonstrates an advantage over competargld (Aaker, 1996:71). Brand
identity is based on a thorough understanding efchmpany’s customers, competitors,
and business environment (Ghodeswar, 2008). Theeidentity represents the “timeless
essence of the brand” (Aaker, 1996:8%rand’s positioning sets out what the brand is,
whom it is for and what it offers (Harris and Deddmatony, 2001)A vivid, meaningful
heritage also can sometimes represent the essénbe brand (Aaker, 1996:85). The

brand identity needs to provide a value propositorthe customer. A brand’s value
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proposition is a statement of the functional, eowi and self-expressive benefits
delivered by the brand that provide value to tr&@mer. An effective value proposition
should lead to a brand-customer relationship andedpurchase decisions (Aaker,
1996:95). Emotional benefits add richness and déptthe experience of owning and
using the brand (Aaker, 1996:97). A brand can gleva self-expressive benefit by
providing a way for a person to communicate hikarself-image (Aaker, 1996:99). An

important point here emerging from the brandingréiture, is that brand identity needs
to provide a value to customers, be that througfctfanal, emotional and/or self-

expressive benefits (Aaker, 1996).

Moreover, the core identity, which is central tattbéhe meaning and success of the
brand, contains the associations that are mosly lilceremain constant as the brand
travels to new markets and products (Aaker, 1996:86e extended brand identity
includes elements that provide texture and compéstz It fills in the picture, adding
details that help portray what the brand stand¢Aaker, 1996:87). A brand personality
does not often become a part of the core idertdtwever, it can be exactly the right
vehicle to add needed texture and completenes®inyg Ipart of the extended identity.
The extended identity provides the strategist whih permission to add useful detail to
complete the picture (Aaker, 1996:88). Brand peastnwill be discussed later in this
chapter, but the key point here is that in additierbrand identity, is extended brand
identity, which adds details that help to represehat the brand stands for, and brand

personality can be a vehicle for this.

This section has highlighted that brand associateme driven by the brand identity —
what the organisation wants the brand to standnfdhe customer’s mind. As Aaker
(1996:25) contends, key to building strong brarsd®idevelop and implement a brand
identity. Extended brand identity has also beercudised, again from the branding
theorist Aaker (1996), which adds details that Helpepresent what the brand stands
for, in which brand personality can be an effectiahicle for this. The next section

discusses brand image.
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4.3.3. Brand Image

At the turn of the twenty-first century, the notsaf image and identity were receiving
growing scholarly and managerial attention. Whibeial critics have pointed out that
we live in a society saturated with images (Balamhdl, 1981; Ewen, 1988), scholars
within marketing and organization argue that thesfdor visibility and credibility in a
cluttered and sometimes hostile environment, hadembe questions of identity and
image salient issues for organizations in mostosecbf society (Christensen and
Cheney, 1994; Cheney and Christensen, 1999). Asiaxe into the realm of company
identity and image, we move into a world of cargfulesigned and agreed signifiers —
in other words, a world intentionally constructeddicit quite specific responses and
reactions. Identities and images, however, aretil®Isocial constructions that, although
seemingly objective, base their existence and fsigmice largely on the interpretive
capabilities and preferences of their audiencesas Tim order to understand the complex
interplay between identities and images, one needbalance the prescriptive and
predominantly sender-oriented approaches of mostagexial writings with a more
consistently interpretive perspective (Christensenl Askegaard, 2001). This again
highlights the importance of looking at decodersadlers/interpreters) as well as
encoders (creators). As Chandler (2002:214) paatearlier in this chapter and in the
previous chapter, the turn to social semiotics hasn “reflected in an increasing
concern with the role of the reader”.

Furthermore, knowledge of the brand image (howarusts and others perceive the
brand) provides useful and even necessary backdrimiormation when developing a
brand identity (Aaker, 1996:69). According to Clegif Ellis-Chadwick, Johnston and
Mayer (2006:224), a brand’s success results fromgbable to sustain added value in
the face of competition. Thought needs to be giwethe way customers perceive the
brand, since their perception (brand image) maydbterent from the intended

projection (brand identity) (De Chernatony, 200198As mentioned in the ‘Encoding

and Decoding’ section earlier in this chapter, kbg point being emphasized here is the
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so called central paradox of semiotics; decodatsrpretations of a message (the brand

image) may be different from encoders’ intentioha message (the brand identity).

Moreover, a very important component is the messagéext, or setting, in which the
entire transaction takes place. The context in lwhigcy message is emitted, transmitted
and admitted decisively influences its interpretatiand vice versa: the context of
transactions is continually modified by the messajeing interpreted; messages, in
brief, are always more or less context-sensitivabédk, 1985:453-454). Muller’s (2008)
research examines how the perception of consisteetwyeen brand image and website
image affects brand attitude. With the massive ldgwveent of the internet, most of the
brick-and-mortar companies created their own websitwo prevailing strategies
emerged: some companies transposed their brandthéticorresponding name, image
and values to the website and others created @revd name to exist on the net. As the
representation of a brand on the internet is lgsg| it is not certain that brand image

perceived by website visitors is consistent witkirtiprior brand image (Muller, 2008).

Furthermore, successful brands must offer supgdhre to consumers and differentiate
an offering from those of competitors (Fill, 200Zis is achieved by building a brand

image. Brand image is defined by Keller (1993:3)“psrceptions about a brand as
reflected by the brand associations held in consun@mory”. Brand image is how the

brand is now perceived (Aaker, 1996:71). This imagey appeal to consumers at a
functional or symbolic level. Products bought ofuactional basis satisfy immediate

and practical needs and decisions are therefoetlbas objective attributes and criteria,
whereas symbolic (intangible) brand componentsfyasiymbolic needs and emotional
wants, such as needs for self-expression and ddeiatification, decisions are therefore
based on subjective criteria (feelings and attisdidBhat and Reddy, 1998).

At an emotional level a brand name may allow trentrto serve functions in personal

identification, social identification and statusyr(®ol of power or social status,

reflection of social approval, exclusivity, conutibn of emotional experiences or
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technical superiority), product aesthetics may asotribute to this emotional appeal
(Simms and Trott, 2006). Brand image, which usuadbjudes the product's name, its
main physical features and appearance (includiagoitkaging and logo), and its main
function(s), is the key to answer the question ofvithe consumer chooses among
alternative brands after information-gathering psses of buyer behaviour (Ataman
and Ulengin, 2003). A commonly held conceptionhiattborand managers should strive
for consistency in the marketing communication.dendand Swait (1998) suggest that
brand value is increased by consistent communicatidhe brand over time. Haynes et
al. (1999) emphasize the importance of coordinafifigelements in the marketing

communication to ensure a consistent brand imaagevill appeal to customers (Lange
and Dahlen, 2003).

Thought needs to be given to the way customersepercthe brand, since their
perception (brand image) may be different fromititended projection (brand identity)
(De Chernatony, 2001:38-9). In order to understtre complex interplay between
identities and images, one needs to balance tleeqgrave and predominantly sender-
oriented approaches of most managerial writing$ &itmore consistently interpretive
perspective (Christensen and Askegaard, 2001).dBmaage, which usually includes
the product’s name, its main physical features gmgkarance (including the packaging
and logo), and its main function(s), is the keyamswer the question of how the
consumer chooses among alternative brands. ErddrBwait (1998) suggest that brand

value is increased by consistent communicatiom@tirand over time.

The above section shave been highlighting the itapoe of looking at decoders
(readers/interpreters) as well as encoders (catds Chandler (2002:214) points out
earlier in this chapter and in the previous chapter turn to social semiotics has been
“reflected in an increasing concern with the roletle reader”. With regards to
reviewing the branding literature and taking intcc@unt brand identity and brand

image, a greater understanding of the so callettadgmaradox of semiotics has been
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emphasized as: decoders’ interpretations of a rgesgthe brand image) may be

different from encoders’ intentions of a messafge firand identity).

4.3.4. Brand Personality

As mentioned previously in this chapter, in additto brand identity, is extended brand
identity, which adds details that help to represehat the brand stands for, and brand
personality can be a vehicle for this. Firms hareglused brand personality as a way to
create a point of differentiation between theirdarcts from their competitors’ products,
and as a way to create brand equity. By consumimguad with a certain “personality,”
buyers of this product are able to express therase{Belk, 1988) or at least some
dimensions of themselves. Furthermore, close ifiesion with the personality of a
brand also helps influence consumer choice andeuggnd personality can serve as a
unifying factor in selling to global markets. Cogsently, in marketing across cultures,
many firms create marketing strategies that empbasistandardized brand personality.
Through the use of advertising, packaging, symbatsl other imagery, firms seek to
develop a brand personality that is consistent gmmand users and non-uséns
Foscht, Maloles, Swoboda, Morschett, and Sinha8R0@ a market that is culturally
homogeneous, the creation of a brand personaléy ithperceived similarly by both
users and non-users is quite plausible becauggethige share similar cultural meanings
(in Foscht, Maloles, Swoboda, Morschett, and Si2id@8). “Brand culture refers to the
cultural dimensions or codes of brands - histomyages, myths, art, and theatre - that
influence brand meaning in the marketplace” (Satheog2007:20-21).

Moreover, brand personality is a central compomérirand identity (Aaker, 1996) and
can be defined as “the set of human characterisiocgected to a particular brand
name” (Aaker, 1997:347). Thus, brand personalikgs$eon an additional function, so to
speak, which allows the consumer to bond with diqdar brand in the same manner
humans bond with other people (Wee, 2004). Fortiegisbrands it is helpful to

appreciate if there is a chasm between the delbnaattl personality and what consumers
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perceive. Unearthing consumers’ perceptions of andis personality can be done

through qualitative interviews (De Chernatony, 2@25%). Brand personality represents
an efficient summary device for consumers, sino@ugh seeing people associated with
the brand, they are rapidly able to recognise thlees it stands for (De Chernatony,

2001:224). The same vocabulary used to describersop can be used to describe a
brand personality. In particular, a brand can sxdeed by demographics (for example,
age, gender, social class, and race), lifestyle éikample, activities, interests, and

opinions) or human personality traits (such as omersion, agreeableness, and
dependability) (Aaker, 1996:142). The style elersecstin be combined to develop a
personality for a site. We would describe a sif@ssonality in the same way we can
describe people, such as ‘fun’. This personality teebe consistent with the needs of the
target audience (Chaffey, Ellis-Chadwick, Johnstod Mayer, 2006:325).

The brand’s emotional characteristics are represehy the metaphor of personality,
which, amongst other sources, evolves from the dsacore values. Personality traits
are further developed through associations with“tiggical user” imagery, endorsers
and consumers’ contacts with the company’s emply@eaker, 1997). Consumer
researchers suggest that numerous benefits mayeatwrbrands with strong, positive
brand personalities. A favourable brand personasitfhought to increase consumer
preference and usage, increase emotions in consunmerease levels of trust and
loyalty, encourage active processing on the path®fconsumer, and provide a basis for

product differentiation (Freling and Forbes, 2005).

Furthermore, the interpretation of the brand hasmirise to a considerable amount of
research into brands as symbolic devices with patges that users welcome. When
choosing between competing brands customers abseBsbetween the personalities of
competing brands and the personality they wish rmgjept. De Chernatony (2001)

contends that according to the situation they ar¢his may be: a) the self they believe
they are (for example, the brands of clothing sekbby a manager for daily wear in the

office); b) the self they desire to be (for examplee brand of suit worn by a young
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graduate going for interviews immediately after pbsting their degree); c) the
situational self (for example, the brands of clothivorn by a young man who is to meet
for the first time the parents of his fiancée). Wheeeking to communicate the
emotional values of the brand therefore, it is intgoat to understand the emotional role
potential customers expect of the brand (De Chenyat2001:33).

According to Elliott and Leonard (2004xlf-identity may be influenced by marketing
communications, allowing consumers to develop aalidelf-image. Douglas, Field and
Tarpey (1967) contended that self-image is one’strmaluable possession, and one’s
actual self-image is less favourable than one’slidelf-image (Alpert and Kamins,
1995; Niedrich and Swain, 2003). Heath and Sco®98) claim that the image
individuals’ associate with themselves frequentigtates specific purchase behaviour
patterns. The Image Congruence Hypothesis (Graé86), suggests that consumers
should have favourable attitudes and purchasetiotentowards products perceived to
be congruent with their ideal self-image. As Wiltison (1978) argued, it is therefore
crucial for advertisements to enter individualsg @xist inside rather than outside their
self-image: in fact, to create it. The role of pmotimages has become quite apparent;
they can hold the promise of bridging the distabeaveen the consumer’s actual and
ideal self-image (Piacentini and Mailer, 2004). Ma€ken (1988) regards products as
instances of displaced meaning: if only | could lgt car | would be what | would
ideally like to be. The car becomes the fantasgdonig the actual and the ideal. Yet, as
McCracken (1988) argues, once the fantasy builtiredahe product has accepted the
test of reality, its value to the ego-ideal decesagnd a new fantasy already starts to
develop around some new product.

As mentioned earlier in this chapter, decoder@rmtetations of a message (the brand
image) may be different from encoders’ intentiofisaanessage (the brand identity).
Also previously mentioned was the concept of exéentrand identity, which adds

details that help to represent what the brand stémd and brand personality can be a

vehicle for this. The brand’s emotional characterssare represented by the metaphor
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of personality, which, amongst other sources, e®lfrom the brand’s core values.
With brand personality established as an effectigkicle to help represent what the
brand stands for, the above section highlightedl thaarthing consumers’ perceptions
of a brand’s personality, can be done through tatale interviews (De Chernatony,
2001:225). As a result, in the following Methodojoghapter, the author proposes

conducting qualitative depth interviews with bo#ttdders and encoders.

4.4. Understanding Brand Communications

When seeking to understand brand communicatioersioltowing areas associated with
brand communications can be discussed and congdidgyenbols, colour, packaging,
language and images. This section commences watldiitussion and consideration of

symbols.

4.4.1. Symbols

Products have a significance that goes beyond theational utility. This significance
stems from the ability of products to communicateaming (Hirschman, 1981;
McCracken, 1986). Products are symbols by whichplgeconvey something about
themselves to themselves and to others (Holmart,;188omon, 1983). This symbolic
meaning is known to influence consumer prefere@m®vérs and Schoormans, 2005). A
strong symbol can provide cohesion and structuemtmentity and make it much easier
to gain recognition and recall. Its presence caa key ingredient of brand development
and its absence can be a substantial handicapatiEigwsymbols to the status of being
part of the identity reflects their potential pow8ymbols involving visual imagery can
be memorable and powerful (Aaker, 1996:84). A syihabo be a powerful influence on
brand personality because it can be controlled aad have extremely strong
associations (Aaker, 1996:148). In keeping witlohdtic drink brands and the premium
product category whisky, the Glenfiddich brand basome synonymous with its stag
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symbol, which remains a central plank of its margetstrategy (Campaign, 12 May
2006).

Dowling (1994) describes corporate identity asméaig to the symbols an organization
uses to identify itself to individuals. According Bernstein (1986), a symbol can
become a type of shorthand for the personalithefdompany and its values. Marketing
communications excel in appropriating or borrowirgltural codes and styles

(Schroeder, 2007), and semiotic research can beke¢p marketers’ communications
fresh and culturally authentic (Lawes, 2002). Fwstance, the whisky brand Whyte &
Mackay's redesign borrows cultural codes with thiemtion of emulating the work of

Scottish architect, artist and designer CharlesnReackintosh.

Moreover, symbol usage is widespread in marketorgraunications. A symbol relation
is formed when an object such as a brand becorsgsbol of something else (Shimp,
2003). Brand positioning in terms of symbolic neealsempts to associate brand use
with a desired self-image. According to McGrego®@93), each society differs in the
meanings and symbols that apply, and it has praatder difficult to transplant
advertisements from one culture to another. As ISianitd Taylor (2002) state, if brands
are not aware of the subtle meanings of symbolen tthey would be liable to
communicate the wrong message. “Symbols have tiept affect the way people
feel” (Olins, 1989:71). Symbols are powerful tofds communication (Feucht, 1989).
Sokolow (1971) claims that graphic symbols are uejdecause they can evoke intense
feelings and emotions which may result in powerfigponses. The two major requisites
of a good corporate symbol are for it to appeahonremotional level and be practical to
apply. Thayer, commenting on the receiver end @& thransmission, noted that;
“successful corporate symbols will be those whitfleatively evoke the positive and
powerful responses already present in the minchefsubject and those which were
learnt at a much earlier stage of their culturalcadion” (1988:442). The closer the
symbol gets to an individual's identity, or mostegerooted beliefs, the more

passionately he or she will identify with and resgdo it.
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It has been established in this chapter that bpmrdonality is an effective vehicle to
help represent what the brand stands for, and co@is perceptions of a brand’s
personality can be unearthed through qualitatiteriiews (De Chernatony, 2001:225).
The section above highlights that a symbol can beoaerful influence on brand
personality because it can be controlled and came lextremely strong associations
(Aaker, 1996:148). Symbol usage is widespread irketeng communications, and they
have the power to affect the way consumers feeingDI1989). The next section

discusses colour.

4.4.2. Colour

Colour is one of the many marketing tools that glamhanagers use to create, maintain
and modify brand images in customers’ minds (Madd#swett and Roth, 2000). The
meanings associated with different colours are mambd to marketers because the tools
used to communicate brand image are mechanismseahing transfer (McCracken,
1988). When individuals’ observe colour, they réacdhther than just absorb it (Dyer,
1982), and this evaluation goes far beyond the iéyeyolves the brain and the human
psyche. The use of colour is not significant irlitsit depends upon the significance of
the connotations it makes. Colour is an expressoa (Jenkins, 1991), and can
communicate meaningful associations (Franzen, 1984)mp (1991) contends that
associative learning can be used to explain consimesponses to colours. In each
culture, powerful associations can be learned Hividuals, based on connections made
between colours and their meanings. In the Wesgrgis associated with hopefulness,
white with purity and black with mourning (Kreitlend Kreitler, 1972). According to
Madden, Hewett and Roth (2000), colour meanings @eterences are not consistent

across cultures.

Moreover, the art of using colour in any promotioaetivity is to exploit what appeals

to target audiences. As with many other food andkdsectors, the emphasis in the
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Scotch whisky sector is on moving upmarket. Whytevi@ckay blended whisky re-
launched its brand to give it a more upmarket fééhyte & Mackay’s blue coloured
packaging has been replaced by a metallic red-&awklbook, while its prestige range
uses metallic silver and gold cartons. Lawes (20€la)ms that there is a need for
ongoing semiotic research because signs changetimrand it is important to know
what the language of a particular category or seatorently is so that one can avoid
using lapsed or outdated signs in communicationd,raake use of the most up-to-date

or emergent ones.

To this day, cool colours, such as blue, green\aokt are considered calming; and
warm colours, such as red, orange and yellow amsidered arousing (Bellizzi,
Crowley and Hasty, 1983; Grossman and Wisenbl@9)19Warm colours generate more
arousal and attention than cool colours (SchaieHgids, 1964), and cool colours elicit
greater relaxation and pleasure than warm colalasops and Seuss, 1975). Lee and
Barnes (1990) claim that men prefer the colour lblng women prefer red, and younger
generations prefer bright colours, whereas olderegdions prefer calm and subtle
colours. The meanings associated with differenbwa are important to marketers
(McCracken, 1988). Wexner (1954:434) notes thadl il’emore often associated with
exciting-stimulating, orange with distressed-disad-upset, blue with tender-soothing,
purple with dignified-stately, yellow with cheerfjdvial-joyful, and black with
powerful-strong-masterful.” Madden, Hewett and R@000) found that the colours
black and red received high liking ratings. Bir(@973) associates the colour blue with
intelligence, sociability and narcissism. Madderewsdtt and Roth (2000) associate the
colour blue with wealth, trust and security, wheremey is associated with strength,

exclusivity and success, and orange denotes chesapne

Furthermore, signs change their meaning dependinghat other signs you team them
with. For instance, purple is traditionally aboolalty, especially when it is teamed
with gold. Today, this traditional meaning of pwepé still used to try and attach the

impression of quality to quite everyday producischsas Cadbury’s. However, when
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purple is used alongside other colours such asgeram shocking pink its meaning
changes and it starts to be about having fun iraekwkind of way. So there is a need
for ongoing semiotic research because when one smmed matches signs in
communications, very specific meanings are produtbdough one’s communications
one can help to maintain the conventionally acakepteanings of a sign, help it to
become lapsed or even push it in the direction ehmng something new (Lawes
2002). Colour is not an easy matter however. If oses the term ‘colour’ to mean the
pigmentation of substances in the environment, lom® not said anything about our
chromatic perception. The chromatic effect depeoadsmany factors: the nature of
surfaces, light, contrast between objects, previknswledge, and so on (Eco,
1985:157). For instance, there is a difference betwthe red of blood, the red of purple,
the red of saffron and the red of gold (Eco, 1988)1

This section has highlighted that the art of usiopur in any promotional activity is to
exploit what appeals to target audiences. Coloanigxpressive tool (Jenkins, 1991),
and can communicate meaningful associations (FrariZ94). The use of colour is not
significant in itself; it depends upon the signafice of the connotations it makes. This is
in keeping with a key point within the literatur@ social semiotics in the previous
chapter, in which Eco (1976) emphasizes the pddé&bithat connotation allows for the
generation of multiple meanings. Also in the pregichapter Barthes (1985) contends
that that there are almost always several intempogts possible, but argues that this is
not only between one reader and the next, but sometwithin the same reader.
Barthes (1985:262) claims that semiotics seeksotaté the many possibilities of
meaning, and as a result, it could be impossiblsatalogue all meaningful associations
within a particular colour sign. The next sectioscdsses packaging.

4.4.3. Packaging

The marketing literature is rich with illustratiotisat people buy products not only for

the functional utility they provide, but also thgnbolic meaning they possess (Levy,
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1959; Solomon, 1983; McCracken, 1986; Belk, 198&fniar, 1992). To date, the
symbolic literature in the marketing field has feed primarily on advertising as the
major instrument of cultural meaning creation arahsfer for brands and consumers
(McCracken 1986; Mick and Buhl 1992). One markethgment that has been largely
overlooked in the theoretical construction and camization of brand symbolism and
the self, is product packaging. Packaging actsontt as a communication vehicle for
transmitting symbolism, but is important for its m®ymbolic contribution to the total
understanding of the corporation or brand (Raphaed|Olsson, 1978). Many marketers
find the results of semiotic analysis insightfuhdathere is an increased demand for
semiotic analysis in research projects on new maogeand brand names and logos, and

in the evaluation of advertising creative (MarkgtMagazine, 1 October 2001).

The success and endorsement from blue-chip congéiaie led to semiotics gaining
widespread acceptance as a research method foret@erk(Marketing Week, 27
September 2001). Commercially applied semioticsestablished as a powerful
methodology for research and for developing braohraunications (Maggio-Muller
and Evans, 2008). For instance, since 2001 the &B€d marketing semiotics agency
Space Doctors (Evans) has worked with Procter & arfMaggio-Muller) to evolve a
substantial semiotic capability within the orgati@a (Maggio-Muller and Evans,
2008). In the context of Procter & Gamble’s ratiomad quantitative company culture,
however, semiotics did feel as if it might appepeaulative and ‘fluffy’ in terms of
deliverables. However, the case study on the GaBn€ompetitive Advertising
Decoding Kit presented at the Market Research Bogi®esearch 2001 Conference
(Harvey and Evans, 2001), in contrast, providedngible example of how to apply the
thinking with concrete deliverables and measuragselts (Maggio-Muller and Evans,
2008). Harvey and Evans’ (2001) paper outlines @ept in which Guinness and a
specialist team from Added Value used semioticdeteelop a friendly analytical tool
now used by Guinness worldwide to gain a new deptimsight into the competitive

environment.
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Moreover, packaging communicates brand personahtynultiple structural and visual
elements, including brand logos (Underwood, 20@®)gos are important company
assets, in which firms spend enormous amountsre ind money promoting (Rubel,
1994). The word logo can refer to a variety of gma@nd typeface elements. Semiotics
views logos as part of the sign system a compaayg tescommunicate itself to internal
and external audiences (Zakia and Nadin, 1987)p&ate identity literature treats
logos as a company’s signature on its materialsyd&m 1993). Logos should be
recognizable, familiar, elicit a consensually hehganing in the target market, and
evoke positive affect (Cohen, 1986; Robertson, 19&8torella, 1990). Logos should
speed recognition of a company or brand (Peter9)L98e rationale is that pictures are
perceived faster than words (Edell and Staelin3)1.98or instance, a red logo featuring
two lions, representing the Lion Rampant symbol 8fkcotland and the
MacGregor/Whyte Clan, was re-introduced by the iwghibrand Whyte & Mackay
(Marketing, 28 June 2006).

In addition, the package resides in the home, palgnbecoming an intimate part of
the consumer’s life; a phenomenon that represetypea of lived experience between
consumer and brand (Lindsay, 1997). For instancentainer modelled on a cigar tube
was the innovative new packaging for Chivas Re@aléar old whisky, to help give
Chivas Regal the edge in the market battle withlriageo’s Johnnie Walker Black
Label. The silver substrate, a key part of the @hiRegal brand identity, is used in a
contemporary way Yet still reflects the nobilitydamasculinity at the heart of the brand
(Brandrepublic.com, 4 October 2006). McCracken @)98iscussing how marketers use
signs, suggests that they begin by selecting kegnings residing in cultural categories,
such as gender, and cultural principles, such asliness. They then transfer these
meanings to consumer goods, through their adverésés and brands, until consumers’
appropriate these meanings into their lives. Mamgettommunications, directly or
indirectly, use semiotics to invest products witkaming for a culture whose dominant

focus is consumption.
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Furthermore, package design is generally refereedag having two components,
graphics and structure (Hine, 1995). Both grapbatour, typeface, logos) and structural
elements (shape, size, materials) have the capsaxigonnote symbolism, as these
attributes often share a distinctive public meanmg@ culture. For example, graphics
include name styles. Names are the critical, caye sf the brand; they constitute the
basis for the corporate communications programntefanconsumers’ awareness and
images (Aaker, 1991). A brand name is associateth &i set of attributes and
psychological associations which give a brand ieaning (Keller, 1998). Defining a
brand as “a name, term, symbol, design or a cortibmaf them” implies that the name
forms the essence of the brand concept (Aaker,:189)L The name is a critical, core
sign of the brand, the “basis for awareness andnuamcations effort” (Aaker,
1991:187). Structural elements include the shagmaducts, which can reflect a “great
deal about the nature and personality of a prodixaiting, 1996).

The shape of a package represents a critical elefoethe creation of imagery and
identity. According to Marketing (18 March 2008)cdsich whisky brand Grant's
overhauled its iconic triangle-based bottle andonhiced clearer packaging to improve
differentiation between its variants. Grant’s, whitas used a tri-sided bottle since 1957,
made the shape more pronounced and put a pliritie dtase in a bid to make the bottle
more ‘masculine’. It has also restyled the brand/atermark, crest and owner’s
signature. Distiller William Grant & Sons claimsetpackaging will increase the brand’s
presence in emerging markets such as Russia withbabhating consumers in
established markets. Also, Diageo redesigned tiigelend labelling for Bell's whisky
to counteract competition from rivals Grant’s, T@mous Grouse and Teacher’s. The
aim of Bell's redesign was to emphasize the timé eare involved in blending the
Scotch whisky. The revamped bottle shape was ietrtid broaden the appeal of the
drink beyond its traditional older, male market ¢kigting, 22 March 2006).

In addition, nostalgia serves as a potent weaporbfand differentiation, especially

among consumer nondurables. Social experts sufjgasthe appeal of nostalgia stems
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from a longing for a return to simpler times whewduct quality and craftsmanship
were highly regarded and seemingly more prevalé€bhegkin Research, 1998).
Consumers also have a tendency to equate longeiityquality (Naughton and Vlasic,
1998). For instance, the creative brand redesigidighland Park whisky includes the
new ‘H emblem, prominently highlighted on the paekd bottle, to resemble
authenticity and integrity dating back to the OrkKsel2th century Viking ancestry
(MarketWire.com, 6 November 2006). The redesigrpast of a larger initiative by
Highland Park’s parent company, The Edrington Graupch invested £18 million in a
global plan to double annual sales over the nes fiears and become one of the
world’s top 10 malts (MarketWire.com, 6 Novembef@)) The redesign forms part of a
complete rebirth of its overall identity across@limmunications, including the internet,
and more specifically its web site. Therefore, drasymbolism and packaging as
components of the brand, have extended their infleénto the online environment, and
the online environment also covers the remainimgetftomponents of the brand: colour,

language and images.

This section highlights that packaging is also astteration because the marketing
literature is rich with illustrations that peopleybproducts not only for the functional
utility they provide, but also the symbolic meanihgy possess (Levy, 1959; Solomon,
1983; McCracken, 1986; Belk, 1988; Dittmar, 199Additionally, packaging
communicates brand personality via multiple strradtand visual elements, including
brand logos (Underwood, 2003). A key point emerdnagn this section is that brand
symbols and packaging have extended their influémoethe online environment. This
is also true for the concepts of colour, languagkimages. This is significant given that
this study is taking a semiotic approach to intermarketing communications, and

specifically web sites. The next section discussesise of language.
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4.4.4. Language

According to Crystal (1971), linguistics is theesdific study of language. Language is a
complicated phenomenon that can be studied fromymvaawpoints. Language is a
system of signs used as an instrument of commumicand for the expression of
thought. As such, language is a social phenomehanspecial sort, which Shaumyan
(1987) calls a semiotic phenomenon. A semiotic @@gn is crucial for comprehending
the essence of language. Language as a netwodcial sonventions is what linguistics
is all about (Shaumyan, 1987). There is a longticadof thought which has been based
on the idea that language and reality are closggrtwined. Sless (1986) stresses that in
its strongest form, this hypothesis asserts thalityeis determined by language; one
understands the world through the language onendeafccording to Shaumyan
(1987:322): “The founders of modern semiotics anduistics Charles Sanders Peirce
and Ferdinand de Saussure clearly characterizedutiigue ontological status of

language as a social phenomenon.”

Moreover, Fiske (1990) contends that a paradigenget of signs from which the one to
be used is chosen, and a syntagm is the messagevinth the chosen signs are
combined. In language the vocabulary is the pamadignd a sentence is a syntagm.
Dyer (1982) understands syntagms differently agdies that a piece of advertising can
be taken to be a syntagm which must then be fuliteken down into individual signs
for analysis. The units of human language are camagrof a limited set of sounds
called phonemes, and these comprise an unlimiteaf seords and sentences, which are
put together according to a set of simple rulesedajrammar. From simple units we
derive more complex units that are applied to néesrto form more complex structures
(themes, characters, stories, genres, style, &twe) human mind organizes this structure
into cognitive understanding. Linguistic signs averds and phrases (Lawe?002).
Within larger linguistic units such as sentencesanings are created by choices and
relationships of signs. A sentence is itself thusomplex signifier for a complex

signified, and may be treated as a complex sigokCb992). We have moved back into
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a period where words have become altogether moperiant, more central. Also, the
reason that words have come back into fashion aonvedhto the top of the corporate
agenda is the development of the internet and itie bf the e-generation (Morris,
2000:55-56).

Furthermore, chosen vocabulary not only descrilb@sgs, it brings ideas into the
reader's mind by communicating feelings and assiocis. Dyer (1982) claims that
adverbs and adjectives are trigger words that tenukate envy, dreams and desires by
evoking looks without misrepresenting the prodidr example, in 2006, Glenfiddich
invested £1 million on a festive marketing assaulé bid to secure a bigger share of
seasonal malt whisky sales. The UK-wide campaigmedito capitalize on the brand’s
credentials as the whisky that was first distikedChristmas Day 1887, and includes the
strapline “inspiring great conversation since Gmass Day 1887” (The Herald, 1
November 2006). The campaign was built on prevmug advertisements, launched at
Christmas 2005, which focused on “inspiring greatwersation” with the core objective

of getting Britain talking (Promotions and Incertsy 15 May 2006).

In addition, the primary aim of language used irketing communications is to attract
the audience’s attention and dispose them favoytallards the product. Dibb, Simkin,
Pride and Ferrell (1994) contend that advertisemulsl use language that is attractive
and meaningful to the target audience. For instarthe creative work for the
Glenmorangie campaign was built on previous canmzaitpat were inspired by the
Gaelic translation of the word glenmorangie: ‘GlanTranquillity.” Consumers were
challenged to find their own sense of tranquillitMarketers that address the target
audience as individuals use language that is mghuito the audience (Ogilvy, 1983).
Williamson (1978) claims that the word “you” in adtisements strikes individuals
separately and they take it to mean them persorihy multiplicity of meanings is still
centred on the individual, and links the individwsd closely with the product that
identity begins to merge with the product. One ld tmost obvious ways in which

individuals are invited to enter an advertisemsriiyi filling an absence.
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Moreover, according to Goddard (1998:11): “It i¢ widficult to see why advertisers
should want to make their texts capture our at@ntrhe whole aim of the copy writers
is to get us to register their communication eifloerpurposes of immediate action or to
make us more favourably disposed in general temnghé advertised product or
service.” However, Goddard (1998:11) continues:t“Biecreasingly, written marketing
communications have to compete with each othemnatidall sorts of other texts in our
richly literate culture. So copywriters have todiiways to shout at us from the page.”
According to Langholz-Leymore (1987:324), each retek “hunts for the message, the

unbeatable message, the memorable message.”

Marketing communications language can have an tefecarget audiences by being
colourful and imaginative, and this sometimes ifmregl stretching or breaking the rules
or conventions of ‘normal’ language (Dyer, 1982heTunorthodox use of language is
sometimes called figurative language. “Figuratameguage is rhetorical language in that
it tries to create effects by breaking or explgtianguage rules” (Dyer, 1982:152).
According to Dyer (1982:139): “Marketing communicais language is of course
loaded language...Copy-writers are well known for yplg with words and

manipulating or distorting their everyday meaninggey break the rules of language for
effect, use words out of context and even make ew ones.” Dyer (1982:140)

continues: “Words not only describe things...they ommicate feelings, associations
and attitudes — they bring ideas to our minds.” Wagting for the internet is an

evolving art form, but many of the rules for ‘goamipywriting are as for any media.

In addition, the colourful and imaginative languaged in marketing communications
can encourage feeling through fantasy and drearperguading people to think in terms
of escape from the real world (Dyer, 1982). Indiats are, as Campbell (2002) points
out, willing and ready to switch at any moment fra®aling with the real world to

participating in make-believe ones. Dyer (1982)notathat the appeals associated with

dreaming and fantasy can result in the suspendioational judgement in favour of
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indulgent instincts. Dyer (1982) discusses how et communications should not be
considered in the same way as other sign systends amgues that marketing
communications language is deliberately loadeddagg, that is semiotically thick and
so requires an understanding of the distinct wayshich advertisers use language and

consumers interpret the meaning of marketing comaeations.

Stern (1992) noted that in light of legal precedehe crafty advertiser might well
decide to avoid direct claims altogether and irdstegus on figurative statements and
the like. Hence, metaphors and indirect claims mgeaerally might recommend
themselves to advertisers who wish consumers two deatain conclusions, but who dare
not make such claims flat out (Phillips and McQigr2003). A tightening regulatory
environment over time may have driven advertisewgatd indirect persuasion attempts
to escape the critical scrutiny of both regulatansl consumers. Metaphors represent a
type of indirect claim because they make claims ifigurative way rather than in a
literal way-the marketing communications messagenas stated outright but only
implied (Mothersbaugh, Huhmann, and Franke, 2002).

There are ways of exploiting language to creatéiqudar effects and enlarge it as a
means of expression. A metaphor exploits similaaity difference simultaneously and
works paradigmatically for imaginative or surrettieffects. “Wash the big city out of
your hair” is an example of a metaphor, where adwacceptable in one context is
transferred to another context. Washing the cityadwne’s hair is a bizarre proposition
unless one interprets the phrase in a figuratiee;literal way. Interpreted figuratively,
this metaphor suggests an effective associatiorth&uways of exploiting language
include alliteration, where the same letter or sbisnpresent, usually at the beginning of
several words, such as “Guinness is good for y&ssonance is where there is
similarity of vowel sounds, such as “Born to Pemitr Onomatopoeia is where the
sound of a word resembles that to which it refeush as “They're Grrreat”. Rhythm is

where there is a regular pattern of beats, sounasovements, such as “It's the air in
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your Aero that makes you go O”. Repeated use of abeve can aid the target

audience’s memory by promoting recall, and causatesces to be reinforced aurally.

The rhetorical figure of metaphor, specificallyyites a comparison of two objects by
suggesting that one object is like another, evesugh they come from different
domains. To resolve a marketing communications pietig consumers must draw
inferences that find similarities between the tvijeats. Consumers will first search for
a simple inference that associates the two objéctgy simple inference can be found,
consumers will entertain multiple alternatives ($amand Howard, 1991). According to
Sperber and Wilson (1986), it is this openness titiple alternative interpretations, or
weak implicatures that may confer a persuasive rddge on indirect claims presented
through metaphor. Moreover, puns surprise and elexpressing multiple meanings
with a single word or phrase, and these qualitiay explain why puns and wordplay
regularly appear in marketing communications. kt,fthe use of wordplay in marketing
communications dates back many years, and litecatics have long discussed its
character and speculated on its impact (Sheldobg;1%irshner, 1970). However,
despite its regular occurrence and uncertainty alisumpact, consumer researchers

have yet to investigate wordplay in any concerteshmer (McQuarrie and Mick, 1992).

Furthermore, Goddard (1998) emphasizes that lamgoag suggest particular qualities
as a result of how it appears: writing is a formimahge making too. Westerners read
from left to right and then continue along eacteliworking down the page, and the
fonts and colours chosen for marketing communioatitexts can elicit different
responses from people (Miner, 1992). Certain feats make the text appear elegant or
encourage easier readability. The term paralangueiges to meaningful behaviour,
which accompanies language but does not carryat) as the way text is displayed. The
typeface of the text is the equivalent of humanyblashguage. Paralanguage has been
neglected in twentieth-century linguistics, largbcause of the influence of semiotics.
Cook (1992) states that many linguists argue tlalpnguage is of no concern to

linguistics, because language is best understooceghwolated from such distracting
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phenomena. This is an odd view, as language neseerr® without paralanguage. The
two constantly interact and communicative competeneolves using both together. As
Cook (1992) stressed, marketing communicationsoéspthe paralanguage of writing,
and an analysis of marketing communications wowtget far if linguistics excluded

paralanguage.

Colour and marketing communications research stggleat background colour effects
are qualified by the contrast between the backgtaroiour and the colour of the text
(Meyers-Levy and Peracchio, 1995). Several studidgate that increased contrast
between the text and background results in incceasadability (Bruce and Foster,
1982; Wang, Fang, and Chen, 2003). A phenomenartiassd with successive contrast
is the coloured after-image. If one’s eye focusesdark colours, a sudden brightly
lighted body copy will appear more blazing (Gesits1975).

Moreover, although most signs have both iconicexichl and symbolic qualities,
language is mainly symbolic, that is, related ® abject through conventions or, as
Peirce puts it “by virtue of a law, usually an agation of general ideas which operates
to cause the symbol to be interpreted as referttmghat object” (Peirce, 1897-
1910/1985:8). In a dynamic society such associatare constantly changing, not least
those associations related to corporate symbolscaminunications (Christensen and
Askegaard, 2001). Symbols are not often, howewudficgent on their own: “In some
circumstances, visual messages of a graphical éamdstand alone and are superior to
the written word in communicating information...Hewver, in most cases a combination
of the graphic and printed message is needed” KBreet al,. 1987:1) in order to

‘anchor’ the desired meaning.

In an increasingly visual age, an important comntitn of semiotics from Barthes
(1977) onwards has been a concern with imagistweadisas linguistic signs, particularly
in the context of marketing communications. Thisingortant because research in

cognitive psychology provides substantial evidetieg in a wide variety of memory
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tasks pictures are remembered better than wordsugrhless plentiful, research in a
consumer context confirms this finding (Houston,il@rs and Heckler, 1987).
Semioticians suggest that marketing communicatiessages presented in pictures are
more ‘open’ to multiple interpretations than simitaessages presented in words (Eco,
1976). As O’'Shaughnessy and O’Shaughnessy (2004@8gnd, “Pictures can indeed
be more persuasive than a thousand words.” Sevessarchers contend that the
openness or ambiguity of pictures in marketing camications is what makes them so

persuasive.

This section has highlighted that language is aptimated phenomenon that can be
studied from many viewpoints. Language is a systémsigns used as an instrument of
communication and for the expression of thought. SA&h, language is a social
phenomenon of a special sort, which Shaumyan (1&81 a semiotic phenomenon. As
a result, language appears to be an important deragion within this research because
this study is taking a semiotic approach to intemarketing communications, and more
specifically web sites. The significance here iattas Morris (2000:55-56) contends,
words have come back into fashion and moved totdpeof the corporate agenda
because of the development of the internet andbiit®’ of the e-generation (Morris,

2000:55-56). As the closing sentence in the papdgebove alludes to, the following

section discusses images.

4.4.5. Images

In today’s highly competitive environment, visuatdgery is very important (Arnold,
1992). Marketing communications can encouragerfgeahrough fantasy and dreaming,
persuading individuals to think in terms of escémen the real world (Dyer, 1982).
According to Boorstin (1963), marketing communioa8 encourage extravagant
expectations because they are more dramatic amdl thian the reality. Individuals are,
as Campbell (2002) points out, willing and readgwotch at any moment from dealing

with the real world to participating in make-bekeones. Whalen (1984) stresses that if
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marketers eliminate the fantasy element from thesrketing communications, then
such marketing communications are bound to failopie can rarely realise their
fantasies concretely and as a result, they exphesa symbolically through purchases
(Settle and Alreck, 1987). Belk and Costa (1998cdbe marketing communications
experiences as a “blending of fantasy and realidyer (1982) states that the utopian
imagery of marketing communications may encouraggsipity. For instance, LVMH
repositioned Glenmorangie as a luxury brand withesponsive press and outdoor
campaign in 2006. The advertisements featured phapbs of diverse and exotic
locations, such as the ski slopes of the Frenchs Apd caves in Oman (Precision
Marketing, 21 September 2006).

In addition, historical conventions shape commuioca This does not imply that all
consumers read images in the same way, ratherethet image carries with it a
historical and cultural genealogy that helps useustéind how it produces, reflects and
initiates meaning (Schroeder, 2007:22). Semioties lbeen called upon to help
companies understand cultural contexts better,femdways to create a buzz around
their products. For instance, an example of a seérsidriven campaign is the series of
ads for Pot Noodle, which show the fast-food sreech sinful indulgence and a lapse of
taste. Pot Noodle was difficult to justify on a mtidnal basis, so semioticians turned the
idea on its head. Instead of trying to insist tAat Noodle had any health benefits, the
campaign said exactly the opposite. Pot Noodle voglver be healthy or upmarket -
but it would always be the secret vice that you M@aturn to, time and again (Financial
Times, 6 April 2004).

Moreover, Dyer (1982:82) contends: “We live in arldoof spectacular and exciting
images.” According to Boorstin (1963), marketing mgounications encourage
extravagant expectations because they are moreatcaand vivid that the reality —
reality cannot match up to the image. As Dyer (188p contends: “Marketing
communications present us with images and then rigte seem true. As a result they

befuddle our experience and mystify our perceptamd experiences of the real world
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by offering spectacular illusions which ultimatedp not satisfy.” According to Dyer
(1982), although people usually think of imagestipalarly photographs, as life-like
and thus real, they should be aware that the mganiian image is not ‘transparent,’ but

like other aspects of marketing communications tanted and manipulated.

In addition, many battles of the brands take pladthin the visual domain. As
previously discussed in chapter two, Internet MankeCommunications, web design
has brought visual issues into the mainstream w@tegfic thinking, and prompted
research and thinking about perception and predereh visual information (Schroeder,
2007). From the consumer’s perspective, visual eepees dominate the internet, as
they navigate through a computer-mediated enviraniraenost entirely dependent upon
their sense of sight (Schroeder, 2007). Marketimgnraunications images, brand
images, corporate images and web sites all depeod sompelling visual rhetoric
(Schroeder, 2007).

Strong visual imagery used effectively is a powet@wl (Marketing Week, 19 August
2004), and objects and images can unconsciouslyniedinked in the reader’'s mind
(Williamson, 1978). Barthes (1985) discussed a gmatan which objects that always
have a function, in reality, function as a vehiofemeaning. Elliott (1993) claims that
object meanings are free-floating as each individuay ascribe the meanings that they
desire to the objects. Williamson (1978) arguedt tlha object in marketing
communications ‘stands for’ an image or feelingrthihe product ‘replaces’ the object
and appropriates the meaning of that image orrfgelrhus, the object invokes the idea
of an image or feeling and uses this as a sign twpiints to the product. As La
Barbera, Weingard and Yorkston (1998) express,ctdjmay go from representing a

feeling, to generating or being that feeling.
This section has highlighted that in today’s higltgmpetitive environment, visual

imagery is very important (Arnold, 1992). HowevByer (1982) argues that although

people usually think of images, particularly photgghs, as life-like and thus real, they
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should be aware that the meaning of an image ignaosparent,” but like other aspects
of marketing communications constructed and maatpdl This section has also
emphasized that web design has brought visual 9ssiie the mainstream of strategic
thinking, and prompted research and thinking alp@uteption and preference of visual
information (Schroeder, 2007). As similarly statgdhe end of the ‘Language’ section,
image also appears to be an important consideratitmn this research because this
study is taking a semiotic approach to internetkekmg communications, and more
specifically web sites. As Schroeder (2007) statesketing communications images,
brand images, corporate images and web sites aknde upon compelling visual

rhetoric.

4.5. Summary and Conclusion

This chapter discussed the relationship between iosiesn and marketing
communications. With regards to semiotics, the irgrae of the sign was discussed,
along with the processes of encoding and decodogial semiotics emphasizes the
importance of the role of the decoder (consumearpmeting the message) as well as the
encoder (company creating the message). With regartdoth semiotics and marketing
communications, the concept of branding was disms$ollowed by seeking to
understand brand communications through the follgwareas associated with brand
communications: symbols, colour, packaging, languagd images. The literature
highlighted that communicative or rich environmesitieh as the internet accentuate the
complexity of brand meanings (De Chernatony, 200450 highlighted was that
decoders’ interpretations of a message (the bramage) may be different from
encoders’ intentions of a message (the brand kggniihe concept of extended brand
identity was discussed, which adds details thagh helrepresent what the brand stands
for. With brand personality established as an éffec/ehicle to help represent what the
brand stands for, the chapter highlighted that tdhew consumers’ perceptions of a
brand’s personality, can be done through qualiatinterviews (De Chernatony,
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2001:225). As a result, researching the use ofitatisk interviews in the following

Methodology chapter was proposed as a viable ceratidn.

When seeking to understand brand communicatiorsioltowing areas associated with
brand communications were discussed and considargdbols, colour, packaging,
language and images. The literature showed thatbslyrusage is widespread in
marketing communications, and they have the poweaffect the way consumers feel
(Olins, 1989). The literature on colour showed ttia# use of it depends upon the
significance of the connotations it makes. Thimigeeping with a key point within the
literature on social semiotics in the previous ¢agpn which Eco (1976) emphasizes
the possibilities that connotation allows for thengration of multiple meanings.
Similarly, Barthes (1985:262) claims that semiotisseks to locate the many
possibilities of meaning, and as a result, it cobkl impossible to catalogue all
meaningful associations within a particular sigm;tsas colour. Moreover, a key point
emerging from this chapter is that brand symbotdpwr, packaging, language and
images have extended their influence into the enénvironment. This is significant
given that this study is taking a semiotic approath internet marketing
communications, and specifically web sites. Thiapthr emphasized that web design
has brought visual issues into the mainstreamrafeggic thinking, and that marketing
communications images, brand images, corporateemagd web sites all depend upon

compelling visual rhetoric (Schroeder, 2007).

The next chapter reviews the methodology behinsl ¢hudy, including a discussion on

the case study approach.

101



5. Methodology

5.1. Introduction

The previous chapter discussed semiotics and niagkebmmunications. With regards
to semiotics, the importance of the sign was dseds along with the processes of
encoding and decoding. Social semiotics emphagtzedmportance of the role of the
decoder (consumer interpreting the message) as wadl the encoder
(company/practitioner creating the message). A pant emerging from chapter four,
‘Semiotics and Marketing Communications,” was tka@nd symbols, colour, packaging,
language and images have extended their influente the online environment.
Additionally, the literature highlighted that commcative and rich environments such
as the internet accentuate the complexity of braednings (De Chernatony, 2001). It
was also argued that it would indeed be impossibleatalogue all meanings within a
brand message, and as a result, semiotics seekgdte the many possibilities of
meaning (Barthes, 1985:262). Therefore delving deeyo the exploration of meaning
production, and uncovering the depth and richndsth® meanings involved. The

methodological choices of this study are now oatibbelow.

The methodology agenda is as follows:
= Research opportunity and aim
» Research objectives and rationale behind them
» The study’'s conceptual framework
» Paradigm selection and the rejection of the alteraa
= Qualitative research approach and the rejectidhelternative
= Case study approach and rationale behind choossngyke case
= Rationale behind the chosen case
» Data gathering technique of the qualitative semiestired interview
» Practitioner research study, including the recraiin of experts and the

procedures for data collection
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= Consumer research study, including the recruitnentonsumers through a
screening questionnaire, the pilot study, and tbegdures for data collection

= Coding the data, guided by semiotics, as illustt@tea diagram summarizing the
key areas of semiotic approaches

» Rejection of other approaches considered as amaiiee to semiotics

» Validity and reliability of the qualitative researc

= Summary and conclusions

5.2. Research Aim and Objectives

Research aims emphasize the general intentionheofrdsearch an@hat is to be
accomplished. The research objectives are statsmgittin the aim and they emphasize
how the research aim is to be accomplished. The faligvgections detail this study’s

research aim and the research objectives withimithe

5.2.1. Research Aim

The aim of this research is: “To develop a deempgletstanding of online branding and
communications by applying the theories and prilesipf semiotics.” With regards to
the rationale behind this research aim, as prelyostated, Schibrowsky, Peltier and
Nill (2007) contend that the importance of the intt as a topical area of interest within
the academic community is strong and growing, agdass the need to once again
review the internet marketing literature, particlylain terms of potential research

opportunities.

With regards to potential research opportunitiegerg that the past research has been
dominated by the information-processing and quatinig tradition (see Dreze and
Zurfryden, 1997; Eighmey and McCord, 1998; Chen ¥rells, 1999; Korgaonkar and
Wolin, 1999), and with the wide range of issuesifidernet marketing communications,

there is indeed a need for more depth and richofeseeaning. The literature in chapter
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four, ‘Semiotics and Marketing Communications,’ lilighted that communicative and
rich environments such as the internet accenthateamplexity of brand meanings (De
Chernatony, 2001). A semiotic approach was proposddlly uncover the depth and
richness of meaning involved within internet mankgt communications, and
specifically web sites. Chapter three, ‘Semioticiscussed approaches to semiotics,
and highlighted the importance of the contributfoom the structuralist approaches of
the founding fathers of semiotics, Saussure andc®€elhe review also pointed the
researcher towards a consideration of the posttsnalist approach in semiotics,
discussed as social semiotics. Chandler (2002)endstthat an emphasis on the social
dimension of semiotics is relatively recent outsidiepecialised academic journals, and
is not yet much in evidence at the heart of théviiels of many semiotic researchers,
and this has indeed changed very little since 200% provides the researcher with a

research opportunity and a potential gap in tleedttire within which to try to fill.

5.2.2. Research Objectives

To develop this deeper understanding of onlinedirgnand communications, this study
seeks to explore the extent to which the theorres @inciples that semiotics offers,

contribute to a greater understanding of the usheimagery and language within the
Highland Park web site. Based on this, there ane Key objectives to the research, and

these objectives determine aspects of the resdasign:

= Firstly, to establish the encoders’ intentionsetation to the use of the imagery

and language within the Highland Park web site.

The rationale behind setting this first objectigetihat the literature in chapter four,
‘Semiotics and Marketing Communications,” emphasieat web design has brought
visual issues into the mainstream of strategic kihon and that marketing

communications images, brand images, corporateemagd web sites all depend upon

compelling visual rhetoric (Schroeder, 2007). Theisposing to research the visual
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aesthetics of imagery and language within a web, sanhd to do this by firstly

establishing the intentions of those who createddlvisual aesthetics within a web site.

= Secondly, to develop a deep understanding of tnswuers’ interpretations in
relation to the use of the imagery and languagéiwithe Highland Park web
site.

The rationale behind setting this second objeatvas that the turn to social semiotics
has been “reflected in an increasing concern with role of the reader” (Chandler,
2002:214). The literature on social semiotics inaptkr three, ‘Semiotics,” also
emphasized the possibilities that connotation aldar the generation of multiple
meanings (Eco, 1976). Similarly, Barthes (1985:26@)ms that semiotics seeks to
locate the many possibilities of meaning, and asalt, it could be impossible to
catalogue all meaningful associations within a ipaldr sign. Thus, consumers’
interpretations are also important as well as eaddntentions of a message, and the
literature in chapter three, ‘Semiotics,’ illuseatthat it is imperative to delve deeper and

develop a deeper understanding of consumers’ irgoons.

= The third objective is to discover the effect tha¢wing the imagery and

language on the internet web site has on the comsuimterpretations.

The rationale behind setting this third objectivenss from Aaker and Brown’s (1972)
research on brands, which indicates that markedefvering the same marketing
communications’ messages to the same audience, geaerate different effects
depending on the context in which the marketing momications are embedded. A key
point emerging from chapter four, ‘Semiotics andrkéaing Communications,’” was that
brand symbols, colour, packaging, language and esvéiave extended their influence
into the online environment. Additionally, the li#égure highlighted that communicative
and rich environments such as the internet accentha complexity of brand meanings
(De Chernatony, 2001). Thus, the literature hasliggted that it is significant that the
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encoders’ intentions and the decoders’ interpretatiare being established within the
context of an online environment, and that intemeb sites heighten the complexity of

brand meanings.

» The final objective is to ascertain any differendastween the encoders’
intentions and the consumers’ interpretations, efation to the use of the
imagery and language within the Highland Park weh s

Social semiotics emphasizes the importance of tie of the decoder (consumer
interpreting the message) as well as the encodengany/practitioner creating the

message). The rationale behind setting this fingedive is that the chapter four,

‘Semiotics and Marketing Communications,” highligtitthat decoders’ interpretations
of a message (the brand image) may be different #ocoders’ intentions of a message
(the brand identity). Thus, exploring this cenfpakadox of semiotics, and discovering
whether decoders’ interpretations of the imageny Emguage within the web site are
indeed different to the encoders’ intentions imatieh to the use of the imagery and

language.

To help to visualize how the research aim and rekeabjectives link in with the

literature from the literature review, the studgsnceptual framework in Figure 8 is
illustrated on the next page. It shows that withares to the internet, this new mediated
environment has to be considered, along with tisealiaesthetics of the imagery and
language within a web site. With regards to serosotihe principles and theories of both
the structuralist founding fathers: Saussure andc®eand the post-structuralist
approach of social semiotics, are to be incorpdraide participants involved in the
study include the practitioners (encoders), in Wlileeir intentions in relation to the use
of the imagery and language within the HighlandkRaeb site are to be established.
Also, the consumers (decoders), in which the authi@hes to develop a deep

understanding of their interpretations in relatiorthe use of the imagery and language
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within the site. The arrows portray the ‘loop’ itved in the study because the literature

review highlighted that the views of both encod®rd decoders should be considered.

Figure 8: The Study's Conceptual Framework

New mediated
environment

Visual aesthetics:
Imagery and Languagse

1)

Research Aim: “To develop DECODERS
a deeper understanding of

l online branding and l

V/\ communications by

Establish intentions in relation to applying the theories and Develop deep understanding of
the use of imagery and language principles of semiotics.” interpretations in relation to the
within Highland Park web site. use of imagery and language

SEMIOTICS

{

within Highland Park web site.

Structuralist
Founding Fathers

Post-Structuralist
Social Semiotics

Source: The author, based on the concept behindstidy having completed the

literature review.
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5.3. Research Approach

5.3.1. Paradigm Selection

According to Hughes (1990), every research proeedsirinextricably embedded in
commitments to particular visions of the world aoedknowing that world. Ontology
refers to the assumptions that one makes abounahee of reality (Easterby-Smith,
Thorpe and Lowe, 2002). Ontologically, this autBmtudy supports a subjective reality,
which aims to understand individuals’ interpretaioand perceptions. Epistemology
refers to a general set of assumptions about thiewreys of inquiring into the nature of
the world (Easterby-Smith, Thorpe and Lowe, 200%.Rorty (1979) has observed,
epistemology offers a vantage point. Epistemoldbyicéhis author’s study supports an
interpretivist paradigm. According to Kuhn (19623), paradigm is a set of linked
assumptions about the world which is shared bynaneonity of scientists investigating
that world. Additionally, this set of assumptionsyides a conceptual and philosophical
framework for the organized study of the world. Ebe interpretivist the world is
socially constructed. “Reality has to be constrddteough the researcher’s description
and/or interpretation and ability to communicate thspondent’s reality” (Szmigin and
Foxall, 2000:189). Individuals construct their owarlds and give meaning to their own
realities (Easterby-Smith, Thorpe and Lowe, 1994/th regards to people giving
meanings to their own realities, semiotic theoard principles offers a suitable way to
reveal these meanings and delve deeper into comsuregponses, when in this instance

they decode the imagery and language within interrsgketing communications.

Moreover, the essence of interpretivism is an giteta delve below the surface to
understand what is really happening (Remenyi et H#198), and the theories and
principles of semiotics can be used for this. Titerpretivist focuses on the ways that
individuals make sense of the world through theteinpretation of events, and the
different meanings that they draw from these. AseWlley (1992:34) states: “We inhibit

a world that is always subjective and shaped by intaractions with it.” Clarkson
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(1989) contends that individuals cannot be undedstoutside of the context of their
ongoing relationships with other individuals or @egie from their interconnectedness
with the world. This suggests that it is indeedn#igant that that the decoders are
interpreting the imagery and language within annentontext, and specifically internet
web sites. Overall, ontologically, this author'sdf supports a subjective reality, which
aims to understand individuals’ interpretations @edceptions. Epistemologically, this
author’s study supports an interpretivist paradigmyhich the author is attempting to
delve below the surface to understand what isydwppening (Remenyi et al., 1998),

and the theories and principles of semiotics candeel for this.

With regards to rejecting alternative paradigmsndar(1985) contends that marketing
has been dominated by the positivist paradigm ssiimg rationality, objectivity and
measurement. However, the task of the interpretigisiot to gather facts and measure
how often certain patterns occur, but to apprectag different constructions and
meanings that individuals place upon their expeeeihis is in line with the literature
on social semiotics in which Eco (1976) emphasthespossibilities for the generation
of multiple meanings, and Barthes (1985) statesettmre almost always several
interpretations possible. The interpretivist trigs explain why people have these
different experiences, rather than search for eatecauses and fundamental laws to
explain their behaviour. Human action arises frdme sense that people make of
situations, rather than as a direct response termadt stimuli (Easterby-Smith, Thorpe
and Lowe, 2002). Critics of the positivist paradigrauld argue that rich insights could
be lost if such human complexity is reduced entirtb a series of law-like

generalizations.

While the positivist paradigm has lead to many kile@ughs, even Arndt (1985:11)
argues that, “marketing can be enriched by openipgo alternative paradigms that
capture subjective experiences, conflicts, andrdilieg forces.” A positivist view is

inappropriate when approaching a social sciencaghenon that involves humans and

their real-life experiences (Healy and Perry, 200®sitivists separate themselves from
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the world they study, but to the interpretiviste ttesearcher is not independent of what
is being researched but is an intrinsic part diRémenyi et al., 1998). As Wheatley
(1992:34) contends: “No longer, in this rational@verse, can we study anything as

separate from ourselves.”

5.3.2. Qualitative Research Approach

As interpretation is inherent in all human effartunderstand the world, specific aspects
of interpretation appear in all types of reseaatthough it is most often perceived to be
typical to qualitative research (Gummesson, 200@%). mentioned in the previous
section, this researcher’s study suggests a sulgedality, which aims to understand
individuals’ interpretations and perceptions. Tlhedg also suggests an interpretivist
paradigm, in which the researcher is attemptingeioe below the surface to understand
what is really happening (Remenyi et al., 1998)] éime theories and principles of
semiotics can be used for this. Miles and Huberni94:1) state: “Qualitative
data...are a source of well-grounded, rich descmgtiand explanations of processes in
identifiable local contexts.” Thus, a qualitativesearch approach was proposed due to
the research philosophy. Qualitative research iresl collecting, analyzing and
interpreting data that cannot be meaningfully geia@dt The primary purpose of
gualitative research is to generate insights ardsgdand it typically involves relatively
few respondents (Parasuraman, 1991).

With regards to rejecting alternative research eggmes, Deshpande (1983:107) argues:
“Qualitative researchers would castigate quantatimethodologists for not
understanding ‘shades of meaning’ behind theirisstzal formulations.” Thus, a
guantitative research approach was rejected dubeaesearch philosophy, and the
gualitative approach is proposed exactly becauselalta does provide rich descriptions
and explanations. Deshpande (1983) claims that tga@we methodologists would
criticize qualitative researchers for low reliatyiliand the lack of work contributing

towards a cumulative body of knowledge. Howevertha words or Ernest Dichter
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(1983), a pioneer in the area of applying motivatiesearch techniques in marketing:
“Too much [quantitative] attitude research is owagified. It counts noses instead of

trying to explore the complexity of the human sbul.

5.4. Case Study Approach

As mentioned in the previous section, a qualitatesearch approach was proposed due
to the research philosophy. Case studies are a oonway to carry out qualitative
inquiry. Qualitative methods tend to predominate dase studies (Patton and
Appelbaum, 2003). Case study is not a methodolbgluaice but a choice of what is to
be studied (Stake, 2005:443). A case study attetogtstegrate theory and practice by
applying general concepts and knowledge to a peaticsituation in the real world
(Bromley, 1986:42).

According to Ghauri and Gronhaug (2005:119), itthe research problem and the
research objectives that influence the number amoice of cases to be studied.
Anything from one case to several, even hundreds,be justified depending on the
research purpose and the research questions (Gwome003). The aim of this study
is: “To develop a deeper understanding of onlinending and communications by
applying the theories and principles of semiotidhfs study seeks to explore the extent
to which the theories and principles that semiotdfers, contribute to a greater
understanding of the use of the imagery and largwathin internet web sites, in order

to develop a deeper understanding of online branaind communications.

Selecting one brand as a case study fits in wilréisearch purpose, allowing the author
to give a deeper and richer understanding withm ¢bntext of internet marketing
communications and semiotics. This is in keepinghwhe research philosophy, in
which this study suggests a subjective reality,clwhaims to understand individuals’
interpretations and perceptions. Selecting oneceana case study also fits in with the

research questions of establishing the encodetshtions, and developing a deep
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understanding of the consumers’ interpretationseliation to the use of the imagery and
language within the Highland Park web site. Aduhitlly, this study suggests an
interpretivist paradigm, in which the researcheattempting to delve below the surface
to understand what is really happening (Remenwil.et1998), and allowing the author
to give a deeper and richer understanding aidedhbytheories and principles that

semiotics has to offer.

A single case study not only helps one to undedstaspecific case, but can teach one
general lessons about marketing (Gummesson, 28@8)le case is appropriate when a
particular case is critical and one wants to usrittesting an established theory. It
should be a critical case because it meets allcthmaitions necessary to confirm,
challenge or extend the theory (Ghauri and Gronh&0§5:120). In this study the
theories and principles of semiotics have beerevestil, and taking a single case study
approach may confirm, challenge and/or potentiekiend the theory, particularly with
taking into account social semiotics. Focusing oe case study also allows for the
author an easier comparison between the encodeesitions in relation to the use of the
imagery and language within the Highland Park wete, sand the decoders’
interpretations in relation to the use of the imggend language within the Highland
Park web site, as set out in the study’s reseabgctives. This study does not aim to
simply describe a case, and as Silverman (20058)Ztates, your study of a case
should be based upon some concept(s) which ardopedeas a result of your study,
which this study aims to do: “To develop a deepwtanstanding of online branding and

communications by applying the theories and priesipf semiotics.”

5.5. Rational Behind Chosen Case

As mentioned in chapter two ‘Internet Marketing Goumications,’ originally hardest to
convince (New Media Age, 4 August 2005), alcohotidnks brands are now
demonstrating strong signs that they are embraoinigne. This could in part be

attributed to the level of consumer involvementhwvitie products. The Foote, Cone and
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Belding (FCB) model (Vaughn, 1980) is based on &im#hat considers the degree of
consumer involvement and cognitive or sensory factvaughn (1980) proposes an
FCB model which organizes advertising effectivertes®ery for strategy planning. This
model requires the building of a matrix in orderctassify products and services. The
matrix has 4 quadrants: 1. high (involvement)/tmgk (informative), 2. high
(involvement)/feeling (affective), 3. low (involvent)/thinking (habit formation), and
4. low (involvement)/feeling (self-satisfaction)lca@holic drinks, in particular premium
product categories and brands such as single maitiswhiskies, could be classified as
high-involvement products, both informative andeafive. Therefore, it is perhaps not
surprising that alcoholic beverage brands are eomgaonline. Consumers’ purchasing
high-involvement products tend to potentially regquidetailed information on the
products prior to purchasing, and the online emriment is an ideal platform to provide
this detailed information. Significantly, the tingirof the author’s study coincided with a
critical period of development of the Highland Parand as it re-developed its online

presence, again emphasizing a ‘critical’ case.

With regards to alcoholic drinks brands, the spinitdustry remains one of Scotland’s
most significant, since Scotch whisky is the UKeading export drink. In relation to
Scotch whisky, a large majority of all Scotch sadorldwide is blended; however, world
sales of blended Scotch are declining (Marketing,S2ptember 2006). On the other
hand, world sales of malts have more than triptethé past decade, albeit from a small
base (Financial Times, 12 September 2003). Maltskyhimay make up a small
percentage of overall Scotch volumes, but it hasnbiie most robust sector within
Scotch whisky for over a decade (KeyNote, Febri2f§6). Highland Park is a single
malt Scotch whisky, but two brands, Glenfiddich &ldnmorangie, lead the single malt
Scotch whisky market, with a combined share of mitran 30% (Marketing, 27
September 2006). Glenfiddich is the first singldtrtabe exported out of Scotland, and
the top-seller worldwide ever since. The brandhesworld’'s biggest-selling single malt
Scotch whisky (Promotions and Incentives, 15 Ma@&0Glenmorangie is Scotland’s
best-selling single malt Scotch whisky (SMWS.co.Nkyember 2006). Scotch whisky
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is the UK’s leading export drink, in which salessiigle malts are on the rise and sales
of blends are declining. As a result, a single raibtch whisky such as Highland Park

belongs within this industry trend.

In addition, there are few countries in the worldene single malt sales are not growing.
There is still a lot of growth in established mdskeuch as the UK and the US, but the
major growth is taking place in Asia and the emaggmarkets, such as Russia and
Eastern Europe (The Herald, 2 July 2008). Justi3riiMay 2008) states that the year
2008 has seen strong performances from smallersblgewhisky brands such as
Highland Park, Bowmore, The Balvenie and niche @layuch as Arran, Bruichladdich,
Speyburn, Old Pulteney and others. The evolutiorthef product category is also
showing a continuing shift to premium. Single ntatbtch whisky continues to be sold
on a quality platform to discerning consumers (Ketéd\ February 2006). Just-Drinks
(May 2008) contends that the bottom-end blendedismae likely to come under
pressure as stocks tighten, forcing the base piceOverall, as opposed to blended
malt, single malt Scotch whisky is growing, andtlierefore worthy as a product
category to study, in which Highland Park has dboted to the strength of

performance.

The Edrington Group’s brand Highland Park was wtely chosen as the case. As
mentioned in this section, significantly, the timiaf the author’s study coincided with a
critical period of development of the Highland Péwand as it re-developed its online
presence. The Edrington Group invested £18 mililoa global plan to double annual
sales of Highland Park and become one of the wotlop ten malts. Their packaging
had become mainstream and undifferentiated ands selere struggling in an

increasingly competitive single malt Scotch whiskgrket. The sales performance of
the brand had peaked in 2002/03 and slowed draatfigtithereafter, with the malt

market globally exceeding the growth on HighlandkPfar the first time in over 6

years. This gradual decline had to be addressed. chtalyst for this change was

winning the accolade “The Best Spirit in the Worl@he accolade was announced in
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the June 2005 edition of US drinks publication Bgiournal: The Independent Guide to
Distilled Spirits, Wine and Beer, and was judgediiast spirits across the globe.
Celebrated independent spirits expert F. Paul Pasulewed thousands of the world’s
finest spirits and selected Highland Park 18 Yelar 8Ingle Malt Whisky as the “Best

Spirit in the World”.

Highland Park felt it had to bring its overall bdasommunication in line with this
global recognition. Highland Park redesigned itsecpackaging during 2006, which
formed part of a complete rebirth of its overalemtity across all communications,
including the internet, and more specifically itslmsite. Thus, within the selected single
malt Scotch whisky product category, The EdringBmoup’s brand Highland Park was
selected. A key factor in this choice was thatttheng of the author’s study coincided
with a critical period of development of the HighthPark brand as it re-developed its

online presence.

5.6. Data Gathering Technigue

As mentioned previously in this chapter, qualitatmethods tend to predominate in case
studies (Patton and Appelbaum, 2003). This stuéks#o explore the extent to which
the theories and principles that semiotics offeositribute to a greater understanding of
the use of the imagery and language within the Hdigh Park web site. With this in
mind, Fouquier (1988) states that the essentialicdEmanalysis concerns how a
message is read by receivers as materialized ordiegs of interviews discussing the
message concerned. Thus, the data gathering teehnised in this study was the
gualitative interview. An interview is a purposefdiscussion between two or more
people (Kahn and Cannell, 1957). Qualitative in@mmng is based in conversation
(Kvale, 1996), with the emphasis on researcheringsguestions and listening, and
respondents answering (Rubin and Rubin, 1995). gBri¢g1986:41), in his book
‘Learning How to Ask’, proposes a schematic repmesieon of the principal

components of the interview situation in FigurerBtloe next page:
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Figure 9 — Components of the Interview Situation

Social Roles
Interactional Goals

Referent
Message Form
Interviewer Respondent
Channel
Code

Social Situation
Type of Communicative Event

Source: Briggs (1986:41).

According to Briggs (1986) in this overview of tlwterview situation, the primary
participants are thenterviewer and therespondent in which thereferent and the
message forntonsist of the signals that serve as sign vehiolesommunication.
Communication depends on opentignnelsdetween participants, and it is vital for the
interviewer to develop trust and confidence in tbgpondent (Finch, 1984). A number
of codes both linguistic and nonverbal are shared by thdig@pants to permit the
encoding and interpretation of messages. It wa®itapt that the researcher monitored
her own comments, gestures and actions as thesénavayconveyed meanings to the
respondent that may advance or impede the intervié@social rolesassumed by the
participants can impact on how they speak to ormhan. Interactional goalsrelate to
the motivation of the participants for engaging tire interview. For instance, the
interviewee must also get something from the inésvv “Probably, the greatest value
which many interviewees receive — the reason wiey tbnjoy the interview — is the
opportunity to teach, to tell people something” Xi2e, 1970:37)Social situationand

thetype of communicative evemtfer to the context in which the interaction slpdace.
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The social context of the interview is intrinsic tmderstanding any data that are
obtained (Silverman, 1993).

Moreover, the purpose of most qualitative intenireyvis to derive interpretations, not
facts or laws, from respondent talk (Gubrium andskin, 2002). “Interviewing is one

of the most common and powerful ways in which omestto understand our fellow

human beings” (Denzin and Lincoln, 2000:645). miwrs allow researchers to have
access to detailed and in-depth views and opinBngman, 2001), and to secure vivid,
accurate, inclusive accounts based on personatierpe. The interview is presented as
enabling a ‘special insight’ into lived experier@gkinson and Silverman, 1997), and is
an economical means, in the sense of time and marfeyetting access to an ‘issue’
(Rapley, 2004). “The use of interviews can help ymgather valid and reliable data that
are relevant to your research question(s) or abgt (Saunders, Lewis and Thornhill,

2003:245). Given that this study's objectives ideuestablishing the encoders’
intentions and the decoders’ interpretations, iati@n to the use of the imagery and
language within Highland Park’s web site, the imt&w was a plausible data gathering
technique. In addition, relating back to the stgdgonceptual model, the interview data
gathering technique allowed consistency in methomtyween encoders’ intentions and

decoders’ interpretations.

Furthermore, types of interview differ dependingtbe amount of structure imposed by
the researcher (Remenyi et al.,, 1998). For thiglystwgualitative semi-structured
interviews were chosen. This is because semi-siredt interviews allow for the
researcher to have a list of questions or faircsfr topics to be covered, in which the
interviewees have a great deal of leeway in hovepby. This is often referred to as an
interview guide, and this study’s interview guidasicreated to ensure that the questions
and topic areas helped the author to fulfil thelg®iresearch objectives. Please refer to

Appendix 6 for the Consumers’ Interview Guide.
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The questions and topic areas proposed in bothpthetitioners’ and consumers’

interview guides, flow from the study’s conceptoaddel in Figure 8. The research aim
is evident in the middle of the Figure, and in ortbecomplete the loop and ‘paint the
whole picture,” the views and opinions of both eates/practitioners and

decoders/consumers were to be considered. Thegoflithese views and opinions of
the respondents was to be guided by semiotictiuatrated at the bottom of the Figure.
The communicative vehicle/channel was the interagtshown at the top of the Figure.
Questions were to be asked to respondents on tleené as a new mediated
environment, and topic areas were to be proposetthe@nisual aesthetics, the imagery

and language, within the internet web site.

In qualitative semi-structured interviews, intewegs can depart significantly from the
interview guide that is being used. They can askW mpiestions that follow up
interviewees’ replies and can vary the order andnethe wording of questions,
depending on the flow of the conversation (Saundeswis and Thornhill, 2003). As a
result, qualitative semi-structured interviews téade flexible, allowing the researcher
to adjust the direction of the interview and evére tmphasis in the research if
significant issues arise. But, by and large, alihef questions will be asked and a similar

wording will be used from interviewee to interviesvryman, 2004).

Any literature on interviewing draws the researthattention to problems involved,
such as leading questions. This author attemptesda@ leading questions by phrasing
guestions carefully in order to avoid suggestirag ttertain answers are more acceptable
than others (Chisnall, 2005). The author also yseldes to obtain elaborated responses,
without being overzealous and pressing participtorta response. The direction, depth
and detail of the interview were constantly morgtbby the author. Moving from one
topic to the next is the interviewer's responsipjliand interviews proceed more
smoothly if the respondent is signalled that th@das going to change. The author did
this by prompting the respondents and by usingréispondent’s own words to link a

previous response with the next question (HuntBadie, 1987). The flexibility of the
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gualitative semi-structured interview is what malteattractive as a research method
(Bryman, 2004). The qualitative semi-structuredeimiew was chosen because it
allowed the author to have a list of questions symeLific topic areas to be covered, but
due to their flexible nature, it also gave the oegfents leeway in their replies. This was
important when establishing respondents’ intentiand interpretations because they
gave their own individual responses, but the kegstjons and topic areas enabled

coherent interview transcripts, which could therabalyzed.

This chapter now turns to the practitioner reseatady in more detail, before moving

on to the consumer research study.

5.7. Practitioner Research Study

5.7.1. Recruitment of ‘Experts’

The aim of the research is to develop a deeperrstaheling of online branding and
communications by applying the theories and priesimf semiotics. The objective set
with regards to the recruited expertsTis: establish the encoders’ intentions in relation
to the use of the imagery and language within thghtdnd Park web siteThe first

phase of the field research was designed to expMrat the encoders’ intentions

actually were in relation to the use of the imagemg language within the site.

Practitioners were selected on the basis of bedrgert’ respondents (Dexter, 1970), in
which they have knowledge and skills in their sabjmatter. They were selected at a
senior level within the company, Highland Park, &ne creative agency employed by
the company, reflecting their industry and brandwiedge and skills. Contact details
for the Global Marketing Controller at Highland Rawere obtained from a personal
contact: The Legal Adviser at the Scotch Whisky oksstion. The Global Marketing

Controller was contacted initially by e-mail aneéthwith a follow up telephone call. It

was the Global Marketing Controller who provide@ ttontact details for the Head of
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Brand Education at Highland Park, and the Head tbeeat Mountain Creative Design
agency. All three were willing to take part in thesearcher’'s study. The sample was
designed to ensure a spread across different ioledved in the re-design of the
Highland Park brand across all of its communicaiorhe Global Marketing Controller
would give insight from a marketing perspectives thead of Brand Education would
give an insight into the consumer-facing side &f bhand, and the Head Creative would
give an insight into the creative agency involvedhe re-design. The author recognized
that viewpoints expressed may differ due to thdeddht job positions held by the
‘experts’.

5.7.2. Data Collection Methods

Three qualitative semi-structured interviews wesaducted between August 2007 and
January 2008. Two face-to-face interviews wereiearout in Perth, the Head Office of
Highland Park. The remaining face-to-face intervieas carried out in Glasgow, the

office and studio of Mountain Creative Design agenc

5.7.3. Procedures

The interviews were carried out at the officesha tespondents for their convenience.
Interview guides were drawn up. The first part wdsrmed by the literature review, in
which specific questions were proposed. The sepandwas informed by the literature
review but also by the researcher having interedjahe communications on the
Highland Park web site. The researcher interrogétedommunication vehicle directly,
allowing the researcher to devise specific topeaarto be discussed by the respondents
in the interviews. Interviews typically lasted beem two and three hours in length. At
all times the author was conscious that the respaisdnay be time pressed due to their
jobs. All face-to-face interviews were digitallycarded and later transcribed by the
researcher, following the sequence within the inésv guides.
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The following individuals were happy to be namesl,eapressed in the ‘Practitioners’
Informed Consent Form’ in Appendix 7. The first pioof contact was the Global
Marketing Controller at Highland Park, Jason Cr&ltpase refer to Appendix 1 for the
‘Practitioner Interview Guide, Global Marketing Gosller’. The second point of

contact was the Head Creative at Mountain Creabasign in Glasgow, Andy

Bowman, from the creative agency appointed by Higlll Park to work on the re-
design. Please refer to Appendix 2 for the ‘Prixctér Interview Guide, Head Creative
at Mountain’. The final point of contact was theadeof Brand Education at Highland
Park, Gerry Tosh. Please refer to Appendix 3 fer'Bractitioner Interview Guide, Head
of Brand Education’. It is also worth noting théditthree practitioners gave permission

for the company to be named.

The practitioners were welcomed and thanked bydbkearcher, and confidentiality was
emphasized, although all of the three practitiongese happy to have their names
quoted. The researcher informed the practitiondrshe aim of the research. The

practitioners were aware of the author's objectofeestablishing Highland Park’s

intentions in relation to the use of the imageryg damguage within the web site. The
practitioners were also informed that selected goress would then view the web site
and be interviewed, to allow the researcher to ldgva deep understanding of their
interpretations in relation the use of the imagamyg language within the web site. This
was followed by explaining to the practitionerstttiee author would then ascertain any
differences between Highland Park’s intentions #énel consumers’ interpretations.

Finally, the practitioners were informed that tha@imareas to be addressed in the
interviews were: brand questions; internet questioand topic area discussions

regarding the use of the imagery and language nvitie web site.

As previously mentioned, the literature review rapter three, ‘Semiotics,’ highlighted
the importance of looking at decoders (readersfiné¢ers) as well as encoders
(companies/creators). A key point within the litera on social semiotics is Eco (1976)

emphasizing the active role of the interpreter, #mel possibilities that connotation
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allows for the generation of multiple meanings. igé#his is in keeping with Chandler’s
(2002) comment on the importance of the role ofrdaaer, because signs do not exist
without interpreters, and this comment also plagsuaial part within the understanding
of social semiotics. In addition, Barthes (1985nhtemds that that there are almost
always several interpretations possible, but heemdhat this is not only between one
reader and the next, but sometimes within the saaeer. With these key points from
the social semiotics literature in mind, the nextt®n details the consumers’ research

study.

5.8. Consumer Research Study

5.8.1. Recruitment of Consumers

The literature review highlighted the importancetd role of the decoder as well as the
encoder, especially in social semiotics. The ainthefresearch is to develop a deeper
understanding of online branding and communicatibypsapplying the theories and
principles of semiotics. The objective set withamts to the consumers iBo develop a
deep understanding of the participants’ interpretas in relation to the use of the
imagery and language within the Highland Park web.d he second phase of the field
research was designed to develop a deep undersgarafi what the decoders’
interpretations actually were in relation to the wd the imagery and language within
the site. The consumers were selected on the theishey were relevant to the study
and the research objectives. To achieve this, coem filled out a screening

guestionnaire, as discussed in the next section.

5.8.2. Data Collection Methods

The first duty of the interviewer is to locate peop/ho fulfil the requirements of the
chosen method (Chisnall, 2005). To do this, an kemaieening questionnaire was

designed: “A questionnaire is simply a set of guest designed to generate the data
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necessary for accomplishing a research projectsctibes” (Parasuraman, 1991:363).
The design of a questionnaire affects the respmtseand the reliability and validity of
the data collected (Saunders, Lewis and Thorr20i03). With closed-ended questions,
the assumption is that “detailed knowledge is add on the attributes of interest and
therefore it is possible to pre-specify the categgorof response” (Remenyi et al.,
1998:152), and due to the author’'s knowledge & $tiidy area, closed-ended questions
were asked in the questionnaire to enable seleafothe relevant participants to
interview. Please refer to Appendix 4 for the ‘Eh@@uestionnaire to Consumers’. The
guestionnaire was structured, consisting of a $edtractured questions, in the same

order, to all respondents.

Pre-testing of the questionnaire was undertakeoréef was finally administered. This
was done using three personal contacts at the titiyef Strathclyde in Glasgow, all
of whom were established academics. The objectiyeestesting is to detect possible
shortcomings in the design and administration efdhestionnaire (Emory and Cooper,
1991). The approach to pre-testing was fairly infak where the researcher consulted
colleagues and friends within the Department of Rdang. The pre-testing of the
guestionnaire was successful, and no amendmen&sneguired, and as a result it was
ready to be administered.

The screening questionnaire was electronically atit@red to potential participants by
the researcher. The researcher used a snow-badloihmique, starting with personal
contacts. In this study, there was also the addaldié’ to interviewees of an incentive
of being selected from a draw to win a bottle offdand Park 18 Year Old Single Malt
Whisky, as selected by F. Paul Pacult as the “Bepsit in the World” in the June 2005
edition of US drinks publication Spirit Journal. &lself-administered questionnaires
were completed by the respondents. The researchesecto create an email
guestionnaire because they are “relatively low astc can be easily administered,
eliminate interviewer bias, and provide the oppaitiuto do instantaneous evidence

collection and analysis” (Remenyi et al.,, 1998:15Respondents may have been
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concerned about confidentiality as the returnedsgomnaire had their email address
attached, but the researcher emphasized that tiielentiality of the respondent would

be protected.

All participants were thanked via email for theiarpcipation in filling out the
guestionnaire. The selected participants were ctedanitially by email and then with
follow up telephone calls, to arrange a convenidate and time for them to be
interviewed by the researcher. Please refer tdGbasumer Sample Grid’ on the next
page, showing the chosen participants interviewedhle researcher. The criteria for
selection were deliberately left quite loose, thg author sought a diverse range of
consumers in the sample, as illustrated in the 0arer Sample Grid.’
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Prior to interviewing the consumers, a successiiot gtudy was conducted in June
2008, using three participants. Having firstly mtewed the practitioners/encoders, the
researcher had a clear agenda on how to set outtéreiew guide for interviewing the
consumers. The consumer interview guide was arsetjwersion of the practitioner
interview guide, and was adapted to ensure thatjkegtions were asked, and key topic
areas were discussed, resulting in coherent imentranscripts that could then be
analyzed by the researcher. The three pilot iregrsi provided a rich vein of data
despite the small sample size. The adjusted consumerview guide proved to be
comprehensive way of obtaining rich data.

The researcher identified that there was indeedigindrom the consumer interview
guide to stimulate the participants from the questig. The depth of meaning required
for this study was evident in the participants’p@sses, reassuring the researcher that
this interview guide would allow the researcheati@mpt to fully uncover the depth and
richness of meaning in relation to the imagery Emtjuage used within the Highland
Park web site. Therefore, the pilot interview guidethe consumers was used for field
research. In total, sixteen participants were vmégved in the final field research.
Iterative sampling was used by the researcher,tla@dretical saturation was reached
with sixteen participants. The term ‘theoreticalusation’ by Strauss and Corbin (1998)

refers to the stage in data collection where no imswghts are divulged.

5.8.3. Procedures

The interviews took place between July 2008 andté®eiper 2008. The face-to-face
interviews were carried out in Glasgow, Scotlantj at the homes of the respondents
for their convenience. The researcher had to enshmé there was flexibility in
rearranging interview dates when required, so aomtinue the smooth running of the
field work. As mentioned in the above section, thierview guide used for the pilot
study, was also used for the final field reseaRlbase refer again to Appendix 6 for the

‘Consumers’ Interview Guide.’” Interviews typicalgsted between one and two hours in
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length. At all times the researcher was conscidia the respondents may be time
pressured. All face-to-face interviews were didytakcorded and later transcribed by
the researcher, following the sequence within titerview guides. All transcriptions

took place by the researcher during and afterigié fesearch.

Participants were welcomed and thanked by the relsea Confidentiality was

emphasized, and participants were told that thervigw would be tape recorded. The
researcher informed the participants of the ainthef research. The participants were
aware of the researcher’'s objective of developingeaper understanding of their
interpretations in relation to the use of the imggend language within the Highland
Park web site. Participants were then informed ti@y could spend as long as they like
on the Highland Park web site to get a ‘feel’ foe site, bearing in mind the research
objective. They were aware that they would be umsved by the researcher directly
after viewing the site, but were reassured that theuld be able to refer back to the site
at any time during the interview. The first parttbé interview consisted of questions
that arose during the researcher’s review of ttegdiure on branding and the internet.
The second part consisted of key topic areas fdicgents to discuss that arose from
the researcher having interrogated the communitatim the Highland Park web site.
As mentioned earlier in this chapter, the researahterrogated the communication
vehicle directly, prior to interviewing the praadiers, which in turn helped the

researcher to devise the interview guide for thet gitudy, and which in turn was then

adjusted to become the interview guide in the fireddl research.

5.9. Coding the Data

After transcribing the participants’ interviews,diag of the data took place, which was
guided by semiotics. With help from the review bt tliterature in the ‘Semiotics’

chapter, the diagram in Figure 7 on page 65 in ¢hapter, and shown again on page
129 in this chapter, highlights the key areas ofisic approaches that the researcher

took into consideration. Firstly, was the contribatfrom the structuralist approaches of
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the founding fathers of semiotics, Saussure anct®ebaussure’s (1960:67) signifier-
signified dichotomy shows that the sign consistsao$ignifier plus a signified that
results in the meaning. Peirce (1931-58, 2.306)m&d that his theory of meaning
derives from, and is justified by, his theory ofrs. Peirce arrived at three types of
signs: Icon, index and symbol. They are not necégsautually exclusive: A sign can
be an index, an icon and a symbol, or any comhnafihe contributions from Saussure
and Peirce are shown down the left hand side ofdtagram in Figure 7 on the next

page.

As mentioned in the ‘Semiotics’ chapter, the erigtiiterature has given little attention
to the post-structuralist approach in semioticsscassed as social semiotics. As
Chandler (2002) contends, an emphasis on the stimi@nsion of semiotics is relatively
recent outside of specialized academic journald,itais not yet much in evidence at the
heart of the activities of many semiotic researsh@ost-structuralist social semiotics
maintains that meaning derives from differencesrimdl to the sign system itself, they
reject the idea of a single, deep, determiningctine, and emphasizes the inherent
instability of the sign. Signs do not exist withooterpreters. ‘Sign’ and ‘meaning’ are
inextricable (Sless, 1986:88); to identify someghas a sign is in the next breath to
engage with its meaning, for it is the nature ghsito have a meaning. A key point with
social semiotics, the instability of the sign, lown down the right hand side of the
diagram on the next page. This concept, the ingtabf the sign, is evident during the

coding phase in the next chapter ‘Research Findings

In addition, Chandler's (2002) comment on the imigoce of the active role of the
reader, plays a crucial part within the understagdhf social semiotics, and is also
shown down the right hand side of the diagram enréxt page. Furthermore, social
semiotics alert us to the possibilities that coatioh allows for the generation of
multiple meanings (Eco, 1976). Similarly, Barthd985) contends that that there are
almost always several interpretations possible, Hmitargues that this is not only

between one reader and the next, but sometimesnvilite same reader. The idea of

128



multiple interpretations being possible is showmwrddhe right hand side of the diagram
on the next page. It is only correct to then artha it would indeed be impossible to
catalogue all meanings within a message, and asudt,r semiotics seeks to locate the
many possibilities of meaning (Barthes, 1985:2@2jerefore, delving deeper into the
exploration of meaning production, and uncovering depth and richness of meaning
involved. The concepts of the active role of theerpreter and multiple interpretation
being possible, was taken into account during tteng phase. Figure 7, extracted from
page 65 of the ‘Semiotics’ chapter is shown belbls figure has not changed. Overall,
the diagram below highlights not only the key cimittions from the founding fathers,
but also a consideration of social semiotics, amgbarticular, the importance of the
instability of the sign, the active role of integpers, and multiple interpretations being

possible. These key areas of semiotic approackestaat guided the coding phase.

Figure 7: Diagram Summarizing Key Areas of Semidigproaches

SEMIOTICS
Structuralist Founding Fathers Post-Structuralist Social Semiotics
\/ \/ Instability of the Sign

Saussure Peirce ;
Active Role of Interpreter

\/ \/
Sign: Signifier + Iconic, Indexical and

Signified = Meaning Symbolic Signs

Multiple Interpretations

Source: The author, based on the Semiotics chaptiee thesis literature review
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5.10. Rejection of Other Approaches

Semiotics may have been chosen to guide the cagfitige interview transcripts, but
there are other approaches that could have beeaidened as an alternative. In the field
of media and communication studies content analgssprominent rival to semiotics as
a method of textual analysis. However, this wagateJd by the researcher because
content analysis involves a quantitative approachthte analysis of the manifest
‘content’ of media texts. On the other hand, irs iudy semiotics involves a qualitative
approach to delving deeper into the exploratiomefning production, and uncovering
the depth and richness of meaning involved. Sensas rarely quantitative, and often
involves a rejection of such approaches. Just Isecan item occurs frequently in a text
does not make it significant; semiotics is morecewned with the relation of elements
to each other.

Moreover, content analysi®cuses on explicit content and tends to suggest ttiis
represents a single, fixed meaning, whereas senstutdies focus on the system of rules
governing the ‘discourse’ involved in media texdgessing the role of semiotic context
in shaping meaning. Additionally, social semiotregects the idea of a single, deep,
determining structure, and emphasizes the inhenmesthbility of the sign. Some
researchers have combined semiotic analysis aneértoanalysis (for example, Leiss
al., 1990; McQuarrie and Mick, 1992). However, cont@mmalysis also excludes both the
author and the reader, concentrating solely orteke It is not capable of dealing with
connotation, but merely with denotation. Social ggiws in particular alerts us to the
importance of the active role of the reader as a&lihe creator of a message (Chandler,
2002). Also, social semiotic evaluation emphasthesimportance of the significance
which readers attach to the signs within a textD&er points out, (1982:115) “implicit
in this (semiotic) approach is the rejection of mmuenpressionistic criticism and
‘scientific’ content analysis, which assumes theanieg of a message is evident in its

overt, manifest content.”
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Furthermore, semiotics scrutinizes the various ssigm a text in an attempt to
characterize their structure and identify potentredanings. Hence, semiotics readily
overlaps with an interpretive-hermeneutic approath consumer research
(O’'Shaughnessy and Holbrook, 1988), which involthes“critical analysis of a text for
the purpose of determining its single or multipleaming(s).” However, meaning can
never be fully specified because each interpreaiagbg a reservoir of personal interests
and experiences that introduce various degreesonfconvergence and idiosyncrasy
into the communication process (McQuarrie and Mik992). As continually mentioned
throughout, social semiotics alerts us to the agss that connotation allows for the
generation of multiple meanings (Eco, 1976). Itoidy correct to then argue that it
would indeed be impossible to catalogue all meanimighin a message, and as a result,
semiotics seeks to locate the many possibilitiesneining (Barthes, 1985:262). The
distinctive feature of semiotics relative to otlagaproaches is that semiotics places due
weight on the constraints imposed by the struadfisggns within a text, on the freedom
of the reader to interpret the text in a varietynmafys, and on the socio-cultural context

that jointly shapes the text and its potential negsl

Moreover, language is the central medium for trdtisry meaning, and as such
provides a methodological orientation for a phenoohegy of social life which is
concerned with the relationship between languageaunsd the objects of experience. The
meaning of a word is taken to be what it referencesesponds with or what it stands
for. Underpinning this is the premise that the eaktask of language is to convey
information and describe “reality” (Holstein and [@wm, 1994). Thompson et al.
(1990) discuss the application of phenomenologyht® research process. The basic
assumption is that a person’s life is a sociallgstoucted totality in which experiences

interrelate coherently and meaningfully (Gouldithg§99).
However, the notion that language is the sole meamescribing and communicating

constructions of reality is a point of debate aises questions over individuals’ ability to

accurately describe their reality through languaged also the use of language to
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distort, manipulate and confuse perceptions ofsiheation under study. Nonetheless,
the words of the informants remain the primary sewf data. The idea of being able to
capture and describe accurately the nature oftyealia further contentious issue, and
one which tends to be confounded, particularlyné @adopts the view that individuals’

may experience multiple realities and multiple sslv(Goulding, 1999). Social

semiotics, on the other hand, alerts us to howstmme text may generate different
meanings for different readers (Chandler, 2002:2AB)p, Barthes (1985) contends that
that there are almost always several interpretatpmssible, but he argues that this is not

only between one reader and the next, but sometwiites the same reader.

5.11. Validity and Reliability

The evaluation of qualitative data has been thecgoof consideration controversy for a
number of years, often dependent on methodologicdimore recently epistemological
perspectives (Guba and Lincoln, 1994). Lincoln aBdba (1985) provided the
benchmark criteria for interpretive evaluationerid based on naturalistic inquiry, when
they suggested that efforts should be made to atalthe ‘trustworthiness’ of their
research. Their criteria included credibility, tséarability, dependability and
confirmability. Critics of this direction, such &kolt (1991:59) suggested that even these
terms are “an attempt to merge interpretive consussearch with positivistic criteria,”

namely internal validity, external validity, relidiby and objectivity.

However, given the need to demonstrate rigor in dthaluation of data, the criteria
outlined by Lincoln and Guba can be looked at. ¢becept of credibility is important

to this study concerning the trustworthiness of tégearch. For this study, the data
collection methods used and the coding used forddia, helps to ensure that the
findings of the study can be believed. The conoémbnfirmability is also important to

this study. Again, the data collection methods uaed the coding used for the data,
provides evidence that the findings presented @oéed in the data emerging from the

respondents. The concept of transferability is abbdy less relevant for this study,
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because the findings occurred from a specific grupdividuals, at a specific time and
place. The concept of dependability is also argubdss relevant for this study, because

it would be virtually impossible to replicate sitioans and circumstances.

The German sociologist Weber (1946) pointed out #flaresearch is contaminated to

some extent by the values of the researcher. “dnjesi can show your audience the
procedures you used to ensure that your methods wmeéiable and your conclusions

valid, there is little point in aiming to concludee research” (Silverman, 2005:224).

Tests to establish the validity and reliability qgtialitative data are important to

determine the stability and quality of the dataagie#d. Despite the advantages of the
case study method, there is no single, coherenpfsealidity and reliability tests for

each research phase in case study research agandhk literature (Riege, 2003).

With regards to validity, Hammersley (1990:57) s¢athat it is “the extent to which an
account accurately represents the social phenortenehich it refers”. Validity is
another word for truth (Silverman, 2005). In quatlite research validity concerns
whether the researcher has gained full access twlkdge and meanings of
respondents: “Does the study clearly gain accesthdoexperiences of those in the
research setting?” (Easterby-Smith, Thorpe and Lo2@92:53). In this study the
researcher did indeed attempt to gain full accesth¢ knowledge and meanings of
respondents through lengthy qualitative intervielvsaddition, the researcher ensured to
interview not only those practitioners who creatteel ‘message’, the encoders, but also
those consumers who interpreted ‘the message’délceders, to ensure that the ‘full
picture’ was portrayed. The study’s literature esvj particularly the literature on social
semiotics, highlighted that the views of both ereredand decoders should be
considered. The study’s conceptual framework irufFgg8 on page 107 in this chapter,
which the researcher created based on the coneddthis study, uses arrows to
illustrate the ‘loop’ involved, ensuring that thell picture’ was portrayed. To fulfil the
research aim of developing a deeper understandihgordine branding and
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communications by applying the theories and priesipf semiotics, both encoders’ and

decoders’ views were required to ensure validitthenresearch.

Internal validity, as it is traditionally known iguantitative research, refers to the
establishment of cause-and-effect relationshipslewthe emphasis on constructing an
internally valid research process in case studgaret lies in establishing phenomena in
a credible way. In addition to the researcher amrgig both the encoders’ and
decoders’ views, the researcher was also in cométt the practitioners and the
consumers, regarding the accuracy of the transcrigl interview transcripts were
emailed to the respondents following transcribingwhich respondents were given the
option of checking that what was transcribed wae&d what they had said throughout
the interviews. This raised no concerns from tiepoadents and the researcher did not

have to clarify any inconsistencies.

Moreover, another question in which a great deaistussion has centred concerns the
external validity or generalizability of case res#a How can a single case possibly be
representative so that it might yield findings tbah be applied more generally to other
cases? The answer, of course, is that they camrgtn@gn, 2004:51). It is not the
purpose of this research design to generalizehteratases or to populations beyond the
case (Mitchell, 1983; Yin, 1984). This is not thargpose of their craft (Bryman,
2004:52). Instead, case study researchers tendgtee d@hat they aim to generate an
intensive examination of a single case in relationwhich they then engage in a
theoretical analysis. Importantly, the guiding pedphy of the researcher’s study was
never to establish a generalizable set of resmipdicit in large sample sizes, but to seek

out understanding in keeping with interpretive pijtes.

Moving on to reliability, Hammersley (1992:67) stthat reliability refers to “the
degree of consistency with which instances aregaedi to the same category by
different observers or by the same observer oremdifit occasions.” Foddy (1994)

emphasizes that questions should be understooespypmdents in the ways intended by
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researchers, and answers given by respondentsdsheulnderstood by researchers in
the ways intended by respondents: “Is there traesgg in how sense was made from
the raw data?” (Easterby-Smith, Thorpe and Low&2ZB). Reliability refers to the
demonstration that the operations and procedurdseatesearch inquiry can be repeated
by other researchers which then achieve similatitigs, that is, the extent of findings
can be replicated assuming that, for example, vigeing techniques and procedures
remain consistent. In case study research thisraige problems as people are not as
static as measurements used in quantitative résearad even if researchers were
concerned to assure that others can preciselywadiach step, results may still differ.
Indeed, data on real-life events, which were ctdiédy different researchers, may not
converge into one consistent picture. It is impart® stress here that because this is a
single case study, it is of course context dependerd therefore, reliability is not

necessarily an appropriate measure for this types#arch.

However, according to Riege (2003), there are tiect®s which may be used to increase
reliability, such as using a tape recorder, whioh tesearcher did do. This is related to
‘codes of ethics.” Wells (1994:284) defines ethiederms of “...a code of behaviour
appropriate to academics and the conduct of rdséaf@odes of ethics include:
Informed consent; deception; privacy and confiddityi; and accuracy (Denzin and
Lincoln, 2000:138-140). There can be ethical issoeslved in the selection, inclusion
and exclusion of participants. Issues of privacy eonfidentiality should be considered.
The Data Protection Act (1998) declares that dataanly be processed for a specific
purpose and in many cases, only with full cons€ate was taken by the researcher to
ensure that consumer email screening questionraneshe digital interview recordings
were anonymous to all but the researcher. Cleatagige was given to participants on
the anticipated dissemination of the research rigslito ensure that all involved were

assured about issues of ownership of data andndiisaBon of personal information.

In addition, all of the three practitioners fillezit ‘Practitioners’ Informed Consent

Forms’, shown in Appendix 7, in which they signédttthey freely participate to the
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research study. The forms gave the nature of theareh study and included the steps
taken to protect participants with regards to amaity and confidentiality of
information. As mentioned earlier in this chapfeflowing consent, the identity of the
practitioners was made known. Similarly, all of thixteen participants filled out
‘Consumers’ Informed Consent Forms’, shown in Agper8, in which they signed that
they freely participate to the research study. Ag#lie forms gave the nature of the
research study and included the steps taken tcegirg@articipants with regards to
anonymity and confidentiality of information. Theportant difference here is that the

identity of the consumers interviewed was not mauzwn.

Furthermore, Yin (1994) states assurance of comgraubetween the research issues and
features of the study design in the research depltase can increase reliability.
Development and refinement of the case study pobiacthe research design phase can
be achieved by conducting several pilot studiesnigghe way of questioning and its
structure (Eisenhardt, 1989; Mitchell, 1993; YirQ94). As mentioned earlier in this
chapter, prior to interviewing any consumers, asssful pilot study was conducted in
June 2008, using three participants. The depth edimimg required for this study was
evident in the participants’ responses, reassuhiegesearcher that the interview guide
would allow the researcher to attempt to fully werothe depth and richness of

meaning in relation to the imagery and language usthin the Highland Park web site.

5.12. Summary and Conclusions

This chapter began by outlining the research aigh @bjectives emerging from the
literature review, in which the rationale behina thelection was given. The study’s
conceptual framework was illustrated in Figure 8, which arrows were used to
illustrate the ‘loop’ involved, ensuring that thell picture’ was portrayed. To fulfil the
research aim of developing a deeper understandihgordine branding and
communications by applying the theories and priesipf semiotics, both encoders’ and

decoders’ views were required. The philosophicahftations for the research approach
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were then discussed, justifying the use of a siegke study, Highland Park, within an
interpretive framework. Following this was the mitl)g for both a practitioner
(encoder) and participant (decoder) based resestudly. The data collection methods of
an initial email questionnaire and lengthy qual&atsemi-structured interviews were
discussed and justified for use in this study. Tas followed by detailing the coding of
the data, in which semiotics was discussed andi@ggstas a guide to the coding. The
diagram in Figure 7 was again shown, to highli¢iet key areas of semiotic approaches
that guided the coding phase. The validity andabdity of the research was then
discussed and defended. Having detailed the stungthodology and research methods,

the next chapter will detail the research findings.
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6. Research Findings

6.1. Introduction

The previous chapter outlined the research aim @ndctives emerging from the
literature review. The philosophical foundations fbe research approach were then
discussed, justifying the use of a single caseystddyhland Park, within an interpretive
framework. Following this was the outlining for hoa practitioner (encoder) and
participant (decoder) based research study. Tha daltection methods of an initial
email questionnaire and lengthy qualitative semiestired interviews were discussed
and justified for use in this study. This was falled by detailing the coding of the data,
in which semiotics was discussed and justified gside to the coding. The validity and
reliability of the research was then discusseddefdnded. To fulfil the research aim of
developing a deeper understanding of online brgndimd communications by applying
the theories and principles of semiotics, both decsf and decoders’ views were

required.

This chapter details the findings of the encodet decoder interview transcripts. This
chapter is broken into two main sections: Findifrge the four questions asked to the
encoders and decoders by the researcher duringtémeiews; and findings from the six
topic area discussions proposed to the encoderslecmters by the researcher during
the interviews. Three encoders were interviewede TGhobal Marketing Controller at
Highland Park; The Head of Brand Education at Highl Park; and the Head Creative
at Mountain Creative Design. Sixteen decoders weterviewed. The ‘Consumer
Sample Grid’ on page 125 in the ‘Methodology’ clehows the selected consumers
interviewed by the researcher. When detailing #sponses from the encoders, each
practitioner is identified clearly by job title thwghout this chapter. When detailing the
anonymous responses from the decoders, the resedocimd that the most constructive
way to do this throughout the chapter was to grthg decoders’ similar responses

together. This was decided because semiotics guiseedoding of the data. In order to
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code the data using semiotics, it was beneficiartup responses together to help the
researcher to delve deeper into the exploratiom@dning production, and uncover the
depth and richness of meaning involved.

With regards to semiotics guiding the coding of dag¢a, Figure 7, extracted from page
65 in the ‘Semiotics’ chapter, and also shown ogepE29 in the ‘Methodology’ chapter,
is again shown below to portray how semiotics gditte coding of the data. This figure
has not changed. Overall, the diagram below higkdighot only the key contributions
from the founding fathers, but also a consideratibsocial semiotics, and in particular,
the importance of the instability of the sign, tetive role of interpreters, and multiple
interpretations being possible. These key areaewiiotic approaches are what guided

the coding phase.

Figure 7: Diagram Summarizing Key Areas of Semidigproaches

SEMIOTICS

4

Structuralist Founding Fathers Post-Structuralist Social Semiotics

ﬂ M Instability of the Sign

Saussure Peirce ;
u u Active Role of Interpreter

Sign: Signifier + Iconic, Indexical and @

Signified = Meaning Symbolic Signs Multiple Interpretations

Source: The author, based on the Semiotics chaptiee thesis literature review

139



‘Sign’ and ‘meaning’ are inextricable (Sless, 188)j; to identify something as a sign is
in the next breath to engage with its meaning,itfas the nature of signs to have a
meaning. In this chapter the researcher aims teedééeper into the exploration of
meaning production, and uncover the depth and eshrof meaning involved. The
diagram above highlights how this can be done msiciering the key contributions of
the founding fathers of semiotics and also considethe contribution of social
semiotics. Saussure’s (1960:67) signifier-signifidithotomy shows that the sign
consists of a signifier plus a signified that résuh the meaning. Peirce (1931-58,
2.306) claimed that his theory of meaning derivesnf and is justified by, his theory of
signs. Peirce arrived at three types of signs: ,légndex and symbol. Saussure and
Peirce’s understanding of the sign was taken iotesideration during the coding phase.
In addition, a key point within social semioticstige instability of the sign, and this
concept was also taken into account during thengpghase. Finally, social semiotics
alerts us to the importance of the active roleh&f teader (Chandler, 2002), and the
possibility of multiple interpretations of a sigido, 1976; Barthes, 1985). The concepts
of the active role of the interpreter and multipieerpretation being possible, was taken

into consideration during the coding phase.

With regards to interviewing the practitioners/etexs, three qualitative semi-structured
interviews were conducted between August 2007 andaly 2008. Please refer again to
Appendices 1, 2 and 3 for the practitioners’/encedmterview guides. Two face-to-
face interviews were carried out in Perth, the Hé&xdtice of Highland Park. The
remaining face-to-face interview was carried outGlasgow, the office of Mountain
Creative Design agency. The sample was designemdore a spread across different
roles involved in the re-design of the Highland KPdrand across all of its
communications. The Global Marketing Controller ¥ebgive insight from a marketing
perspective, the Head of Brand Education would gweinsight into the consumer-
facing side of the brand, and the Head Creativeldvgive an insight into the creative
agency involved in the re-design. The researchmygmzed that viewpoints expressed

may differ due to the different job positions hbidthe ‘experts’.
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Moreover, as mentioned in the ‘Methodology’ chaptesuccessful pilot study involving
three consumers was conducted in June 2008. Thé démeaning required for this
study was evident in the participants’ responseassuring the researcher that this
interview guide would allow the researcher to afieno fully uncover the depth and
richness of meaning in relation to the imagery Emtjuage used within the Highland
Park web site. Having firstly interviewed the praghers/encoders, the researcher had a
clear agenda on how to set out the interview guide interviewing the
consumers/decoders. The consumer interview guide avaadjusted version of the
practitioner interview guide, and was adapted tsues that key questions were asked,
and key topic areas were discussed, resultingheremt interview transcripts that could
then be analyzed by the researcher. Please refain ag Appendix 6 for the
decoder/consumer interview guide. The interviewscafsumers took place between
July 2008 and September 2008. The face-to-facervietgs were carried out in

Glasgow, Scotland, and at the homes of the respisifier their convenience.

The next section is split into four areas and dethie questions proposed to both the

encoders and decoders and the responses they gave.

6.2. Encoder and Decoder Responses in_Relation toigHland Park’s Brand

Personality, and the Brand Image, Key Objectives, rad Navigation and Interaction
of its Web Site

Based on the order and content of the interviewdegiifor both the encoders and
decoders, the structure to this section has be@seatk Covering the questions proposed
to both the encoders and decoders and the respthriesegave, this section is split into
four areas, covering the following: Encoder andodiet responses given in relation to
Highland Park’s brand personality; Encoder and deceoesponses given in relation to
the brand image (e-identity) of Highland Park’'s wsibe; Encoder and decoder

responses given in relation to the key objectiveHighland Park’s web site; and
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Encoder and decoder responses given in relatiotih@onavigational and interactive
qualities of Highland Park’'s web site. Although setics plays an important role in
guiding the coding of the interview transcriptsmsatic ‘jargon’ was not explicitly

mentioned within these four questions asked toardents.

6.2.1. Encoder and Decoder Responses in Relation Highland Park’s Brand

Personality

With regards to brand personality and the answemsngby the encoders, companies
have long used brand personality as a way to ceeg@int of differentiation between
their products from their competitors’ productsgdas a way to create brand equity. By
consuming a brand with a certain “personality,” éusy of this product are able to

express themselves (Belk, 1988) or at least somertsions of themselves.

The encoders were asked the following questignand personality can be defined as
the set of human characteristics associated withrand. How would you describe

Highland Park’s personality?

The Global Marketing Controller at Highland Parlsaered:
“Substance over style. Integrity, considered, ndasHy or showy,
knowledgeable, it is the guy you go to ask the goeghat nobody knows the
answer to, but he is not going to ask people tohask he just knows.”

The Head Creative at Mountain Creative Design arsavguite similarly:

“Quiet but inwardly confident.”

However, the Head of Brand Education at Highlandk Renswered quite differently
indeed:
“I am tempted to say a young Billy Connolly, busuppose that would be too

outlandish. There is a quirky nature to HighlandkPehich | think is the island
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people. Orkney is a good, fun place, so almostdilemedian or a story teller.
He would have a weather beaten face, but be a kiddnan, who tells a good

story.”

Thus, if brand personality is a central compondriirand identity (Aaker, 1996), there
is clearly conflict here between company represaas Particularly when the Global
Marketing Controller works in-house and the Hea®@nd Education has a consumer-
facing role, and is the ‘face’ of the company dgrgiobal travels promoting the brand.
Taking into account semiotics, the signifier hesethe brand’s personality, and the
responses given by the encoders is what they leeleg been signified. The Global
Marketing Controller and the Head Creative gavelamnesponses. However, the Head
of Brand Education gave a different response. Tdosld be explained through
consideration of social semiotics. Social semiadilests us to the instability of the sign,
and the possibilities of multiple interpretatiorfsaosign (Eco, 1976; Barthes, 1985). In
addition, the core identity, which is central tdlbthe meaning and success of the brand,
contains the associations that are most likelyetaain constant as the brand travels to
new markets and products (Aaker, 1996:86).

A brand personality does not often become a patieotore identity. However, it can be
exactly the right vehicle to add needed texture emmpleteness by being part of the
extended identity. For existing brands it is helpfu appreciate if there is a chasm
between the desired brand personality and whatuooers perceive. Although it may be
beneficial for Highland Park to communicate a colesiessage on how as a company
they perceive the brand’s personality, social séosovould argue that there will be a

chasm between the company’s desired brand pergoaati what consumers perceive.

This leads on to the answers given by the consudemsders. De Chernatony
(2001:225) argues that unearthing consumers’ pgorepof a brand’s personality can
be done through qualitative interviews, as wasctge in this study. The decoders were

asked the following questiorBrand personality can be defined as the set of muma
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characteristics associated with a brand. How wouylali describe Highland Park’s

personality?

As mentioned at the beginning of this chapter, #swbeneficial to group responses
together to help the researcher to delve deeper i exploration of meaning
production, and uncover the depth and richness @aammg involved. Close

identification with the personality of a brand relpfluence consumer choice and usage.

Beginning with the most common answers from theodecs, ten out of the sixteen
consumers used similar words referringlependabilitywhen answering the question:
“reliable”, “consistent”, “strong”, “solid”, “longasting”, “serious”, “honest”,

“quiet”, “subtle”, “stand-offish”, “respectable” na “not ostentatious”.

The next responses came from consumers who weheHighland Park drinkers, and

non-Highland Park drinkers. In a market that igumallly homogeneous, such as the UK,
the creation of a brand personality that is peextigimilarly by both users and non-
users is quite plausible, because the people shaméar cultural meanings (Foscht,

Maloles, Swoboda, Morschett and Sinha, 2008).

Six out of the sixteen consumers commentetientageusing the words:

“tradition”, “history”, “classic”, “old-fashioned”,“original”, “authentic”, and

“heritage”.

In addition, seven out of the sixteen consumeesred toageusing the words:

M ” oo

“old”, “historical”, “mature”, “grown-up”, “older”,“adult”, and “middle-age”.

A further six out of the sixteen consumers mentibmationality using the words:

“Scottish”, “Orkney”, “Orcadian”, “Viking”, “Norseman”, “Orkney different to
rest of Scotland”, and “Scottish malt but differémtest”.
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Comments on heritage and nationality and referéocgge, can indeed be applied to
single malt Scotch whisky Highland Park, but it icbalso be applied to any single malt
Scotch whisky or blended Scotch whisky. Emotiorextdfits add richness and depth to
the experience of owning and using the brand (Aek@96:97). A brand can provide a
self-expressive benefit by providing a way for aspea to communicate his or her self-
image (Aaker, 1996:99). When seeking to communitiaée emotional values of the

brand therefore, it is important to understand e¢hgotional role potential customers
expect of the brand (De Chernatony, 2001:33).

Six out of the sixteen consumers referredagio-economic standingghen answering
the question:
“sophisticated”, “middle-class and above”, “well uedted”, “articulate”,

“interesting”, and “informative”.

Moreover, with regards to less popular answerg @iut of the sixteen consumers used
alike words referring toalue

“expensive”, “high quality”, “quality”, “spend exdr money to get quality”, and

“premium”.

Comments referring to socio-economic standing aaldiev can indeed be applied to
single malt Scotch whisky Highland Park, and cao dle applied to any single malt
Scotch whisky, more so than blended Scotch whiskghland Park produces single

malts solely. Heath and Scott (1998) claim that ithage individuals’ associate with

themselves frequently dictates specific purchaseaweur patterns. The Image

Congruence Hypothesis (Graeff, 1996), suggestscthratumers should have favourable
attitudes and purchase intentions towards prodamtseived to be congruent with their
ideal self-image. When choosing between competiragds customers assess the fit
between the personalities of competing brands badgeérsonality they wish to project

(De Chernatony, 2001:33).
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Only three out of the sixteen consumers used tHewimg ratheradmiring words,
which it could be argued are in keeping with aralégeIf-image:

“aspirational”, “stylish”, “refined”, and “attracte”.
Similarly, only two out of the sixteen consumertereed to it being rathedefinedusing
the words:

“distinctive”, “memorable”, and “unique”.

Also, only two out of the sixteen consumers ansdieegerring topride using the words:

“pride”, “self-belief”, and “proud”.

Taking into account semiotics, the signifier hesethe brand’s personality, and the
responses given by the decoders are what theybefias been signified, which did
indeed differ. The decoders’ interpretations of bih@nd’s personality were varied, with
answers referring to the following: dependabilityeritage, age, socio-economic
standing, value, admiration, defined and proudrd@gi1931-58, 2.306) would argue that
these responses are a symbol of Highland Park&opality. This is because a sign is a
symbol when the connection between the signified signified in based neither on
resemblance nor on any existential link (Dyer, 1983). As with the encoders’
responses, they do of course differ. Again, thigdde explained through consideration
of social semiotics. Social semiotics alerts ughe instability of the sign, and the
possibilities of multiple interpretations of a si(ffco, 1976; Barthes, 1985).

Overall, this section on brand personality is irefag with fulfilling the research
objectives set out of establishing encoders’ inte1st and decoders’ interpretations in
relation to the use of imagery and language withm Highland Park web site. The
overall message suggested by the encoders’ respdas¢hat there is a lack of
consistency among company representatives’ peorepbf how they see the brand’s
personality. The Global Marketing Controller at Klignd Park and the Head Creative at

Mountain Creative Design gave quite similar respsnsvhereas the Head of Brand
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Education at Highland Park gave a rather differesponse. This was explained through
consideration of social semiotics. Although it mag beneficial for Highland Park to
communicate a cohesive message on how as a contpawyperceive the brand’s
personality, social semiotics would argue that e¢hwill be a chasm between the

company'’s desired brand personality and what coessiperceive.

The overall message suggested by the decodersdnesp has been that of positive
interpretations. The decoders’ interpretations hef brand’s personality were varied,
with answers referring to the following: dependiil heritage, age, socio-economic
standing, value, admiration, defined and proudrdedil931-58, 2.306) would argue that
these responses are a symbol of Highland Park'sopality. As with the encoders’

responses, they do of course differ. Again, thigdde explained through consideration
of social semiotics. The decoders’ responses ame similar to the Global Marketing

Controller and the Head Creative, however, the dexodo refer to “age” and the Head

of Brand Education also referred to this.

6.2.2. Encoder and Decoder Responses in Relationttee Brand Image (E-identity)
of Highland Park’s Web Site

Following on from the ‘brand personality’ questi@mame the ‘brand image’ (e-identity)
guestion. Within the brand culture perspectiventrigentity forms the strategic heart of
the brand. Brand identity is the totality of bramdsociations including name and
symbols that must be communicated (Chaffey, Ellgdwick, Johnston and Mayer,
2006:226). Identity is about the ethos, aims antlesm that present a sense of
individuality differentiating a brand (De Chernaypr2001:36). Brand associations are
driven by the brand identity — what the organisaticants the brand to stand for in the
customer’s mind. The encoders were asked the follpwuestion:How would you
describe the brand image (e-identity) of HighlaratlPweb site?
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The Global Marketing Controller at Highland Parlsaered:
“The brand e-identity is described as traditiomaithentic, hand-crafted, raw and
simple. It is not to confuse the consumer. It iesy simple process that we go

through, and it is a very simple product that weate.”

Similarly, just as in the previous question, theadieCreative at Mountain Creative
Design answered:
“Hand-crafted, simple, and honest. | wanted to nigiteser the site so it was
simple, almost like reading a book with good gqyapthotos in it. For me the
most important thing was no flashy buttons. An e#&synavigate site that

everyone understands.”

However, again, like before in the previous questibhe Head of Brand Education at
Highland Park answered differently:
“The site for me serves a purpose. It does evergthiis meant to do, but does
not really inspire me to do anything else. It embsdthe new change and
position that we have had, so that it is bringiegoas one single message, and
keeping it nice and consistent. What is lackinthis kind of island humour and

story telling ability that comes through.”

Taking into account semiotics, the signifier hesethe brand’s image (e-identity) of
Highland Park web site, and the responses givethéyencoders is what they believe
has been signified. Similarly with the brand peedity question, the Global Marketing
Controller and the Head Creative gave similar rasps, whereas the Head of Brand
Education gave a different response. This couldinagae explained through
consideration of social semiotics. Social semiatilests us to the instability of the sign,
and the possibilities of multiple interpretationsaosign (Eco, 1976; Barthes, 1985).
Although it may be beneficial for Highland Parkdmmmunicate a cohesive message on
how as a company they perceive the brand’s imagee(gity) of their web site, social
semiotics would argue that there will be a chastwéen the company’s desired image
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and what consumers perceive. It is also interestiry there may be significant
differences between the encoders i.e. between ttegp®nsible for communicating the
brand’s image, and so the chasm is not simply nateversus external as is usually

assumed.

Thought needs to be given to the way customersepercthe brand, since their
perception (brand image) may be different fromitittended projection (brand identity)
(De Chernatony, 2001:38-9). The decoders were agtkedollowing questionHow
would you describe the brand image (e-identityjliglhland Park web site?

A brand’s positioning sets out what the brand ispw is for and what it offers (Harris
and De Chernatony, 2001Beginning with the most common answers from the
decoders, eleven out of the sixteen consumersreefé¢o theScottish connections
their responses:
“Scottish roots”, “history”, “Scottish”, “goes backo its roots”, “Orcadian
history”, “North of Scotland”, “linked with Orkney”“Scottishness”, “history
lesson”, “Visit Scotland web site”, “celtic”, anatéltic emblem - reminiscent of
clan broaches”.

A vivid, meaningful heritage also can sometimesresent the essence of the brand
(Aaker, 1996:85): Six out of the sixteen consumefarred tcheritageusing the words:

“history”, “heritage”, “extensive time period”, ‘aditional yet modern”, “slow to

change”, “around for long time”, “traditional”, “dfashioned”, and “updated to

have modern look on historic features”.

A commonly held conception is that brand manageaosilsl strive for consistency in the
marketing communication. Erdem and Swait (1998)gesg that brand value is
increased by consistent communication of the brawetr time. Haynes et al. (1999)

emphasize the importance of coordinating all elémanthe marketing communication
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to ensure a consistent brand image that will appeaustomers (Lange and Dahlen,
2003).

Three out of the sixteen consumers referred tdthed image on the web site as being
reliable, using the words:

” o M Mt

“strong”, “safe”, “secure”, “trust”, and “good athat we do”.
A further three out of the sixteen consumers refeto it being rathedefinedusing the
words:

“special”, “unique”, “rare”, and “distinctive”.

In addition, two out of the sixteen consumers comi@e on itsage appealusing the
words:

“not appealing to younger generations”.

Successful brands must offer superior value to wmess and differentiate an offering
from those of competitors (Fill, 2002). This is ested by building a brand image.
Brand image is defined by Keller (1993:3) as “pptmns about a brand as reflected by
the brand associations held in consumer memonr@n@&image is how the brand is now
perceived (Aaker, 1996:71). This image may appeatdnsumers at a functional or

symbolic level.

Five out of the sixteen consumers commented orldmaental aspects of Orknaysing
the words:
“natural”, “atmospheric”, “lonely”, “quiet”, “wild", “scenery”, “not urban
Scottishness but native i.e. relationship betwesrd land sea”, “grounded”,
“product of the ground”, “cold” and “windy and cdld

At an emotional level a brand name may allow trenbrto serve functions in personal

identification, social identification and statusyr(gol of power or social status,
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reflection of social approval, exclusivity, conutibn of emotional experiences or
technical superiority), product aesthetics may asotribute to this emotional appeal
(Simms and Trott, 2006).

Four out of the sixteen consumers commented ondloairs usedvith the words:
“black”, “white”, “greyness”, “monochrome”, “monocbme is tired”, “dated
colours”, “modern themes of monochrome represearg toadition”, “bleakness”,

and “greyness”.

In addition, five out of the sixteen consumers ocorgd discussion on the theme of
colour.
“considered i.e. not bright and garish coloursybie branding”, “little colour”,

“not bright”, “gloomy”, and “not too flash”.

Taking into account semiotics, the signifier hesethe brand’s image (e-identity) of
Highland Park web site, and the responses givethdylecoders are what they believe
has been signified, which did indeed differ. Theatkers’ interpretations of the image of
the Highland Park brand on their web site iderdifiee following key words: Scottish
connections, heritage, reliability, defined, anesldge appeal, the elemental aspects of
Orkney, and colour themes. Peirce (1931-58, 2.3@8)ld argue that these responses
are a symbol of Highland Park’s brand image onrtiveb site. This is because a sign is
a symbol when the connection between the signéret signified in based neither on
resemblance nor on any existential link (Dyer, 19283). As with the encoders’
responses, they do of course differ. Again, thigadde explained through consideration
of social semiotics. Social semiotics alerts ugshe instability of the sign, and the
possibilities of multiple interpretations of a si(ffco, 1976; Barthes, 1985).

As with the section on brand personality, this isects in keeping with fulfilling the

research objectives set out of establishing ensbdertentions and decoders’

interpretations in relation to the use of imagemy éanguage within the Highland Park
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web site. Again, the overall message coming ounftbe encoders’ responses is that
there is a lack of consistency among company reptasves’ perceptions of how they
see the brand’s image on the web site. The Glolak#éting Controller at Highland
Park described the brand e-identity using the woéndglitional”, “authentic”, “hand-
crafted”, and “raw and simple.” Similarly, the He&teative at Mountain Creative
Design described the brand e-identity using thededhand-crafted”, “simple” and
“honest.” As was the case in the previous sectiothe brand’s personality, the Head of
Brand Education at Highland Park responded rathigierently to these two
practitioners. Similarly to the response given widescribing the brand’s personality,
the Head of Brand Education gave the following arswhen asked to describe the
brand e-identity: “What is lacking is the kind sfand humour and story-telling ability
that comes through.” This was explained throughsieration of social semiotics.
Although it may be beneficial for Highland Parkdmmmunicate a cohesive message on
how as a company they perceive the brand imagdefaity) of Highland Park’'s web
site, social semiotics would argue that there Wwdl a chasm between the company’s
desired brand image (e-identity) and what consumgesceive. As previously
mentioned, it is again interesting that there maysignificant differences between the
encoders i.e. between those responsible for convating the brand’s image, and so the

chasm is not simply internal versus external asislly assumed.

The overall message suggested from the decodesgbmses has been that of positive
interpretations. The overall message suggested thendecoders’ responses has been
that of positive interpretations. The decoderseliptetations of the image of the
Highland Park brand on their web site identifie@ ttollowing key words: Scottish
connections, heritage, reliability, defined, anesldge appeal, the elemental aspects of
Orkney, and colour themes. Peirce (1931-58, 2.3@8)Id argue that these responses
are a symbol of Highland Park’s personality. Thessponses are similar to the
responses the decoders gave in the previous séctvamch they were asked to describe
Highland Park’s brand personality. Therefore, pegrs that there is an overlap and that
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decoders believe the brand’s personality and thed)s image (e-identity) on the web

site are indeed very similar, in which the linestitiguishing the two are very blurry.

6.2.3. Encoder and Decoder Responses in Relation the Key Obijectives of
Highland Park’s Web Site

The internet offers new opportunities to build astdengthen the brand (Smith and
Chaffey, 2005). The web site itself can inform,quade and remind customers about the
offering. The encoders were asked the followingstjoa: What do you think are the key

objectives of the Highland Park web site?

The Global Marketing Controller at Highland Park ansser
“To try to bring a little bit of Orkney to your ssen. The ambition was not to
deliver the Orkney tourist board, but to try toidet the rawness, harshness,
isolation, emptiness. The solitude, and the natwahder and mysticism of

Orkney. It is the kind of island that inspires pleop

The Head Creative at Mountain Creative Design areive

“To communicate the new brand identity.”

However, the Head of Brand Education at Highlandk Bave the following answer:
“Like most things on Orkney for me, it is functiditya The site does everything
it is meant to for a whisky company. It does ngt kam fantastic, come and see

me again, but it does not say go away.”

The three practitioners gave very different answé&re Global Marketing Controller
believes the key objective is to bring a little bit Orkney to the screen. The Head
Creative merely states the key objective is “to oamicate the new brand identity.”
Giving a very practical answer, the Head of Brardtudation contends: “Like mist

things on Orkney for me, it is functionality.” Agmithe overall message suggested by
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the encoders’ responses is that there is a lackcoofsistency among company
representatives’ perceptions of what the key objestare of Highland Park’s web sites.
Again, this could be explained through consideratiaf social semiotics. Social
semiotics alerts us to the instability of the sigmd the possibilities of multiple
interpretations of a sign (Eco, 1976; Barthes, 3985

The internet offers new opportunities to build astdengthen the brand (Smith and
Chaffey, 2005). The decoders were also asked tlomviog questionWhat do you think
are the key objectives of the Highland Park wed?sit

Beginning with the most common answers from theodecs, eight out of the sixteen
consumers again referredheritageusing the words:
“Scottish”, “Celtic”, “around a long time”, “herige”, “history of whisky”,
“history behind drink”, “too deeply rooted in tréidin as opposed to brand”,
“tradition”, “buying quality”, “buying Scottishness “custodians of distilling
process of Highland Park”, and “history”.

Five out of the sixteen consumers referred tdithe with Orkneyusing the words:
“links whisky with Orkney”, “promoting tourism in @ney”, “get across a lot
about Orkney”, “links Highland Park uniqueness withiqueness of Orkney”,
and “come and see Orkney and come and visit HighRark — almost tourist
site”.

Also, four out of the sixteen consumers mentionedjue characteristicen relation to
the web site using the words:
“show they are superior and tell world they thihley are the best”, “trying to
differentiate from competitors”, “set themselvesd@s more aspirational drink
than competitors”, “putting itself above competithr and “make it more
distinctive than others”.
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Moving on to less popular answers, three out ofdsilkeeen consumers commented on
thebrand’s imageusing the words:
“‘enhance image of Highland Park — makes it lookhsifrated”, “reliable”,
“strong”, “strength”, and “symbolise the strengtittwthe Orkney link because it

survives the wild weather”.

In addition, three out of the sixteen consumersroemted oragein relation to the web
site using the words:
“grown-up”, “not for young people”, “for those whiecognise it is a decent

whisky”, and “older and less fun, needs to be nforeto tap into new markets”.

Finally, three out of the sixteen consumers reteteethebrand awareness relation to
the objectives of the web site using the words:
“raise brand awareness”, “boost sales”, and “tlfilerdint types of whiskies they

have”.

The overall message suggested by the decodersbonesp has again been that of
positive interpretations. The decoders’ interpietest of the key objectives of the
Highland Park web site identified the following kewrds: heritage, links with Orkney,
unique characteristics of the brand, brand’s imagge, and brand awareness. Peirce
(1931-58, 2.306) would argue that these resporreearaindex for the key objectives of
the Highland Park web site. This is because a isigin index if it has a direct causal
connection with its object, and draws attentiorthat object (Dyer, 1982:124). Again,
there is some overlap with the above sectionsabkéd about the brand’s personality
and the brand’s image (e-identity) on the web sitappears that the decoders believe
the brand’s personality, the brand’s image (e-it@non the web site, and the key
objectives of the web site are indeed very similanvhich the lines distinguishing the

three are quite blurry.
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This section is in keeping with fulfilling the olgggve of discovering the effect that
viewing the imagery and language on the interneb w#e has on the participants’
interpretations. The overall message suggestebégricoders’ responses is that there is
a lack of consistency among company representagegseptions of what they believe
to be the key objectives of the web site. The Qldbarketing Controller at Highland
Park believed that the key objective of the web sitto “deliver the rawness, harshness,
isolation, emptiness, solitude, and the natural deonand mysticism of Orkney.”
Whereas the Head of Brand Education gave a vewtipah answer and stated: “Like
most things on Orkney for me, it is functionalityThe Head Creative at Mountain
Creative Design, however, merely stated the kedalye of the web site was “to
communicate the new brand identity.” This couldelzplained through consideration of
social semiotics.

6.2.4. Encoders and Decoders Responses in Relatiom the Navigational and

Interactive Qualities of Highland Park’'s Web Site

The coding in this section is less guided by seigptand as a result, limits the
researcher in delving deeper into the exploratiom@aning production, and uncovering
the depth and richness of meaning involved. Howetes section is indeed important in
this study. This is because media context is thotglhave an important influence on
the value of marketing communications (Ducoffe, @9%n important component is the
message context, or setting, in which the entmadaction takes place. The context in
which any message is emitted, transmitted and &ehitdecisively influences its

interpretation, and visa versa; messages are alway® or less context-sensitive
(Sebeok in Blonsky, 1985:453-454). Similarly, Aalkerd Brown’s (1972) research on
brands has shown that marketers delivering the sarasketing communications’

messages to the same audience can generate diééfemts depending on the context in
which the marketing communications are embeddeds,Themiotics does play some
form of role here, as this is in keeping with EA®{6) who contends that multiple
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interpretations are indeed possible, and in thseda it dependent on the context in

which the marketing communications are embedded.

Following on from the question of the key objective# the web site, the encoders were
asked:In terms of navigation and interactivity, how wowlou rate the Highland Park

web site?

The Global Marketing Controller at Highland Parlsaered:
“I think it feels quite easy to flick through angetre are never loads of navigation

points, so it is a very simple web site.”

Also, the Head Creative at Mountain Creative Desigswered:
“I really like the site, it tells me what | expdat know about Highland Park, and

shows me images of what | expect to see.”

Smith and Chaffey (2005) note that a key succes®ifan e-marketing is achieving
customer satisfaction through the electronic chiarwieich raises issues such as: is the
site easy to use, does it perform adequately...tf2ddn Chaffey, Ellis-Chadwick,
Johnston and Mayer, 2006:9).

The Head of Brand Education at Highland Park ansger
“Ease of use 9 out of 10, because it is very easyse. Navigation is relatively
simple. The only thing we do wrong...you have to Baown to the navigation
points which is a bit annoying...It flows in order miking the whisky and then
the shop - this is where the functionality of tite somes through. There is not a
massive amount of stuff to enjoy, unless you areaaler. Low in the scale of

interactivity, but 9 out of 10 for imagery...”

The general consensus among the encoders is &haitehis relatively easy to use, but is

lacking in interactivity. The Global Marketing Cooller refers to the site as being easy
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to use with good navigational links. With regardsinteractive qualities, he openly
states that the site is not very interactive whenléclares that they did not want to “give
off too many high tech modernity, technology drivgadgets, because it takes away
from what we do.” Similarly, the Head of Brand Edtion at Highland Park responded
using the following words: “Navigation is relatiyesimple” and “it flows in order.”
With regards to interactivity, the Head of BranduEation believes the site to be “low in
the scale of interactivity.” The Head Creative abuitain Creative Design merely
responded by saying that he “really likes the dite¢ause it tells him what he expects to
know about Highland Park and shows him images peds to see. Therefore, the Head
Creative commented on the content of the web sitgpposed to answering the question
on navigation and interactivity. Lack of interadiyvis presumably something that needs
to be addressed by the company, as it aids resdtiprbuilding with customers via two-

way communication.

The decoders were also asked the following questibnterms of navigation and
interactivity, how would you rate the Highland Pasleb site?To achieve ease-of-use,
web sites need to be structured in such a wayuseis can easily navigate. Devising a
site that is easy to use is critically dependenthendesign of the site navigation scheme.
Navigation describes how easy it is to find and enbetween different information on a
web site. It is governed by menu arrangementsssiteture and the layout of individual
pages (Chaffey, Ellis-Chadwick, Johnston and Ma3806:328).

Seven out of the sixteen consumers commented yalgitin ease-of-use:
“easy to use”, “headings on homepage takes youngoobvious detail”, “very
easy to navigate”, “easy to move around quickl, mavigation is really good

because of the order of the links”, “easy to usi \weadings and sub-headings”,
“easy to read and go through”, and “not difficaltuse”.

Similarly, encouraging comments were made from #Hewen consumers on the

navigational links:
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“sign posts are quite obvious”, “like bottom linkecause you can jump straight
to things”, “good navigation because main links atr¢he bottom with different

links on the right hand side — allows you to pregréhrough site,” “very easy to
navigate with lots of options,” “links are placeoriectly as you read left to right

Mo

then onto the bottom,” “good and simple navigatwith clear links,” “links at

the bottom gives it a classy nature and feel”.

It has been suggested that there are three impaatgects to a site that is easy to
navigate: Consistency; Simplicity; and Context (ffdyg Ellis-Chadwick, Johnston and
Mayer, 2006). Context is the use of ‘signposts’iridicate to users where they are
located within the site, in other words to reassigers that they are not ‘lost’.

Bearing this in mind, six out of the sixteen consusncommented rather negatively on

the navigational links using the words:
“links at the bottom are bad — have to keep semlldown and it is quite
frustrating”, “prefer the links to be at top so yhare more visible,” “did not
notice categories at bottom at first, they couldfim¢her up on page or at the
top”, “poor navigation because every time you cleapgge you have to scroll
down to the bottom to find the bars”, “the linksadothe right hand side are a bit
confusing,” “links on right hand side confuse youfiest before you see the
bottom links”.

Moving on, interactivity has been described asrapoartant feature that distinguishes
the internet from every other medium (Roehm anddtadt, 1999). Enhancing the
interactivity of a web site is seen as a meanswing the site a competitive edge (Fiore
and Jin, 2003).

Looking at the responses to the interactivity @ $ite, six out of the sixteen consumers
gave positive comments:
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“good interactivity”, “good interactivity becausési talking to me not at me”,

“interactivity fine because | see prices and | évfedo purchase”, “interactivity
is fine because | don’t really want to interactiwthe site”, “interactive site
because it pulls me in and makes me feel a pait’ofinteractivity is fine

because it led me along the story”

From a user-message interaction perspective, ctteity is defined as the ability of the
user to control and modify messages: “The extenihich users can participate in
modifying the form and content of a mediated enwinent in real time” (Steuer,
1992:84). Web site content needs to be up-to-datkne with customer expectations.
The web is perceived as a dynamic medium, and ms® are likely to expect new
information to be posted to a site straight awéynaterial is inaccurate or stale then the
customer may not return to the site (Chaffey, Ellisadwick, Johnston and Mayer,
2006:434).

Bearing this in mind, ten out of the sixteen constsrcommented rather negatively on

the interactivity of the site:
“you can sign up to the Inner Circle but it shoulot be hidden at the back of
site”, “poor interactivity with old news and thenler Circle”, “would be better if
it was easier to contact Highland Park”, “would deter if | saw more bottles
because that's what we see in shops”, “I was ntk¢gin by the site; | interacted
only with the photography”, “poor interactivity kmese a lot of reading and not a
lot of doing”, “not very interactive because notpidraws me to it or engages me
because | could read all of this on a pamphletpgmosed to a web site”, “poor
interactivity because the pointer over the wordsusth compliment or extend
what is on screen rather than repeat, and poamattteity because when | move
the pointer over the image | would like to see rmgat, motion or change in the
image”, “poor interactivity because site does nelpime to reduce the number
of clicks to get to where | want e.g. in the Whidection give me a drop down

menu”, “changing the order would improve interaityiv
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This section is in keeping with fulfilling the olgggve of discovering the effect that
viewing the imagery and language on the interne w#e has on the participants’
interpretations. The context in which any messagemitted, transmitted and admitted,
decisively influences its interpretation, and wsasa; messages are always more or less
context-sensitive (Sebeok in Blonsky, 1985:453-4%nilarly, Aaker and Brown’s
(1972) research on brands has shown that markd&ngering the same marketing
communications’ messages to the same audience eaerage different effects
depending on the context in which the marketing roomications are embedded. Thus,
semiotics does play some form of role here, asishis keeping with Eco (1976) who
contends that multiple interpretations are indeaskible, and in this case is it dependent
on the context in which the marketing communicai@re embedded. However, in
comparison with the first three questions and reses, the role semiotics played in

guiding the coding of this current section was sigantly less.

Overall, the general consensus between decod#ratithe web site is indeed relatively
easy to use with good navigational links. The majoof decoders commented
positively on the site’s ease-of-use, for examptang the words “not difficult to use.”
Encouraging comments were made from the majoritgesfoders on the navigational
links, for example, using the words “good and senphvigation with clear links.”
However, it is clear that the decoders’ think ttie web site is lacking in qualities of

interactivity, using the words “poor interactivity.

In addition, the general consensus among the ersodes the same, in that the site is
relatively easy to use, but is lacking in interaityi The Global Marketing Controller at
Highland Park responded using the following wortighink it feels quite easy to flick
through and there are never loads of navigationtppso it is a very simple web site.”
Thus, it is easy to use with good navigational dinkut with regards to interactive
qualities, the Global Marketing Controller statéate do not want to give off too many

high tech modernity, technology driven gadgets,abse it takes away from what we
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do.” Thus, openly stating that this site is noteayvinteractive site. Similarly, the Head
of Brand Education at Highland Park responded usirdgollowing words: “Navigation

is relatively simple” and “it flows in order.”

With regards to interactivity, the Head of BranduEation believes the site to be “low in
the scale of interactivity.” The Head Creative abuvitain Creative Design merely
responded by saying that he “really likes the dite€ause it tells him what he expects to
know about Highland Park and shows him images peas to see. Therefore, the Head
Creative commented on the content of the web sitgpposed to answering the question
on navigation and interactivity. Lack of interadtyvis presumably something that needs
to be addressed by the company, as it aids resdtiprbuilding with customers via two-
way communication. As Fiore and Jin (2003) statdaacing the interactivity of a web

site is seen as a means of giving the site a cativpetdge.

The next section details the six topic area disonssproposed to both the encoders and

decoders and the responses they gave.

6.3. Encoder and Decoder Responses in Relation tagHland Park’s Symbol, Name

Style, Colours, Packaging, Photography and Text whiin its Web Site

This section covers the topic area discussionsgsegh and the responses given in
relation to the brand, Highland Park’s, chosen yinbame style, colours, entire
packaging, and photography and text used within wied site of Highland Park.
Covering both the encoders’ and decoders’ respotisigssection is split into six areas,
with discussions on the following topics: HighlaRdrk’s ‘h’ emblem; Highland Park’s
name style; Colour of Highland Park’s web page gemknds; Highland Park’s bottles,
labels and packaging; Photography used within HigthlPark’s web site; and text used
(wording and appearance) within Highland Park’s wgb. Similarly with the previous
section, although semiotics plays an important roleguiding the coding of the
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interview transcripts, semiotic ‘jargon’ was nopégitly mentioned when proposing the

Six topic area discussions to respondents.

6.3.1. Encoder and Decoder Responses in Relation kighland Park’s Symbol
within its Web Site

Firstly looking at the encoders’ discussion on in@end’s symbol, the ‘h’ emblem. The
encoders were shown the ‘h’ emblem on the web ai@ then were asked by the
researcher to discuss their thoughts on it. As oead in the ‘Semiotics’ chapter,
Saussure’s (1916) structuralist semiotics regardsign as thesignifier (physical form
of sign) plus thesignified (associated mental concept), which results inniganing.
With regards to Highland Park’s ‘h’ emblem, Saus®i(1916) semiotics regards the
emblem as theignifier. The responses given by the encoders are regagd8aussure
(1916) as thsignified

The Global Marketing Controller at Highland Parlsaered:
“Your emblem, your brand identity, should refledtat the brand stands for, and

a hand-crafted, jewellery made, Orcadian ‘h’ sajiatwve are all about.”

In this instance, the Global Marketing Controllersaying that what has been signified
here is a hand-crafted, Orcadian, jewellery piaod, that this reflects what the Highland
Park brand stands for. Elevating symbols to théustaf being part of the identity

reflects their potential power (Aaker, 1996). Thead of Brand Education at Highland

Park did not comment on this.

Similarly to the Global Marketing Controller, theebld Creative at Mountain Creative
Design answered:
“It is a piece of jewellery, made in 3 dimensions} of real silver. A boat in a
Viking ship museum in Denmark had an ‘h’ very samito the new emblem. |

then studied all of the knot work and the shapesluand combined it with my
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knowledge of Celtic art, and came up with the nbape. The new shape is both
modern and ancient. It is communicating the conegtk ‘h’ for Highland Park.

It had to be strong and say we are a modern madkyiorand with heritage.”

There are a multitude of key points here. The Hészhtive is saying the signifier, the
‘h’, is signifying the brand Highland Park. Alsdhat the signifier is signifying an

emblem on a Viking ship. Celtic art has also begnified on this occasion. Finally, the
signifier, the ‘h’, is signifying that the brand B modern brand but with heritage.
Furthermore, the Head Creative commenting thatithemblem is communicating the

core thing — ‘h’ for Highland ParkDenotationin which Saussure (1960) worked on
plays a part here because it describes the retdtijprbetween the signifier and the

signified within the sign; the common sense andals/meaning of the sign.

Secondly looking at the decoders’ discussion onhbitaend’s symbol, the ‘h’ emblem.
The decoders were also shown the ‘h’ emblem omtie site and then were asked by

the researcher to discuss their thoughts on it.

Only one of the sixteen consumers responded the sarthe Head Creative saying:

“the ‘h’ is clearly for Highland Park.”

This is in keeping with Peirce’s (1931-58, 2.3@&j)exical signin which the ‘h’ is an
index for Highland Park.

However, in contrast three of the sixteen consumesgonded saying:
“the ‘h’ looks like ‘n™, “not obviously an ‘h™, ‘“it's an ‘n’ for Norse not ‘h’ for
Highland Park.”

Peirce (1931-58, 2.306) states that an indexigal san indicate further or additional

meaning to one immediately or obviously signifidéor five out of the sixteen

consumers, rather different connotations enter thaids:
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“it's shaped like a Guinness harp”, “it's a heraldshield; war like”, “it's
Vikingesque, like from an ancient book or carvindt looks like a plectrum”,
and “it looks like a bad tattoo.”

Symbols involving visual imagery can be memoralsid powerful (Aaker, 1996). The
rationale is that pictures are perceived fasten thvards (Edell and Staelin, 1983).
However, as the literature on social semiotics drapon, meaning is very difficult to
tie down; it is contingent, unstable and very mdependent on the specific use context.
This is in contrast to Saussure’s structural saogdhat states that the meaning of the
sign is indeed stable. This reinforces social séos@ontention on the instability of the
sign. The responses from participants have showitrthis is indeed not the case.

Symbols are powerful tools for communication (Feut®89). As Smith and Taylor
(2002) state, if brands are not aware of the sub#anings of symbols, then they would
be liable to communicate the wrong message. Basdtieabove, only one participant
interpreted correctly what was intended, that tiieemblem stood for Highland Park.
Unfortunately for the encoders, three decoders isasdnot obvious that it is an ‘h’, or
that it in fact looks like an ‘n’. More importantlyive consumers responded nowhere
near what was intended by the encoders, with omgcipant even referring to it as
looking like a “bad tattoo.” This is not the bessponse for Highland Park given that
logos should speed recognition of a company ord(&eter 1989). With reference to
social semiotics, discussing ‘aberrant decodingp E1972) claims different people
bring different codes to a given message and soprdt it in different ways. Perhaps
this helps to explain why those five participanésponded nowhere near what was
intended by the encoders.

In addition, the Head Creative of Mountain Creaasign states:

“I studied all of the knot work and the shapes used
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Eight out of the sixteen consumers commented orktizé work within the emblem
using the words:

“rope work”, “feminine twirls”, “curved and gentlknot work”, and “rounded
off.”

Similarly, the Global Marketing Controller and thié¢ead Creative referred to the
emblem as:

“a jewellery piece.”

Seven out of the sixteen consumers also commemt¢idecemblem as a jewellery piece
using the words:
“looks like piece of jewellery”, “piece of Orcadigawellery”, “ornate”, “silver
in line with Celtic theme”, “Celtic broach”, and igze of jewellery because ‘h’

connected to points”.

According to Aaker (1996:148), a symbol can be avgrful influence on brand
personality because it can be controlled and caa bBatremely strong associations.

The Head Creative at Mountain Creative Design conime

“the shape is both modern and ancient”.

With regards to the decoders’ interpreting what wésnded by the encoders, thirteen
out of the sixteen consumers commented on the éaticpart, not the “modern” part,
describing the ‘h’ emblem using the words:

“traditional, historical, sticking to roots, old|dsfashioned, history, mythology,

older times, roots, heritage, not modern symbal vabrid.”
According to Bernstein (1986), a symbol can becam&pe of shorthand for the

personality of the company and its values. Noséadgirves as a potent weapon for brand

differentiation. Based on the above, the consurappear to be saying this with words
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such as “old world.” Social experts suggest that dppeal of nostalgia stems from a
longing for a return to simpler times when prodgciality and craftsmanship were
highly regarded and seemingly more prevalent (GheBlesearch, 1998). Consumers
also have a tendency to equate longevity with gudéNaughton and Vlasic, 1998).

Again, based on the above, the consumers appdm $aying this with words such as

“historical” and “heritage.”

Moreover, a total of fifteen out of the sixteen somers referred to the symbol’s ‘roots’
and described the ‘h’ emblem using the words:
“Celtic, Orkney, Scandinavian, Scottish, North ofofand, Pictish, Celtic

regions, Norse.”

Dowling (1994) describes corporate identity asnrafg to the symbols an organization
uses to identify itself to individuals. With regartb the Head Creative mentioning the
“Celtic” connection, the researcher bares in mimchnotation, which describes the
interaction that occurs when the sign meets thinfgeor emotions of the users and the
values of their culture. Marketing communicatioxsed in appropriating or borrowing

cultural codes and styles (Schroeder, 2007).

According to Sokolow (1971), the two major requsiof a good corporate symbol are
for it to appeal on an emotional level and be pcatto apply. The closer the symbol
gets to an individual's identity, or most deep sabbeliefs, the more fervently he or she

will identify with and respond to it.

Ten out of the sixteen consumers commented onrii#een’s likeability factor using
the words:
“like it”, “really nice logo”, “good idea”, “brillant design”, “lovely”, “nice

LT LI

symbol”, “nice”, “very pretty”, “very nice graphi¢’and “like shape of it.”
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Eleven out of the sixteen consumers commented ggiically on its presence on the
web site using the words:
“not fussy”, “not overstated”, “simple”, “not intaive”, “subtle”, “bold but does
not obscure from overall picture”, “does not offgéntblends in”, “not bold”,

“does not detract”, and “it’s restrained not garish

According to Olins (1989:71): “Symbols have the gowo affect the way people feel.”
Sokolow (1971) claims that graphic symbols are uejdecause they can evoke intense
feelings and emotions, which may result in powerésiponses.

Four out of the sixteen consumers favourably deedrithe emblem overall using the
words:

“sophisticated”, “elegant”, “beauty”, “artistic” fystery.”

In addition, a strong symbol can provide cohesioa structure to an identity and make
it much easier to gain recognition and recall (Aak896:84).

With regards to cohesion, eight out of the sixtemsumers commented on the
homepage ‘h’ versus the ‘h’ on the rest of the, sistng the words:
“silver one in site more inviting than homepage ,om@ore successful on
homepage than rest of site — should come throudhndelike homepage,
reminds you whose site you are on, like it throughsite but maybe does not
need to be on every page, should be more at te&dot on the homepage, like
silver one throughout site, like silver one throoghsite, homepage one looks

more traditional versus graphic design one throughue.”

This section is in keeping with fulfilling the remeh objectives of establishing
encoders’ intentions and decoders’ interpretationselation to the use of the imagery
and language within the Highland Park web site. r@\;ethe majority of decoders’

interpretations were in agreement with the encodetentions. Similar discussion
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covered the ‘h’ emblem as a “piece of jewellenyie t‘heritage” behind it, the “knot
work” used, and the “Celtic’ theme. Importantlynt®ut of the sixteen decoders
commented confidently on the likeability factor thfe emblem, and four out of the
sixteen described it very favourably indeed. Preshlynthe company would be very

pleased with this outcome.

The only contrast and potential problem arose wiescribing what the ‘h’ emblem
stood for. Only one out of the sixteen consumeterpneted correctly what was
intended, in that ‘h’ stood for Highland Park. Witegards to semiotics, this is in
keeping with Peirce’s (1931-58, 2.30@pexical signin which the ‘h’ is an index for
Highland Park. However, unfortunately for the erersd three consumers said it is not
obvious that it is an ‘h’, or that it in fact lookike an ‘n’. More significantly, five
consumers responded nowhere near what was intebgethe encoders, with one
consumer even referring to it as looking like ad'tattoo.” This again highlights social
semiotics contention on the instability of the sigis Smith and Taylor (2002) state, if
brands are not aware of the subtle meanings of slanthen they would be liable to
communicate the wrong message. As previously meadiothis is not the best response
for Highland Park given that logos should speedgation of a company or brand
(Peter 1989). Perhaps the reference made to smmabtics, in which different people
bring different codes to a given message and sarprdt it in different ways (Eco,
1972), helps to explain why those participants oesed nowhere near what was

intended by the encoders.

6.3.2. Encoder and Decoder Responses in Relationhighland Park’s Name Style
within its Web Site

Firstly looking at the encoders’ discussion onlthend’s name style, in which they were
shown it on the web site and then were asked byethearcher to discuss their thoughts
on it. Defining a brand as “a name, term, symbekigh or a combination of them”

implies that the name forms the essence of thedbcancept (Aaker, 1991:187). Names
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are the critical, core sign of the brand; they tituie the basis for the corporate
communications programme and for consumers’ awaseaad images (Aaker, 1991).
Graphics include name styles and graphical elememside typeface and colour.
Graphical elements have the capacity to connotebsism, as these attributes often

share a distinctive public meaning in a culturen@li1995).

The Global Marketing Controller at Highland Parlsaered:
“Consistency and control are key. There are brajeatity guidelines on how
you can and cannot use the logo, in terms of anglpsgraphy, style changes,

size, proportions, and distances from the edgheopage.”

As Snyder (1993) remarks, corporate identity liier@ treats logos as a company’s
signature on its materials. The Head of Brand Edmcaat Highland Park did not
comment on this, but the Head Creative at Mourtagative Design answered:

“We merged the ‘h’ amulette together with the nastdes, and that is now the

current branding.”

Secondly looking at the decoders’ discussion onbtfaed’s name style, in which they
were shown it on the web site and then were askethd researcher to discuss their
thoughts on it. Semiotics views logos as part & $ign system a company uses to

communicate itself to internal and external audésn@akia and Nadin, 1987).

A total of fourteen out of the sixteen consumersgegtheir thoughts on thient used.

The majority of consumers answered positively usimegwords:

“nice and classic font”, “like plainness of fontijke typeface”, “impressive,
mature and long-lasting font”, “block capitals gamnore impact”, “nice and bold
and serious”, “like font because it is straightward and simple”, “stands out all

in capitals”, “nothing special but clear and niettdrs”, “bold font”, “classic
Highland Park font”, “standard text”.
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Only a couple of consumers answered negativelygusia words:
“hate the font because it does not agree with mgs’eyand “plain and boring

font.”

Logos should elicit a consensually held meanintdhentarget market, and evoke positive
affect (Henderson and Cote, 1998). However, whewmteen out of the sixteen
consumers commented on fhasitioningof the name style on the web site, the majority
of consumers did not respond encouragingly, withenout of the sixteen using the
words:
“did not notice it”, “it's hidden”, “it looks likeit's been forgotten about put in at
last minute”, “it's just stuck up there”, “I did haotice it straight away”, “It
would have been better if it was below the photbhardly notice it”, “It's too
subtle”, “it could be placed further down, above thain headings”, and “it's not

obvious.”

On the other hand, seven out of the sixteen consudie¢ comment positively using the
words:
“it's in the correct position”, “the position isrfe”, “it's noticeable”, “I like the
top right position”, “it’s in the perfect position"it stands out and is quite clear”,

and “it’s striking”.

In addition, two out of the sixteen consumers comee negatively on the name style’s
position in relation to the position of the ‘h’ elaim, using the words:

“it's competing with the ‘h™, “it's at odds withtte *h™.

A brand name is associated with a set of attribatespsychological associations which
give a brand its meaning (Keller, 1998). The nama critical, core sign of the brand,
the “basis for awareness and communications efféwéiker, 1991:187). Logos/name

styles should speed recognition of a company ardb(Reter, 1989).
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Importantly, eight out of the sixteen consumers r@nted onrecognisingthe name
style using the words:

“it’'s very familiar” and “it's very recognisable”.

The word logo/name styles can refer to a varietyg@phic and typeface elements.
Structural elements include shape and size, ars® talso have the capacity to connote
symbolism, as these attributed often share a distan public meaning in a culture
(Hine, 1995).

Six out of the sixteen consumers commented onsitbeof the name style, with the
majority answering negatively using the words:

“it's small”, “it could be bigger”, and “the oveiahing should be bigger.”

A couple of consumers answered quite positivelpgitihe words:

“the size is fine” and “it's neither big nor small.

The first line of the logo is in block capitals puenably to add visual emphasis and
reduce the pace of reading. Nine out of the sixtsgrsumers commented on the writing
underneath the name ‘Highland Park’ in capitalse Words underneattare “Single
Malt Scotch Whisky,” indicating clearly to consursexrhat the name ‘Highland Park
stands for.

Seven out of the sixteen consumers’ comments omwtiisng underneath were rather
negative:

“the text underneath is too small”, and “they do In@ve to put text underneath.”

However, a couple of consumers answered encoulggisog the words:

“it's perfectly legible”, “I like that the writings underneath ‘Highland’.”
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Logos are important company assets, in which fispsnd enormous amounts of time
and money promoting (Rubel, 1994). The word logo reder to a variety of graphic and

typeface elements.

Only three out of the sixteen consumers commentethecolour of the names style,
and all were rather negative:
“a different colour would help it stand out”, “tle®lour is no, no, and ‘it fits in

with the monochrome design but looks dirty.”

This section is in keeping with fulfilling the remeh objectives of establishing
encoders’ intentions and decoders’ interpretationgelation to the use of the imagery
and language within the Highland Park web site.r@ljehe decoders gave far more in-
depth responses than those of the encoders imoretat the Highland Park name style.
The Global Marketing Controller at Highland Park ntiened their brand identity
guidelines on how one can and cannot use the Egbthe Head Creative at Mountain
Creative Design mentioned that the ‘h’ emblem tbgetwith the name style is the
current branding. Responses from decoders wereddexed. Semiotics views logos
as part of the sign system a company uses to comoatantself to internal and external
audiences (Zakia and Nadin, 1987). The majoritgafsumers responded positively to
the font used in the name style, with words suchcksssic”, “bold” and “impressive,
mature and long-lasting font.” Logos/name styleoudth speed recognition of a
company or brand (Peter, 1989), and eight out efsikteen consumers said that they
recognized the name style. However, the majoritgasfsumers responded negatively to
the positioning of the name style on the web signg words such as “hidden” and

“stuck up there”, and to the writing underneathlthend name, Highland Park.

Moreover, the majority of consumers also respondedatively to the size and the
colour of the name style, even commenting thatdoKs dirty”. This highlights that
perhaps the company may wish to re-look at how firegent the name style on their

web site, because as Henderson and Cote (1998)asmphlogos should in fact evoke
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positive affect, not negative. However, it would fa@ to argue that this would indeed
have to be approached with caution and any changesd need to be careful and
subtly, particularly because half of the particifsacommented that they recognized the

name style.

6.3.3. Encoder and Decoder Responses in Relation khighland Park’s Colours
within its Web Site

As mentioned above, colour is a sign, and the ngarassociated with different colours
are important to marketers because the tools usezbrinmunicate brand image are
mechanisms of meaning transfer (McCracken, 1988eMindividuals’ observe colour,

they read it rather than just absorb it (Dyer, )982d this evaluation goes far beyond
the eye; it involves the brain and the human psy€he use of colour is not significant
in itself; it depends upon the significance of domnotations it makes. As mentioned in
the Semiotics chapter, connotation was the ternhd¥aused to describe the way in
which signs work in the second order of signifioat(Fiske, 1990). Whereas denotation,
which Saussure worked on, does not really play @ pare as it describes the
relationship between the signifier and the sigdifigthin the sign; the common sense

and obvious meaning of the sign.

Colour is an expressive tool (Jenkins, 1991), aath communicate meaningful
associations (Franzen, 1994). Shimp (1991) contémalsassociative learning can be
used to explain consumers’ responses to colourthdnNest, black is associated with
mourning (Kreitler and Kreitler, 1972).

Firstly looking at the encoders’ responses where@gk discuss their thoughts on the
colour of Highland Park’s web page backgrounds, cbemments from the Head of
Brand Education at Highland Park are in keepindnwibat Kreitler and Kreitler (1972)
say above:
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“I think the charcoal colour is a lot better thdre tmatt black, but there is room
for improvement. We were in danger of being a fahdirand at one point

because everything was black.”

Strikingly here, the Head of Brand Education isis@ythat the previous colour of matt
black was signifying at “funeral” brand. With redarto the literature on social

semiotics, the original colour had negative conttg related to it. Barthes (1985)
claims that the concept of connotation describesitieraction that occurs when the
sign, in this case the colour matt black, meetsféleéngs or emotions of the users and
the values in their culture. Thus, in the Westeworlavthe colour black is traditionally

associated with funerals. However, Chandler (20@#hments, connotations are not
purely ‘personal’ meanings, they are determinedh®ycodes to which the interpreter
has access. Neither of the other two encoderssrédahe original colour using the word

“funeral”.

Moreover, the Global Marketing Controller at HigmtaPark states:
“The site used to be jet black, matt black, with variation. Images always

looked stuck on and did not look crafted at all.”

Similarly, the Head Creative at Mountain Creativesign comments:

“I did not like the black; it was just too straidiorward and unsophisticated.”

It is clear from their responses that none of theoders particularly liked the matt black
colour. However, classic black is a conservativwg is dominant in the world of

business, and is a universal stylish fashion optiboould be argued that by choosing
the colour black, a brand signifies a desire fglesand a wish to stand out in a
conservative environment, perhaps appealing tondegean already dressed in a black
dinner suit. It is perhaps not too surprising theat although Highland Park changed the
colour, it was augmented only slightly to becontagk charcoal, which although is still

dark in colour, results in an entirely differenbjarction.
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The Head Creative also commented:
“The chosen dark charcoal is one of the colourd theal into the Orkney

environment. It is a common stone type on Orknkwgpat a volcanic stone.”

Also, the Head of Brand Education also commented:
“The charcoal we have just now comes out a lititewashed out, especially
under lots of light. There is too much charcoalat€bal is great because it is

nice and neutral, and everyone can wear it, séauith it, and feel it.”

With regards to the decoders’ responses, fourtegn ob the sixteen consumers
commented on the colours of the web pages ‘Homg"Ahbout Orkney’:
“About Orkney’ is grey”, “Home’ is slate grey —lbve slate”, “it is a beautiful
and natural colour”, “it's a warm colour”, “it's dable and tactile”, “it's dark,
slate”, “the grey is fine”, “the dark grey is fine™About Orkney’ is

monochrome and slate like blue”, “it’'s a variatiohgrey colour”, “it's a tone of

grey”,
warm and golden colours”, “grey is very serioug”dd not get why there is a lot

the grey is awful”, “it does not say whisky‘they should have used
of grey and black”, “I prefer dark grey to the ltghcolours”, “the charcoal looks
good”, “as a whole with the photos it looks fanist'grey is very easy on eye,”
“it matches in and tones well with the photos”/s‘ia neutral colour”, “I like

grey and black”, and “I don't like black, grey, wibecause it is not engaging”.

Patently, the majority of these consumers belighedcolour to be grey, as opposed to
the encoders who stated it was charcoal. There waks@ mixed opinions as to the
likeability of the grey colour, but the majority \ga positive responses. There were no

mixed opinions regarding the colour of the bla@niing around the web pages.

Eight out of the sixteen consumers all commentedidently on the black colour down

the sides of the web pages, using the words:
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“there’s black down the sides which frames it”,’s’itset against a black
background on either side”, “the black down theesiavorks”, “it is a strong
colour and works with black and white imagery”, étiblack outside draws
attention to the centre of the screen”, “| like thlack at the sides”, “I like the
black at the sides”, “I like the black down theesdoecause it draws your eyes
into the site”, and “it softens the edges and adlgwu to look at the rest of the

screen for longer.”

The meanings associated with different coloursraportant to marketers (McCracken,
1988). According to Wexner (1954:434), “black is@gated with powerful-strong-

masterful.” In addition, Madden, Hewett and Rotldq@) found that the colour black
received high liking ratings. The art of using aglon any promotional activity is to

exploit what appeals to target audiences, and igitistance it appears that Highland
Park made the correct decision when choosing tlmucef the black framing around

the web pages. Moreover, colour is one of the marayketing tools that global

managers use to create, maintain and modify bramalges in customers’ minds
(Madden, Hewett and Roth, 2000).

The Head of Brand Education comments:
“I like the greens, oranges, reds and blues, aedrtbre that we are using them
subtly and utilising other pallets on the islandcéuse Orkney is a beautiful
place.”

In this instance, the colours in the Orkney envinent are the signifiers, and what is
being signified is the beauty of the place. The dH€xeative at Mountain Creative
Design contends:
“All the chosen colours on the site come from th&r@y landscape. | produced
a colour chart of what Orkney meant to me. Coldbet tied into the Orkney

environment.”
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Clearly the theme with the colours of the web pbgekgrounds, from the encoders’

perspectives, is that of the Orkney environment.

With regards to the decoders’ responses, eleveofdahe sixteen consumers gave their
overall thoughts on the colours of the web pagddpauinds.

The majority of consumers responded encouragingtyguthe words:
“inoffensive”, “not annoying”, “subdued”, “subtle™upper-class”, “maturity in
scaling down the colours”, “muted colours”, “restied”, “as if | have a palate of
colours and thought | would have a bit of variet{gttracting middle-aged with
grey as | associate it with older generation”, Keeping with everything”, “all
similar colours so good in terms of consistencyiot‘much colour but does not
suffer as a result”, “all colours are in keepingthwithe imagery’, and

“reminiscent colours and in keeping with Orkney”.

On the other hand, a small number of consumers @nted negatively using the
words:
“as if someone is in a bad mood when choosing theucs”, “it's dull”, “the
web site needs to be sexier”, “not happy coloursipt bright”, “nothing

special”, and “it’'s not really any colour”.

Again, this could be explained through social seitsahat alerts us to the instability of
the sign, and the possibilities of multiple intefations of a sign (Eco, 1976; Barthes,
1985).

To this day, cool colours, such as blue, green watet are considered calming
(Bellizzi, Crowley and Hasty, 1983; Grossman andg&kblit, 1999). Cool colours elicit
greater relaxation and pleasure than warm colalasops and Seuss, 1975). Lee and

Barnes (1990) claim that men prefer the colour lblng women prefer red, and younger
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generations prefer bright colours, whereas olderegdions prefer calm and subtle

colours.

Eleven out of the sixteen consumers commented @wrdlour of the ‘Shop’ web page.

Comments range from the colour blue to a variabbgrey, although the majority of

consumers agree that the colour is blue:
“shop’ is a silver, light grey colour”, “I don’tike the pale blue of the shop”,
“shop’ is pale, sky blue colour, but still a bitey”, “it's a nice contrast”, “the
brighter background grabs my attention”, “it help®ak up the site”, “it's a
variation of a grey colour”, “the lighter grey ihd ‘shop’ is less depressing than
the darker grey, but it is not a nice colour”, “thkeie in the ‘shop’ looks a bit
grey”, “the light blue in the ‘shop’ is nicer”, “th‘'shop’ colour is slightly off”,
“the ‘'shop’ is a lot brighter and is suppose toiexgou and entice you to buy”,
“the ‘shop’ is in keeping with the monochrome calag”, and “in the ‘shop’

there is slightly more blue but not much colouitin

Not many of the comments above are too positivachvis quite surprising especially
given that Birren (1973) associates the colour biith intelligence, sociability and
narcissism. Also, Madden, Hewett and Roth (200Gpeiste the colour blue with
wealth, trust and security. Perhaps it is the cdntewhich the colour was viewed, be it
that it was on a computer screen, or that it wanlmmpared with the darker colours

on the rest of the web site.

In each culture, powerful associations can be &hriby individuals, based on
connections made between colours and their meankgording to Madden, Hewett
and Roth (2000) colour meanings and preferences@reonsistent across cultures. In
the West, green is associated with hopefulnesst{&rand Kreitler, 1972).
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Ten out of the sixteen consumers commented onJili for Fun’ web page. Answers
and therefore opinions on the colour are ratheiedaralthough the majority of
consumers refer to the colour as green, and thensms are quite positive:

ey ” oW

just for fun’ is kaki”, “just for fun’ is a sagegreen colour and is trying to

[T

attract the next generation of drinkers”, “justr flun’ is wishy, washy, grey,
green colour”, “just for fun’ is a watered downegn, a seaweed colour”, “just
for fun’ is olive green”, “it compliments the pictibut it is more difficult to read

[11H

the writing”, “just for fun’ is earthy and in keépy with the colour in the

stones”, “just for fun’ is a dull shade of green™just for fun’ is more
sophisticated”, “it's a nice earthy colour and does say middle-aged”, “just
for fun’ is light green, it is about having fun gdightens things up”, and “just

for fun’ is green and is ok but the monochromedfie better.”

In reference to the semiotic literature, the greelour of the web site’s background is
an arbitrary sign, symbolizing hope, nature, growasia fertility, and in some instances
the reader positively transfers these attributethéocompany. Peirce (1931-58, 2.306)
would refer to the colour green as a symbol, inclwhihe connection between the
signifier and signified in based neither on resenbé nor on any existential link (Dyer,
1982:125). However, according to Saussure (1968}, only is the relationship
between the signifier and the signified arbitrarys immutable; “No individual, even if
he willed it, could modify in any way at all theahbe that has been made; and what it
more, the community itself cannot control so mushassingle word; it is bound to the
existing language”. This section on colour has ghdw reject this comment from
Saussure (1960), and in fact, has stressed the$tigms made by post-structuralist
semiotics. The post-structuralist approach in séosodiscussed as social semiotics,
rejects the idea of a single, deep, determiningctire, and in Derrida’s (1991,1992)
case especially, emphasizes the inherent installit the linguistic sign. This is
particularly evident with colours meaning differethings across different cultures.
Additionally, the consumers were viewing the sanebwwages and yet some of them

interpreted different variations in the colours.
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This section is in keeping with the research objest set out of establishing the
encoders’ intentions and the decoders’ interpmtatiin relation to the use of the
imagery and language within the Highland Park weh $he overall message suggested
by the encoders’ responses is that they did ndtcpéarly like the original matt black
colour, and so augmented it slightly to become & d@harcoal. The Head of Brand
Education commented: “I think the charcoal colauailot better than the matt black, but
there is room for improvement. We were in dangdseihg a funeral brand at one point
because everything was black.” Also, the theme lith colours of the web page
backgrounds, from the encoders’ perspectives,as dhthe Orkney environment. The
Head Creative at Mountain Creative Design decldliithe chosen colours on the site

come from the Orkney landscape.”

With regards to the responses of the decodersinidgerity patently believed the colour
to be grey, as opposed to the encoders who stareaksidark charcoal. There were also
mixed opinions as to the likeability of the greylag, but the majority gave positive
responses. There were no mixed opinions regardiagcolour of the black framing
around the web pages, as all comments were pgsitivexample, “I like the black at
the sides” and “draws attention to the centre efdbreen.” Given that the art of using
colour in any promotional activity is to exploit athappeals to target audiences, it
appears Highland Park made the correct decisiomwheosing the colour of the black
framing around the web pages. Also, the majoritgafsumers gave positive comments
when asked to give their overall thoughts on thews of the web page backgrounds.
The following words were used: “subtle”, “uppersd8, “maturity in scaling down the

colours”, and “in keeping with everything.”

Moreover, when asked about the blue colour of 8t®p’, links with the colour grey
were still made, and overall the comments weretootpositive, for example, words
used included: “the ‘shop’ colour is slightly offnd “I don’t like the pale blue of the

shop.” This is quite surprising given the liter&grpositive associations on the colour.
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As mentioned, perhaps it is the context in whighdblour was viewed, be it that it was
on a computer screen, or that it was been compar#dte darker colours of the rest of
the web site. Finally, there was overall agreentleat the colour of the ‘Just for Fun’
web page was green, and the comments were quiti/ppfor example, “just for fun’

is earthy and in keeping with the colour in thens®”

This section on colour led to the researcher tornent that the responses made by the
decoders’ have shown to reject comments made bgs8Berl (1960), and in fact, has

stressed the propositions made by post-structtiraéimiotics. The post-structuralist

approach in semiotics discussed as social semigjests the idea of a single, deep,
determining structure, and emphasizes the inhénstability of the linguistic sign. This

is particularly evident with colours meaning diffat things across different cultures.

Additionally, the participants were viewing the sameb pages and yet some of them
interpreted different variations in the colours.eTliterature on social semiotics again

alerts us to the possibility of multiple interprisdas of a sign (Eco, 1976; Barthes,

1985).

6.3.4 Encoder and Decoder Responses in Relation kighland Park’s Packaging
within its Web Site

Firstly, looking at both the encoders’ and the disze’ responses when asked to discuss
their thoughts on Highland Park’s bottles. Strugtuglements include the shape of
products, which can reflect a “great deal aboutrthteire and personality of a product”
(Young, 1996).

The Global Marketing Controller at Highland Parkmoents on the change in the bottle
shape:
“The old bottle was round, very industry standandl avas to get costs down.

The new shape is easy on the hand, so it is gagpeur than the round bottle.”
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Similarly, the Head of Brand Education at Highldrark states:
“The last round bottle was the product of cost sgvbut we have now put
money back into it.”

Four out of the sixteen consumers/decoders commentstly confidently on the shape

of the bottles:
“I understand the history behind the bottles anahgmng the shape but I'm used
to traditional style of bottled so it’s just a cadegetting use to it”, “bottles have
changed and | like it, makes it more interestinthea than standard round
bottle”, “I'm not shopping for a pretty bottle andyuess most drinkers are the
same unless for a gift”, “I think it sells at it\gh premium market because of
that tradition which is imparted through the wag thottles and packaging are
designed, they are emphasising the fact thatHighland Park as a brand much

more than the fact it is a Scotch whisky.”

The bottle shape of the 40 year old Highland Parkery different to that of all the other
bottles. The shape of a package represents aatelement for the creation of imagery
and identity (Young, 1996).

Eleven out of the sixteen consumers commented ynpgtitively on the different shape

of the 40 year old bottle:
“looks really individual”, “bottle doesn’t look | bottle of whisky, looks like a
bottle of old spice”, “40 changed its bottle shapeist be very special”, “I like
the way the ‘h’ is written on the bottle”, “handserdisplay bottle almost like an
ornament”, “40 is a different bottle shape, notesiirl like it”, “they appear to
have simplified the bottle and focused on the glassk”, “bottle shape is
different, | imagine it would be more costly to duze”, “overall it looks a finer
quality”, “40 is a different shaped bottle almagelan antique”, “40 bottle shape
is going to be remembered.”
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As mentioned in earlier sections, semiotics vieagok as part of the sign system a
company uses to communicate itself to internal arternal audiences (Zakia and
Nadin, 1987). Corporate identity literature trelmgos as a company’s signature on its
materials (Snyder, 1993).

The Global Marketing Controller discusses the ersbdsh’:
“It has the embossed ‘h’ so you feel a little bittactility when you lift the

bottle. If you hold the bottle higher up, theraliso embossing on the back.”

With regards to the 40 year old, seven out of ilkeeen consumers commented very

encouragingly on the embossed ‘h’:
“I like the way the ‘h’ is engraved in the bottléglass is engraved with the ‘h’,
you are getting superior looking packaging her#ig“silver effect of Highland
Park and the 40 and the ‘h’ correspond to eachrpttig’ really stands out”,
“embossed and inlayed ‘h’, the bottle is very cjaaad upmarket”, “40 looks
very good, good the ‘h’ is embossed, at that pticey have to make it
distinctive”, “logo has been used in a more intengsway as it is embossed.”

In keeping with the idea of the 40 year olds besongerior looking, three out of the
sixteen consumers’ contend:
“you would be proud to have one of these bottlesyanr home”, “I can’t
imaging what someone would have to do to receivg filom me”, and “it's

something to present someone at retirement”.

Similarly, when discussing the 30 year old, thraeaf the sixteen consumers’ contend:
“nice for someone retiring”, “30 is very nice indBg“very nice gift and very
nice item to have and to hold”, and “something tespnt someone at

retirement”.
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On the other hand, five out of the sixteen conssmemmented rather negatively on the

colour of the liquid:
“bottles look really good because on the web pagg suddenly jump out, web
pages act as contrast to colourful bottles, cotdwrhisky looks like Irn Bru and
whisky is not that colour so | have no idea whyytlave coloured it bright
orange like Fanta, colour of the liquid is questible but it does stand out,
should show proper colour of whisky because peapenterested in the colour
of whisky, whisky is not that colour, | don't likg it is like the colour of orange

juice or Irn Bru.”

It is worth noting that the colour of the liquid sva@onsistently calibrated; it did not
change. With regards to the literature on socialisgcs, the colour of the liquid had
negative connotations related to it. Barthes (1@8&ins that the concept of connotation
describes the interaction that occurs when the, sigthis case the colour of the liquid,
meets the feelings or emotions of the users andséhees in their culture. Chandler
(2002) comments that connotations are not purelrsnal’ meanings, they are
determined by the codes to which the interpretsrdeaess, and this may help to explain

why the words “Fanta” and “Irn Bru” were used.

Secondly, looking at both the encoders’ and theodexs’ responses when asked to

discuss their thoughts on Highland Park’s labelling

The Global Marketing Controller discusses the colafithe labels stating:
“The whisky is king so we do not want to hide ihbel green glass or big labels.
The labels are authentic, traditional Scotch whistye labels. They are not too
fussy because it is all about the whisky and tlaegland Orkney is not a fussy

place.”

The Global Marketing Controller continues:
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“With the 12 year old, orange is a stone all ovekr@y and it is handy that

amber is the colour of whisky. The 15 year oldnses because it is arable land
on Orkney, and the 16 year old is very sky blu¢herblue of the sea. With the
18 year old | cannot authenticate the red, it & pm nice, regal colour for the

‘best spirit in the world’. With the 18 year olced was traditionally part of the

old brand.”

Similarly, the Head of Brand Education contends:
“The colours of the labels are reflective of thdocwos in Orkney. The labels
introduce colour to a brand that has always beaokblhich is nice because it

gives you more of a pallet to play with.”

Likewise, the Head Creative at Mountain Creativsibe states:

“The colours of the labels are from the Orkney oolchart that | created.”

Similar to the theme with the colours of the welggo@ackgrounds, from the encoders’

perspectives the theme with the colours of thelsaisehat of the Orkney environment.

With regards to the responses from the consumesdees, seven out of the sixteen

commented very encouragingly on the overall coladthe labels:
“understand label colours are a good way of distisigng and | agree with
doing that”, “colours make it easy to describe ton+4whisky buyers in
supermarket”, “they are distinctive as opposed tleeis which are quite the
same, as years go up colours of labels change’bd‘gmay of colour coding
especially if buying in supermarket because re@®Egour one instantly”, “label
colours are good way to distinguish them”, “becalafe| colours are different
you know who is drinking a good one”, “label colsudistinguish them apatrt, in
pub if you saw them in a row you would be abledoognise which one is which

from a distance.”
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Eleven out of the sixteen consumers commented @rdlour of the 18 year old label

and gave some very mixed responses:
“18 red jumps out at you”, “18 red is too in yoace, looks the cheapest”, “it's
at odds to everything else on site”, “it is the ¢iney want to sell”, “not keen on
the red against the amber, yet it does stand &t reminds me of kilts and
swords”, “18 won ‘best spirit in world’ and | likéne fact they have not made a
song and dance of it, but I think they should anltbx at least but maybe not on
bottle”, “red is identifiable but | do not parti@uly like it as it looks like bottle of
American bourbon like Jim Beam”, “18 year old wobk&cause of what it is, it
should be bright and bold”, “18 is red and it'sheat garish, 18 do not like the
red”, “it grates a bit, not sure what it is tryitggsay about the whisky.”

Moreover, five out of the sixteen consumers gaveeshicomments on the label of the

30 year old saying:
“the white detracts from external packaging, yoel paying a lot of money and
they have stuck a white label on it”, “the labeVesy small and understated as if
trying to imply it's older than it is”, “it's reayl old-fashioned looking and
implies maturity and quality”, “it's clearly impant it's 30 years old as it's very
obvious on the label”, “consumers buying this ao¢ too concerned with the
marketing of the label, as heavy as with the 12&rbecause they are going for

a market that is going to pay for it regardless.”

Four out of the sixteen consumers also gave migedents on the label of the 40 year
old saying:
“it's not impressive and it's a very expensive Wyisand it's just too plain”,
“looks more modern than younger editions, it iaol@nd sharp, best one | have
seen”, “the older the whisky the better the quatitipposedly and the more
expensive it is, but it is still Highland Park”h# lettering is quite prominent but
strangely the brand name has been down graded e@rbdttle if not the

packaging.”
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In addition, four out of the sixteen consumers canted mostly positively on the
colour of the 12 year old using the words:
“I prefer the complimentary label colour with th2, the orange and black works
well”, “it’'s quite bold, you notice instantly it i$2 year old”, “with the 12 | like
the orange label, it's different, it sets it apaoim other years”, “I don't like the

orange label colour because | don't like the colanange.”

Finally, looking at both the encoders’ and the diere’ responses when asked to discuss
their thoughts on Highland Park's packaging. Patigagacts not only as a
communication vehicle for transmitting symbolismut bis important for its own
symbolic contribution to the total understandingtlé corporation or brand (Raphael
and Olsson, 1978).

Seven out of the sixteen consumers discussed dliemall thoughts on the packaging,

with very encouraging responses:
“like the packaging, as years go up packaging laokse premium”, “emblem
on boxes could be more prominent”, “they do theickaging very well”, “there
is purpose behind the packaging and there is guaithind the packaging in that
it seems to convey value”, “as you go up the ragepackaging has a higher
perceived value”, “like new packaging, it is distive”, “really like the
packaging because as a Highland Park drinker lthkedradition and heritage on
it, | like the Celtic ‘h’.”

Ten out of the sixteen consumers commented mostijtipely on the 40 year old
packaging using the words:
“40 looks more exclusive with its packaging”, “Imblike the 40, | don't like
the box, it is too dark, any richness in the womash is lost in the darkness”,
“wood in the lighter 30 is much warmer”, “40 is eldbut in modern packaging

"

which is strange”, “box has silver work on it, wadhing has to look really
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expensive at that price, the 40 is beautiful”, 4lyear old packaging is just
lovely, has air of sophistication and grandeurQ ffackaging looks phenomenal,
40 is very nice with mahogany box and, more for dscerning gentleman”,
“wooden cask with the 40 is all about the preséomat “the box is almost coffin
like, but is nice veneer, | like the wooden effetthe box, says to you a higher

(T

guality”, “don’t really like fake wooden box.”

With regards to semiotics literature, Peirce (1981-2.306) would refer to the
packaging as a symbol of the Highland Park bransl.Rapheal and Olsson (1978)
contend, packaging acts not only as a communicatiehicle for transmitting

symbolism, but is important for its own symbolicméabution to the total understanding
of the corporation or brand.

Appearing to be more popular than the 40 year altkaging, twelve out of the sixteen

consumers commented extremely encouragingly o8@hgear old packaging using the

words:
“30 looks more exclusive with its packaging, | likee wooden case”, “30 is
nice, anything in a wooden box works for me”, “weadbox with embossed
silver says it is something special”, “30 packagsgnpressive, lovely”, “I like
the overall look because it is different, but thex hooks like a Viking coffin”,
“packaging actually looks more modern than youngsars, at the same time,
there is something old-fashioned about it like pothecary jar”, “the wooden
casks with the 30 is all about the presentatioB80 box looks better than 40 as it
is less coffin like”, “like wooden effect box of 3ays to you a higher quality”,
“I like it very much, it is like a piece of art fadr than just a bottle with a label on
it, the packaging is very beautiful’, “it's the et looking bottle”, “I like
Highland Park embossed into the glass and thenfisassed on the wood is very

nice.”
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Six out of the sixteen consumers commented on%hgear old, again mostly positively,

using the words:
“I like it, the emblem is more prominent as it slibbe, the banner is separate
saying this is the 25 year old, it's got a diffdreork instead of the traditional
foil”, “I like that the ‘*h’ on the box in centre agpposed to in the background, 25
year old reminds me of the older style bottle”, [dbks more expensive with
clean lines and the off white label, it's very ngeseing the cork through the neck
which gives it a sense of tradition”, “I like therdrast between the lighter and
darker labelling”, “25 is an old and expensive Wlyisand they are not really
emphasising it much there”, “it seems less boldhthize 18 which is quite
strange.”

This section is in keeping with the research objestset out of establishing encoders’
intentions and decoders’ interpretations in refatio the use of the imagery and

language within the Highland Park web site. Withamels to the bottles, the majority of

decoders agreed with the encoders’ decision togehdhne shape of the bottles. The
bottle shape of the 40 year old Highland Park,niost recent and expensive edition, is
very different to that of the other bottles. As Yigu(1996) contends, the shape of a
package represents a critical element for the ioreaf imagery and identity, and eleven

out of the sixteen consumers commented mostlyigekiton the unique shape of the 40

year old bottle.

Corporate identity literature treats logos as a mamy’s signature on its materials
(Snyder, 1993), and seven out of the sixteen coassicommented very encouragingly
on the embossed ‘h’ on the 40 year old bottle. ZBeyear old produced the most
discussion. This is probably not surprising giversithe most unique edition on show
on the web site, being that it is the most rectrg, most expensive, and a different
shaped bottle to the rest. With regards to thedlitee on social semiotics, the colour of
the liquid had negative connotations related t8d#rthes (1985) claims that the concept

of connotation describes the interaction that aeeunen the sign, in this case the colour
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of the liquid, meets the feelings or emotions @& tisers and the values in their culture.
Chandler (2002) comments that connotations arepuagly ‘personal’ meanings, they
are determined by the codes to which the interpieds access, and this may help to

explain why the words “Fanta” and “Irn Bru” wereadls

Moreover, with regards to the labels, the encodexplained that the colour inspiration
came from the Orkney environment, and seven othesixteen consumers commented
very encouragingly on the overall colours of thieela. The colour of the 18 year old
received some very mixed responses from consunae, produced quite a bit of
discussion, given that the labelling is red, antind&eeping with the ‘Orkney palate’ of
the rest of the label colours. Similarly with thetttes, the labelling on the more
prestigious editions created more discussion tharothers. The labels of the 40 and 30
year olds received mixed responses, but the latdelc of the 12 year old — the most
mainstream of all editions — received positive canta. Moving on to the packaging,
Peirce (1931-58, 2.306) would refer to the packagis a symbol of the Highland Park
brand. As Rapheal and Olsson (1978) contend, & aot only as a communication
vehicle for transmitting symbolism, but is importdor its own symbolic contribution to

the total understanding of the corporation or brand

When discussing their overall thoughts on the pgiciga decoders’ responses were very
encouraging. Comments made by consumers on thagiagkof the 25 year old were
mostly positive. Not surprisingly though, discussiagain focused on the more
exclusive editions. These do indeed stand out envéb site as the packaging is more
exclusive with its additional wooden casks. Comraemere mostly positive regarding
the packaging of the 40 year old. However, the 8aryold produced extremely
encouragingly comments. The lighter colour of treoden cask of the 30 year old was

regarded more favourably than the darker colouh®f0 year old.
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6.3.5. Encoder and Decoder Responses in RelationHiaghland Park’s Photography
within its Web Site

Marketing communications images, brand images, aratp images and web sites all
depend upon compelling visual rhetoric (Schroe@&07). Firstly, looking at the
encoders’ responses when asked to discuss thaigll® on the photography used

within the Highland Park web site.

The Global Marketing Controller at Highland Parlsaered:

“It looks like black and white photography, butastually full colour black and

white photography, because it is a black and whigge with a wash through it.
You could have purple, blue, slightly green, sligidireamy washes, or just a
charcoal black and white image. The wash through photographs gives
warmth to something quite stark. It is meant toskerk because it is a grey,
grisly place, and that has got to be reflected. Bditin’t want it so stark as to
alienate people and switch them off, and make tfehit is very masculine,

very harsh and too raw, so there is warmth in sofriee imagery. It is all scale;
Orkney is vast and that is why the landscape shdpese is stone everywhere
on Orkney and the stones on the homepage are amelto Orkney. Extreme

close up shots are only to break it up for the eeW

The Head of Brand Education at Highland Park ditlazganment on this, but the Head

Creative at Mountain Creative Design, who also shetphotographs, answered:
“At the beginning, we realised we had to not jesbrand, but to re-characterize
the brand, and a big part of that was going to Heeitnages we used to re-
personalize the brand. Images in classic blackvante, art, studio, photography
style, with wash through them, so old French stMature is artistic and tried to
capture that on camera... | encapsulated the panorsimape, which is a direct
reference to Orkney. Everything you look at is ocgemnoramic and has a

longitudinal shape to it... The perception becaugeiit an Atlantic environment
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is going to be wild, it is going to be tempestuouterms of weather forms, but it
is also going to be incredibly clean, a pristingismnment which can only add to
the underpinning of a malt whisky. The real starttté whole thing was the
Orkney climate. | had to encapsulate all thing©dfney... This is a really big

whisky, this comes from a really wild place, thésa pure whisky, and this is a
whisky of real character.”

Marketing communications can encourage feeling ufiho fantasy and dreaming,
persuading individuals to think in terms of escémen the real world (Dyer, 1982).
People can rarely realise their fantasies congretetl as a result, they express them
symbolically through purchases (Settle and AlretR87). Belk and Costa (1998)
describe marketing communications experiences “ateading of fantasy and reality.”
Secondly, looking at the decoders’ responses whkedato discuss their thoughts on the
photography used within the Highland Park web site.

Twelve out of the sixteen consumers commented meiye encouragingly on their

overall thoughts of the iconic images
“lovely, really nice, best part of web site”, “wealilken, dramatic Orkney images,
very romantic, dream like, love it”, “the ruins as@nderful images, like them so
much would use them as a series of prints”, “atbtpgraphy is great and very
arty and well done”, “beautiful”, “pulled out thexture well”, “romantic air of
Orkney photos, picture postcard, make me want teog®@rkney”, “stunning”,
“Orkney landscape is beautiful”, “nice, show whanhdscape is like, remote,
been to Orkney so really appreciate photos”, “vedyamatic, lovely
compositions, very stark landscape as it should liefages are good, show
importance of sea, really good, really evocativeOokney”, “very well done,
what | expected to see, natural scenes, grandeur.”

However, according to Dyer (1982), although peopkually think of images,

particularly photographs, as life-like and thuslrehey should be aware that the
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meaning of an image is not ‘transparent,’ but ligther aspects of marketing

communications constructed and manipulated.

Six out of the sixteen consumers commented contligen theiconic landscapgwhich
resembles the Orkney environment:
“love panoramic shape”, “some photos would be beitein portrait not
landscape, for example, to get the height of RihBrodgar stones”, “pot stills
should be portrait”, “I like the shape”, “landscaigethe right way, landscape is
the way to represent Orkney with panoramic view$dndscape is correct

because Orkney is flat and quite defining, panocangles work.”

Moreover, twelve out of the sixteen consumers contate mostly positively on the

colour of the photography using the words:

“Okay, but could use more colours”, “I like the cots”, “I like the colours as it
harks back to tradition, strength, stability anccusgy”, “stormy colours,
monochrome effect works”, “eye not distracted bloacs that intrude”, “I like

the colours and slight colour change helps brealblapk and white”, “sepia
colour is lovely, almost whisky coloured”, “Scotti€olours”, “black and white
colours make the images more dramatic and mys&tidprefer black and
white to the brown”, “black and white works for nas it makes it look more

dramatic”, “It's fine, but all a bit the same besauwf no colour.”

Strong visual imagery used effectively is a powet@ol (Marketing Week, 19 August
2004). Nine out of the sixteen consumers commeotetheelemental elementsithin
the photography, which according to Peirce (193125806) become an indexical sign
of Orkney as an environment:
“elemental, wild weather”, “clean, wild and remddscape”, “some photos
portray the harshness of the weather in Orkneyt's “elemental”, “wild
landscapes,”, “crashing waves make it look empty lanely”, “it conveys that

the water is important to the product”, “I like tloeashing waves as it says

194



Orkney is cold, windy and flat”, “crashing waves dreautiful and represent
Orkney.”

In addition, the photography consists of both insagé Orkney and images from the
Highland Park distillery, with consumers giving mtkcomments on them:
“Orkney scenes are more interesting than the leistilscenes”, “not all that
impressed with distillery images and there is ament of repetition in them”,
“distillery images more interesting”, “find dis@lty images interesting”, “good
distillery pictures.”

According to Dyer (1982:125), a sign is a symbolewlthe connection between the

signifier and signified in based neither on resembé nor on any existential link.

Seven out of the sixteen consumers commented osytmdolic effectivenessf the

photography:
“put time and effort in to photos so time and effout into whisky”, “says a lot
about where the whisky comes from”, “like seeing gitocess of how the whisky
is made and hard work has gone into producing HighlPark”, “says Highland
Park is natural, historical with a lot of emotioahind it”, “distillery photos show
the whisky making process”, “ancient scenes so eping real age”, “show age
of brand and history of island and this is trangféito the whisky.”

However, six out of the sixteen consumers commeotedhere they believed there was
room for improvement with the photography:
“should have shown me something that tells meithatan attractive, engaging,
beautiful place, in which they make beautiful whyisK'should have shown me
distillery is on the high land of a park”, “shout@ve shown entire pot still with
swan necks”, “could have emphasised other thingaita®rkney, for example,
Clinker Bow not synonymous with Orkney”, “images sibnes do not convey

height of them, choose one of the standing stormdd do better because they
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are interesting as art works but not imparting mabbut Orkney”, “not seeing
overall distillery in its rural context, everything very close scale so could show

some with wider scale.”

This section is in keeping with fulfilling the remeh objectives set out of establishing
the encoders’ intentions and the decoders’ intéaipoms in relation to the use of the
imagery and language within the Highland Park wigh 3he encoders’ responses on
their thoughts on the photography used within thghtand Park web site were
extremely detailed and comprehensive. They explainat the photography was a black
and white image with a wash through it. The Gldidakketing Controller at Highland
Park answered: “It looks like black and white plysaphy, but is actually full colour
black and white photography, because it is a bk white image with a wash through
it.” The encoders stated that the chosen landsslagges are because Orkney is vast and
these panoramic shapes are a direct referencekte@rThe Head Creative at Mountain
Creative Design, who shot the photographs, warteghow the Orkney climate and
argued: “This is a really big whisky, this comesnir a really wild place, this is a pure

whisky, and this is a whisky of real character.”

However, according to Dyer (1982), although peoplually think of images,
particularly photographs, as life-like and thuslrdahey should be aware that the
meaning of an image is not ‘transparent,’ but ligther aspects of marketing
communications constructed and manipulated. Witfands to the decoders’ responses
on their thoughts on the photography used witha lighland Park web site, overall,
they matched the encoders’ intentions. The majasityconsumers commented very
encouragingly when discussing their overall thosglon the photography, with

i

responses ranging from “beautiful” and “stunning™evocative” and “dramatic”. The
consumers also commented confidently on the ictaridscape, which resembles the
Orkney environment, for example, “love panoramies and “landscape is the right
way, landscape is the way to represent Orkney pathoramic views.” Moreover, the

consumers commented mostly positively on the cotufuthe photography, using the
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following words: “I like the colours as it harksdbato tradition, strength, stability and

security” and “stormy colours, monochrome effectigd’

Strong visual imagery used effectively is a powet@ol (Marketing Week, 19 August
2004). As the encoders had intended, the majofitgomsumers commented on the
elemental elements within the photography, whiatoeting to Peirce (1931-58, 2.306)
become an indexical sign of Orkney as an enviromieor example, the following
words were used: “elemental, wild weather”, “cleaild and remote landscape”, and
“crashing waves are beautiful and represent OrkRn&gcording to Dyer (1982:125), a
sign is a symbol when the connection between tgaif@r and signified in based
neither on resemblance nor on any existential IM&ny consumers commented on the
symbolic effectiveness of the photography, in refato the whisky itself. However, six
out of the sixteen consumers commented on whene libkeved there was room for
improvement with the photography, for example, ‘tddohave shown me something
that tells me that it is an attractive, engagingadiiful place, in which they make

beautiful whisky.”

6.3.6. Encoder and Decoder Responses in RelationHighland Park’s Text within
its Web Site

We have moved back into a period where words haseorbe altogether more
important, more central. Also, the reason that wdrdve come back into fashion and
moved to the top of the corporate agenda is theldpmnent of the internet and the birth
of the e-generation (Morris, 2000:55-56). Copywgtifor the web is an evolving art
form, but many of the rules for good copywritinge as for any media (Chaffey, Ellis-
Chadwick, Johnston and Mayer, 2006:333). Accordin@oddard (1998:11): “It is not
difficult to see why advertisers should want to mdReir texts capture our attention.
The whole aim of the copy writers is to get usdgister their communication either for
purposes of immediate action or to make us moreuiably disposed in general terms

to the advertised product or service.” However, dawvd (1998:11) continues: “But
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increasingly, written marketing communications hawecompete with each other and
with all sorts of other texts in our richly liteeatulture. So copywriters have to find
ways to shout at us from the page.”

Firstly, looking at the encoders’ responses whém@so discuss their overall thoughts
on the text used (both wording and appearance)milie Highland Park web site.

The Global Marketing Controller answered:
“There is a lexicon created of Highland Park lamggualt is for those writing
press releases or our public relations agencies. [€kicon works and it gives
you an element of control, and people like simpledglines. The text is
deliberately framed so there is space around itt does not look as if you are

reading full screen and so it does not look akdfe is loads of text.”

The Head Creative at Mountain Creative Design arsive
“The average Highland Park drinker falls into thB@&L socio-economic group,
so they are going to like good writing, they likengs that are unfussy and that
are there for the right reasons. The language dasetquite intelligent and
hugely informative. Often it is almost pedantict bhere is an intelligence and

style to the text.”

The Head of Brand Education answered:
“The site has done everything it is meant to do amdhave done that well.
However, none of it is really inspiring me, andttiawhere the video content
will bring it more alive. It is basically as you glorough it, big picture and loads
of text. It is not even on one page, you have tolsdown if you want to read
more, which | find kind of infuriating.”

In relation to semiotics, Peirce (1931-58, 2.30RBinced that his theory of meaning

derives from, and is justified by, his theory ofrs. Peirce arrived at three types of
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signs: Icon, index and symbol. With regards toweding of the text, although most
signs have iconic, indexical and symbolic qualjtiesguage is mainly symbolic. Dyer
(1982) claims that adverbs and adjectives are driggords that can stimulate envy,
dreams and desires by evoking looks without migsgmting the product. According to
Dyer (1982:139): “Marketing communications language of course loaded
language...Copy-writers are well known for playingttwwords and manipulating or
distorting their everyday meanings; they break thies of language for effect, use
words out of context and even make up new onesétr 04982:140) continues: “Words
not only describe things...they communicate feelirggsociations and attitudes — they

bring ideas to our minds.”

Secondly, looking at the decoders’ responses wiskedato discuss their overall
thoughts on the text used (both wording and appeajawithin the Highland Park web
site.

Sixteen out of the sixteen consumers commentectreelly positively on theverall

wordingusing the words:
“well written”, “body of text has been used to segg maturity and long
standing”, “opening paragraph uses interesting souses flowery language”,
“you are drinking a whisky which is part of thisnlp tradition, and stability and
solidness comes through, gives Highland Park antiige “headings explain
sections, well written, alliteration with “breataking beauty” and you associate
beauty and clarity with the whisky, word “proud”psedominant”, “confusing at
times, flowery language i.e. it is hyped up butytlyet away with it, wording
slightly pretentious”, “opening page very wordy hvigxcessive language, word
“honesty” constant throughout, word “proud” prommtie “big words, for
example, “Orkney abundantly rich in heritage™, fyewordy and nothing
simply put, pretentious wording”, “in opening pa@ekney and whisky come
hand in hand, language used makes whisky sound tiike word “we”, word

LI I11] ” oo

“proud” is prominent” ,"“proud” prominent”, “niceanguage used, to buy bottle

199



of Orkney you buy bottle of Highland Park”, “langeais not cool or hip, but
good words because succinctly capture breadth khe&t, “I like “abundantly
rich in heritage” because it is true; people argirmy tradition, quality and

reputation, so they are selling history, traditeord heritage.”

The primary aim of language used in marketing comgations is to attract the
audience’s attention and dispose them favourabhatds the product. Dibb, Simkin,
Pride and Ferrell (1994) contend that advertisemilsl use language that is attractive

and meaningful to the target audience.

Twelve out of the sixteen consumers commented antivby thought the language used

wasaimedat, using the words:
“aiming at older, intelligent, educated, middlesdainteresting people”, “not for
low reading age”, “expectation of wording of abaxeerage knowledge, not for
the uneducated”, “hammering home things whisky ks would like to hear,
appealing to educated reader”, “impress Americamidts, trying to encourage
drinker to think in beautiful words they use to ciéise taste of whisky”, “aiming
at non Scots and whisky drinkers in gentle mani#’gl“aimed at more affluent
and wealthy people, aiming at overseas people”efiopy page too tourist
oriented, overseas people who will want to hearesgive words”, “attracting
people interested in Scottish heritage”, “aimedraddle-class and overseas”,
“words aimed at older audience, words and detailirgo for more educated

people”, “targeting middle-class in UK and elsevéhér

With regards to the appearance of the text, God{@E@8) emphasizes that language
can suggest particular qualities as a result of h@ppears: writing is a form of image
making too. Colour and marketing communicationgaesh suggests that background
colour effects are qualified by the contrast betwéee background colour and the
colour of the text (Meyers-Levy and Peracchio, )9%everal studies indicate that

increased contrast between the text and backgroeswlts in increased readability
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(Bruce and Foster 1982; Wang, Fang, and Chen, 2808henomenon associated with
successive contrast is the coloured after-imagendfs eye focuses on dark colours, a

sudden brightly lighted body copy will appear mblazing (Gerritsen, 1975).

All sixteen consumers commented on tbgibility of the wording against the coloured

backgrounds, giving mixed responses:
“legible against the backgrounds, heading and sadihgs more legible than
main text”, “writing is legible on all backgrounds'colours need to be worked
at; something needs to be sharper or duller”, ‘irepdn grey slate background
is fine but some other colours more difficult tad&, “I can read it, prefer darker
text on lighter background”, “bright text for heads is good”, “light text against
coloured background not easy to read”, “white texslate is striking and works,
quite easy to read, ‘shop’ is nicest area of sitd the black text on lighter
background is striking”, “text colours too closeldackground colours although
the dark text on the lighter background is easi®ff white against grey does
not stand out well but the darker text on light Kzgaound is more difficult”,
“light text on dark background works, text easydad”, “legible, could be more
contrast with main text colour like with the heagih “legible, legible against
dark background”, “legible, text colour against kground restrained and in
keeping with rest of site”, “light text legible ogark background, dark text
legible on light background”, “text is perfectlyedr, but prefer dark text on
lighter background.”

In addition, the fonts chosen for marketing commatons texts can elicit different
responses from people (Miner, 1992). Fifteen outhefsixteen consumers commented
mostly negatively on thint, using the words:
“text is not justified, prefer text to be plainerthv different font style, for
example, the headings”, “dislike curly and roundi@at style as it is too fancy”,
“font suits me”, “font is not modern, formal forfignt is not eye-catching or

trendy or stylish”, “not justified so does not lockunky, it's a simple font”,
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“headings are brighter and larger and a differenmit fso they stand out”,

“difficult font to read”, “boring font, office likeext, font is not unique, font style
is not in keeping with Celtic image”, “main textalid be as bright as headings”,
“text is nice, text is plain but not too plain”olfit is pretty good, font is thin and
standard”, “question whether there’s a good baldretereen headings and text
below”, “subtle text”, “headings are too brightfoht says Highland Park stable

and strong”, “font is pretty standard.”

In keeping with this study of establishing the aters’ intentions and the decoders’
interpretations in relation to the use of the imggend language within the Highland
Park web site, web copywriters also need to takewat of the user reading the content
on-screen. There are certain approaches to dealihgthe limitations imposed by the
customer using a monitor, for instance, chunkinggreaking texts into small units, the
use of lists with headline text in larger font, arging hyperlinks to decrease page sizes
or help achieve ‘flow’ within copy (Chaffey, Ell&hadwick, Johnston and Mayer,
2006:333). Many visitors briefly scan pages lookfog headlines, followed by short,
brief, digestible chunky paragraphs, which can eehinked to give further detail to
those that want more information (Smith and Chaf905). Nielsen (1999) claims that
rather than cramming everything about a productopic into a single, infinite page,
hypertext should be used to structure the conf@tesinto a starting page that provides

an overview and several secondary pages that eaak 6n a specific topic.

Thirteen out of the sixteen consumers commentedlynosgatively on the amount of
text used, using the words:

[T

“could break up text with images, overwhelmed blyiaformation”, “busy”,
“good balance of page used and left blank”, “wast te laid out is fine”, “some
pages have many words, sometimes too much textuldcbe more visually
stimulating in the way they position the text anthges”, “not given a lot of
thought into the way the text is framed”, “bit toouch text, opening page is

important and after reading all of it | would skir@maining pages”, “I like the

202



way the text is laid out”, “could condense textusezing words on a page,
should sum it up, too much repetition, too muchtecould inset something
below text on opening page, manageable bite siaaksi, “not too much or too
little text, right amount of text on pages, not tnoch on each individual page”,
“want something more immediate for casual browsat then have links to

more.”

Furthermore, eight out of the sixteen consumersnecented on the size of the text,
giving mixed responses:
“ok size”, “if text size is any bigger the site loages clumsy”, “size of text is a
bit too small”, “size fine but could be bigger”,i&ll size”, “slightly too small”,

“if enlarge font it might look as if there’s too miutext”, “text is not big.”

This section is in keeping with fulfilling the remeh objectives set out of establishing
the encoders’ intentions and the decoders’ intégioms in relation to the use of the
imagery and language within the Highland Park wieb $he encoders’ responses when
asked to discuss their overall thoughts on the werd (both wording and appearance)
were quite detailed. The explained the rational@rzkethe chosen wording, in which a
lexicon had been created and adhered to. The Heedti@® at Mountain Creative
Design contended that the typical Highland Parkldan falls into the ABC1 socio-
economic group, and because they like good writftige language has to be quite
intelligent and hugely informative. Often it is ast pedantic, but there is an
intelligence and style to the text.” The encodéss anentioned how the text appears on
the screen, with the Head of Brand Education athldigd Park commenting rather
negatively on this: “It is basically as you go thgh it, big picture and loads of text. It is
not even on one page, you have to scroll down uf want to read more, which | find
kind of infuriating.”

The decoders’ responses when asked to discussoteiall thoughts on the text used

(both wording and appearance) were rather posfovehe wording itself but rather
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negative for the appearance of the text. With @g&o the wording of the text, although
most signs have iconic, indexical and symbolic iieal language is mainly symbolic.
According to Dyer (1982:140): “Words not only deber things...they communicate
feelings, associations and attitudes — they bridegs$ to our minds.” All of the sixteen
consumers commented extremely positively on theadveording with comments such
as: “I like “abundantly rich in heritage” becausasi true; people are buying tradition,
quality and reputation, so they are selling historgdition and heritage.” Dibb, Simkin,
Pride and Ferrell (1994) contend that advertisemilsl use language that is attractive
and meaningful to the target audience. The int&apons of the decoders in relation to
who they believed the language used was aimedastjvdeed the same as that intended
by the encoders. For example, the decoders comtherdaaming at older, intelligent,

educated, middle-class, interesting people.”

With regards to the appearance of the text, God{(le®88) emphasizes that language
can suggest particular qualities as a result of h@ppears: writing is a form of image
making too. All of the sixteen consumers commergedhe legibility of the wording
against the coloured backgrounds, giving mixed arsps. For example, comments
included: “text is perfectly clear, but prefer datxt on lighter background” and
“colours need to be worked at; something needtshiarper or duller.” In addition, the
fonts chosen for marketing communications texts ebait different responses from
people (Miner, 1992). The majority of consumerseageostly negative responses to the
font used, using words such as “dislike curly andnded font style as it is too fancy”
and “font is pretty standard.” Web copywriters alsmed to take account of the user
reading the content on-screen. The consumers gaxedmesponses on the size, for
example, “size of text is a bit too small” and tét size is any bigger the site becomes
clumsy.” The majority of consumers felt that theras too much text on the web pages,
as did the Head of Brand Education. This was intresh to the Global Marketing
Controller who thought that the way the text wasrfed results in it looking like there is
not loads of text.
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6.4. Summary and Conclusion

To fulfil the research aim of developing a deepederstanding of online branding and
communications by applying the theories and priesipf semiotics, both encoders’ and
decoders’ views were required. This chapter detaitee findings of the encoder and
decoder interview transcripts. Three encoders/pi@utrs were interviewed and sixteen
decoders/consumers were interviewed. When detatiegesponses from the encoders,
each practitioner was identified clearly by jobletithroughout the chapter. When
detailing the anonymous responses from the decgitiersesearcher found that the most
constructive way to do this throughout the chaptas to group the decoders’ similar
responses together. This was decided because gengoided the coding of the data. In
order to code the data using semiotics, it was fio@akto group responses together to
help the researcher to delve deeper into the exgpbor of meaning production, and

uncover the depth and richness of meaning involved.

This chapter was broken into two main sectionsdifigs from the four questions asked
to the encoders and decoders by the researcheigdhe interviews; and findings from
the six topic area discussions proposed to thedamscand decoders by the researcher
during the interviews. The first section covereeé following: Encoder and decoder
responses given in relation to Highland Park’s rparsonality; Encoder and decoder
responses given in relation to the brand imageléetity) of Highland Park’s web site;
Encoder and decoder responses given in relatiotihéokey objectives of Highland
Park’s web site; and Encoder and decoder resp@nses in relation to the navigational
and interactive qualities of Highland Park’s wekesiAlthough semiotics played an
important role in guiding the coding of the intewi transcripts, semiotic ‘jargon’ was
not explicitly mentioned within the four questioasked to respondents. The second
section discussed the following topics: HighlandkRa'h’ emblem; Highland Park’s
name style; Colour of Highland Park’s web page gemknds; Highland Park’s bottles,
labels and packaging; Photography used within HigthlPark’s web site; and text used

(wording and appearance) within Highland Park’s wgb. Similarly with the previous
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section, although semiotics played an importané rol guiding the coding of the
interview transcripts, semiotic ‘jargon’ was nopégitly mentioned when proposing the

Six topic area discussions to respondents.

With regards to semiotics guiding the coding of da¢a, Figure 7 (extracted from page
65 in the ‘Semiotics’ chapter, and also shown agepB29 in the ‘Methodology’ chapter
and page 139 in the ‘Research Findings’ chapteap&n shown on the next page. This
figure has not changed. The diagram portrays hanictes guided the coding of the
data. Prior to detailing the findings of the infew transcripts above, the author
assumed they would be explicitly discussing theettgyment of the diagram in Figure
7, and describing what could be added to the diadoaaccommodate the results of the
research findings. However, the diagram as it dsiddeed accommodate the study’s
results. In this chapter the researcher aimed teeddeeper into the exploration of
meaning production, and uncover the depth and eshrof meaning involved. The
diagram on the next page accommodated this by @eriisg the key contributions of the
founding fathers of semiotics, Saussure and Peaurte also considering the contribution
of social semiotics, notably the instability of thign, the active role of the interpreter,

and multiple interpretations being possible:
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Figure 7: Diagram Summarizing Key Areas of Semidiiproaches

SEMIOTICS

d

Structuralist Founding Fathers Post-Structuralist Social Semiotics

ﬂ u Instability of the Sign
Saussure Peirce ;
ﬂ M Active Role of Interpreter

Sign: Signifier + Iconic, Indexical and @

Signified = Meaning Symbolic Signs

Multiple Interpretations

Source: The author, based on the Semiotics chaptiee thesis literature review

With regards to the study’s research objectivess thapter was in keeping with
fulfilling the objectives set out of establishirtgetencoders’ intentions and the decoders’
interpretations in relation to the use of imagemy éanguage within the Highland Park
web site. This chapter was also in keeping withlfialg the objective of discovering the
effect that viewing the imagery and language on ititernet web site has on the
participants’ interpretations. Finally, this chapteas also in keeping with fulfilling the
research objective of ascertaining any differene@vben the encoders’ intentions and
the decoders’ interpretations in relation to the ofthe imagery and language within
the Highland Park web site.

The next chapter discusses the conclusions andciatiphs of the study. The chapter

will evaluate the research findings against theassh objectives and the research aim.
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The wider conclusions and implications of the resedindings will also be discussed.
This includes implications for marketing practi@nd for academic theory, covering
semiotic theory and marketing communications thedwvice to further research is

then given.
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7. Conclusions and Implications

7.1. Introduction

To fulfil the research aim of developing a deepederstanding of online branding and
communications by applying the theories and priesipf semiotics, both encoders’ and
decoders’ views were required. The previous chaggtiled the findings of the encoder
and decoder interview transcripts. The chapter tmadken into two main sections:
Firstly, the findings from the four questions askedhe encoders and decoders by the
researcher during the interviews, covering: Highl&ark’s brand personality; the brand
image (e-identity) of Highland Park’s web site; tkey objectives of Highland Park’s
web site; and the navigational and interactive itjgal of Highland Park’s web site.
Secondly, the findings from the six topic area d&stons proposed to the encoders and
decoders by the researcher during the intervieaxgring: Highland Park’s ‘h’ emblem;
Highland Park’s name style; the colour of HighlaRdrk’s web page backgrounds;
Highland Park’s bottles, labels and packaging; ghetography used within Highland
Park’s web site; and the text used (wording anckaggnmce) within Highland Park’s web
site.

The previous chapter was in keeping with fulfillitlge research objectives set out of
establishing the encoders’ intentions and the desbdnterpretations in relation to the
use of imagery and language within the HighlanckRab site. It was also in keeping
with fulfilling the objective of discovering the fett that viewing the imagery and
language on the internet web site has on the paatits’ interpretations. Finally, the
previous chapter was in keeping of fulfilling thesearch objective of ascertaining any
difference between the encoders’ intentions andideaders’ interpretations in relation
to the use of the imagery and language within tighldnd Park web site. On the basis
of this, this current chapter will evaluate theeash findings against the research
objectives and the research aim. It is worth singsat this point that Highland Park is

indeed only an example, and more general conclesaod implications about encoding
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and decoding will be drawn in this chapter. Theexidonclusions and implications of
the research findings will also be discussed ins tfiapter. This includes implications
for marketing practice, and for academic theoryecmg semiotic theory and marketing

communications theory. Advice to further reseascthen given.

7.2. Evaluating Research Findings against Researétim and Objectives

This study aimed to develop a deeper understandihgonline branding and

communications by applying the theories and priesipf semiotics.

To develop this deeper understanding of onlinediragpand communications, this study
seeks to explore the extent to which the theories @inciples that semiotics offers,
contribute to a greater understanding of the us@eimagery and language within the

Highland Park web site. Based on this, there ane ey objectives to the research:

" Firstly, to establish the encoders’ intentionsetation to the use of the imagery
and language within the Highland Park web site.

" Secondly, to develop a deep understanding of thicypants’ interpretations in
relation to the use of the imagery and languagéiwithe Highland Park web
site.

. Thirdly, to discover the effect that viewing theagery and language on the
internet web site has on the participants’ integirens.

. Finally, to ascertain any differences between theoders’ intentions and the
participants’ interpretations, in relation to thgeuwof the imagery and language

within the Highland Park web site.

7.2.1. Evaluating Research Findings against the Et Research Objective

The first research objective was to establish theoéers’ intentions in relation to the

use of the imagery and language within the Highlgatk web site.
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With regards to Highland Park’s brand personattg, overall message suggested by the
encoders’ responses is that there is a lack of istem€y among company
representatives’ perceptions of how they see thandis personality. The Global
Marketing Controller at Highland Park and the Heawkative at Mountain Creative
Design gave quite similar responses. The Globalkktarg Controller referred to the
brand’s personality using the words “substance ®tge”, “integrity”, “considered”,
“not flashy or showy”, and “knowledgeable.” Similathe Head Creative referred to the
brand’s personality as being “quiet but inwardiyfident.” On the other hand, the Head
of Brand Education at Highland Park referred to th@nd's personality rather
differently to the other practitioners, using therds “quirky”, “comedian”, “kind old
man who tells a good story.” If brand personaligya central component of brand
identity (Aaker, 1996), presumably it would be bisial for all company
representatives to be communicating the same messtagll times. Social semiotics
would indeed argue that there will be a chasm betwie company’s desired brand
personality and what consumers perceive. Howeves,dlso interesting that there may
be significant differences between the encoders between those responsible for
communicating the brand’s personality, and so thesm is not simply internal versus

external as is usually assumed.

In addition, with regards to the brand image (exdg) of Highland Park’s web site,
again, the overall message suggested by the erstodsponses is that there is a lack of
consistency among company representatives’ peocepbf how they see the brand’s
image on the web site. The Global Marketing Coferait Highland Park described the
brand e-identity using the words “traditional”, thentic”, “hand-crafted”, and “raw and
simple.” Similarly, the Head Creative at Mountaire@tive Design described the brand
e-identity using the words “hand-crafted”, “simplid “honest.” As was the case in the
previous section on the brand’s personality, thadHef Brand Education at Highland
Park responded rather differently to these two tgracers. Similarly to the response

given when describing the brand’s personality, lttead of Brand Education gave the

211



following answer when asked to describe the bramketity: “What is lacking is the
kind of island humour and story-telling ability th@omes through.” Again, presumably
Highland Park would wish to create a cohesive ngesdhat all members of the
company communicate, with regards to how they pezdde brand’s image on the web
site. Brand associations are driven by the braadtity, what the organisation wants the
brand to stand for in the customer’'s mind. Therfpresumably it should be imperative
that the practitioners establish a unified message then express this message to the
consumers. As mentioned before, social semiotiaddvimdeed argue that there will be
a chasm between the company’s desired brand imagevhat consumers perceive.
However, it is again also interesting that therey ha significant differences between
the encoders i.e. between those responsible fomzoncating the brand’s image, and so

the chasm is not simply internal versus externas asually assumed.

Furthermore, with regards to the key objectivesiighland Park’s web site, the overall
message coming out from the encoders’ respongésitishere is a lack of consistency
among company representatives’ perceptions of whay believe to be the key
objectives of the web site. The Global Marketingh@oller at Highland Park believed
that the key objective of the web site is to “detithe rawness, harshness, isolation,
emptiness, solitude, and the natural wonder andiogm of Orkney.” Whereas the
Head of Brand Education gave a very practical ansnd stated: “Like most things on
Orkney for me, it is functionality.” The Head Criwat at Mountain Creative Design,
however, merely stated the key objective of the wied was “to communicate the new

brand identity.”

Moreover, with regards to Highland Park’s symbdie t‘h’ emblem, the Global
Marketing Controller at Highland Park and the Heawkative at Mountain Creative
Design discussed the ‘h’ emblem as a “piece of jlewe” Symbols are powerful tools
for communication (Feucht 1989). The “heritage” inéhthe design of the ‘h’ emblem
was given, and the “Celtic” theme along with th@dk work” used was discussed. The
Head of Brand Education at Highland Park did neheent on this.
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With regards to Highland Park’s name style, theoedecs’ did not give detailed

responses. Defining a brand as “a name, term, siymésign or a combination of them”
implies that the name forms the essence of thedbtancept (Aaker, 1991). Names are
the critical, core sign of the brand; they constitithe basis for the corporate
communications programme and for consumers’ awaseaad images (Aaker, 1991).
The Global Marketing Controller at Highland Park ntiened their brand identity

guidelines on how you can and cannot use the lago,the Head Creative at Mountain
Creative Design mentioned that the ‘h’ emblem tbgetwith the name style is the

current branding.

In addition, with regards to the colour of HighlaRdrk’s web page backgrounds, the
overall message coming out from the encoders’ mesg® is that they did not
particularly like the original matt black coloumdso augmented it slightly to become a
dark charcoal. The Head of Brand Education comnaeritehink the charcoal colour is
a lot better than the matt black, but there is réomimprovement. We were in danger of
being a funeral brand at one point because evexytas black.” Also, the theme with
the colours of the web page backgrounds, from tloeders’ perspectives, is that of the
Orkney environment. The Head Creative at Mountasa@ve Design declared: “All the

chosen colours on the site come from the Orkneyseape.”

With regards to Highland Park’s bottles and labatgl the overall packaging, the
encoders’ discussed the reasoning behind it. Paukagts not only as a communication
vehicle for transmitting symbolism, but is importdor its own symbolic contribution to

the total understanding of the corporation or br@Rdphael and Olsson, 1978). The
encoders’ explained why they changed the shapbeobottles. The Global Marketing

Controller at Highland Park commented on the newapshbeing easy on the hand,
making it easier to pour than a round bottle. TleadHof Brand Education at Highland
Park explained that the old round shape was dowo$b saving and that the company

has now put money back in to bottle production. WAMiegards to the labels, the
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encoders’ explained that the colours of the labedsreflective of the colours in Orkney.
The Global Marketing Controller at Highland Parkpkined the rationale behind the
chosen labels: “The whisky is king so we do not ttarhide it behind green glass or big
labels. The labels are authentic, traditional Stetbisky style labels. They are not too

fussy because it is all about the whisky and tlegland Orkney is not a fussy place.”

Moreover, with regards to the photography used iwithighland Park’s web site, the
encoders’ responses on their thoughts on the pragihg used within the Highland Park
web site were extremely detailed and comprehensiMeey explained that the
photography was a black and white image with a vilasiugh it. The Global Marketing
Controller at Highland Park answered: “It lookseliklack and white photography, but is
actually full colour black and white photographgchuse it is a black and white image
with a wash through it.” They encoders stated that chosen landscape shapes are
because Orkney is vast and the panoramic shapesdirect reference to Orkney. The
Head Creative at Mountain Creative Design, who tinekphotographs, wanted to show
the Orkney climate and argued: “This is a really Wiisky, this comes from a really

wild place, this is a pure whisky, and this is askig of real character.”

Furthermore, with regards to the text used, bothattual wording and the appearance
of the text, within Highland Park’s web site, theceders’ responses were quite detailed.
They explained the rationale behind the chosenuage, in which a lexicon had been
created and adhered to. The Head Creative at MiouGtaative Design contended that
the typical Highland Park drinker falls into the &B socio-economic group, and
because they like good writing, “the language lmbé quite intelligent and hugely
informative. Often it is almost pedantic, but thexan intelligence and style to the text.”
The encoders also mentioned how the text appeatseastreen, with the Head of Brand
Education at Highland Park commenting rather ngghtion this: “It is basically as you
go through it, big picture and loads of text. Ihi® even on one page, you have to scroll
down if you want to read more, which I find kindiofuriating.”
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7.2.2. Evaluating Research Findings against the Sstd Research Objective

The second research objective was to develop a wedgrstanding of the participants’
interpretations in relation to the use of the imggend language within the Highland

Park web site.

With regards to Highland Park’s brand personathg, overall message suggested by the
decoders’ responses was that of positive interpoet® The decoders’ interpretations of
the personality of the Highland Park brand ideetifithe following key words:
dependability, heritage, age, socio-economic stapdvalue, admiration, defined and
proud. With regards to the brand image (e-identitiyHighland Park’s web site, the
overall message coming out from the decoders’ mesg® was that of positive
interpretations. The decoders’ interpretationshefitnage of the Highland Park brand on
their web site identified the following key wordScottish connections, heritage,
reliability, defined, an older age appeal, the @atal aspects of Orkney, and colour
themes. These responses are similar to the resptmselecoders gave in the previous
section in which they were asked to describe HighlBark’'s personality. Therefore, it
appears that there is an overlap and that decbeééeve the brand’s personality and the
brand’s image (e-identity) on the web site are @atgery similar, in which the lines

distinguishing the two are very blurry.

In addition, with regards to the key objectivesHdfhland Park’s web site, the overall
message coming out of the decoders’ responses wasn ahat of positive

interpretations. The decoders’ interpretationshef key objectives of the Highland Park
web site identified the following key words: heg& links with Orkney, unique

characteristics of the brand, brand’s image, agd, laand awareness. Again, there is
some overlap with the above sections that askedtahe brand’s personality and the
brand’s image (e-identity) on the web site. It appethat the decoders believe the

brand’s personality, the brand’s image (e-identity) the web site, and the key
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objectives of the web site are indeed very similanvhich the lines distinguishing the

three are quite blurry.

Moreover, with regards to Highland Park’s brand bgimthe ‘h’ emblem, the decoders’
discussed the ‘h’ emblem as a “piece of jewellethie “heritage” behind it, the “knot
work” used, and the “Celtic” theme. The majoritydd#ficoders commented positively on
the likeability factor of the emblem. Only one aitthe sixteen participants interpreted
correctly what was intended, in that ‘h’ stood Kighland Park. Three decoders said it
is not obvious that it is an ‘h’, or that it in falooks like an ‘n’, and five decoders
responded nowhere near what was intended by theders; with one participant even
referring to it as looking like a “bad tattoo.” Asnith and Taylor (2002) state, if brands
are not aware of the subtle meanings of symbolen tthey would be liable to
communicate the wrong message. Perhaps the reéeraade to social semiotics, in
which different people bring different codes to igeg message and so interpret it in
different ways (Eco, 1972), helps to explain whgsth participants responded nowhere

near what was intended by the encoders.

With regards to Highland Park’'s name style, theodecs gave in-depth and rather
mixed responses. The majority responded posititeelhe font used in the name style,
with words such as “classic” and “bold”, and eighit of the sixteen decoders said that
they recognized the name style. However, the nigjofidecoders responded negatively
to the positioning of the name style on the web, sising words such as “hidden” and
“stuck up there”, and to the writing underneath brend name, Highland Park. The
majority of decoders also responded negativelyneodize and the colour of the name
style, even commenting that it “looks dirty”. Hemsien and Cote (1998) emphasize that
a brand’s name style should in fact evoke postiect, not negative.

In addition, with regards to the colour of HighlaRdrk’'s web page backgrounds, the

majority of decoders patently believed the colaubé grey, as opposed to the encoders

who stated it was dark charcoal. There were als@dhopinions as to the likeability of
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the grey colour, but the majority gave positivepesses. There were no mixed opinions
regarding the colour of the black framing aroune web pages, as all comments were
positive, for example, “I like the black at theesd and “draws attention to the centre of
the screen.” Given that the art of using colouamy promotional activity is to exploit

what appeals to target audiences, it appearshbatdmpany made the correct decision

when choosing the colour of the black framing abtive web pages.

Also, the majority of decoders gave positive comtaerhen asked to give their overall
thoughts on the colours of the web page backgraouRus following words were used:
“subtle”, “upper-class”, “maturity in scaling dowthe colours”, and “in keeping with
everything.” When asked about the blue colour ef‘8hop’, links with the colour grey
were still made, and overall the comments weretootpositive, for example, words
used included: “the ‘shop’ colour is slightly oféind “I don’t like the pale blue of the
shop.” This is quite surprising given the liter&srpositive associations on the colour.
Perhaps it is the context in which the colour wigsved, be it that it was on a screen, or
that it was been compared to the darker colouthefest of the web site. Finally, there
was overall agreement that the colour of the ‘SusFun’ web page was green, and the
comments were quite positive, for example, “just fun’ is earthy and in keeping with

the colour in the stones.”

This section on colour led to the researcher tornent that the responses made by the
decoders’ have shown to reject comments made bgs8el (1960), and in fact, has

stressed the propositions made by post-structuraéimiotics. The post-structuralist

approach in semiotics discussed as social semitltieg reject the idea of a single, deep,
determining structure, and emphasize the inherestability of the linguistic sign. This

is particularly evident with colours meaning diffat things across different cultures.

Additionally, the decoders were viewing the samé wages and yet some of them

interpreted different variations in the colours.
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With regards to Highland Park’s bottles, labels awdrall packaging, the majority of
decoders agreed with the encoders’ decision togehdhe shape of the bottles. The
bottle shape of the 40 year old Highland Park,niost recent and expensive edition, is
very different to that of the other bottles. As Yigu(1996) contends, the shape of a
package represents a critical element for the ioreaf imagery and identity, and eleven
out of the sixteen participants commented mostlsitp@ly on the unique shape of the
40 year old bottle. Corporate identity literatureats logos as a company’s signature on
its materials (Snyder, 1993), and seven out ofsikeen consumers commented very
encouragingly on the embossed ‘h’ on the 40 yedtboltle. It is worth noting that the
colour of the whisky on the web site was not regdrthvourably by the decoders, and
although it may have helped it to stand out, it was orange for the true colour of
whisky. The 40 year old produced the most discussitis is probably not surprising
given it is the most unique edition on show on Web site, being that it is the most

recent, the most expensive, and a different shaptte to the rest.

In addition, with regards to the labels, sevenauhe sixteen participants commented
very encouragingly on the overall colours of thieela. The colour of the 18 year old
received some very mixed responses from participasmd produced quite a bit of
discussion, given that the labelling is red, antind&eeping with the ‘Orkney palate’ of
the rest of the label colours. Similarly with thetttes, the labelling on the more
prestigious editions created more discussion tharothers. The labels of the 40 and 30
year olds received mixed responses, but the codbuthe 12 year old — the most
mainstream of all editions — received positive ca@nta. Moving on to the packaging, it
acts not only as a communication vehicle for trattemy symbolism, but is important
for its own symbolic contribution to the total umsianding of the corporation or brand
(Raphael and Olsson, 1978). When discussing thveiratl thoughts on the packaging,
decoders’ responses were very encouraging. Commmeatie by decoders on the
packaging of the 25 year old were mostly positNet surprisingly though, discussion
again focused on the more exclusive editions. ThHesaedeed stand out on the web site

as the packaging is more exclusive with its woodasks. Comments were mostly
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positive regarding the packaging of the 40 year Hiowever, the 30 year old produced
extremely encouragingly comments. The lighter colotithe wooden cask of the 30
year old was regarded more favourably than theestartdour of the 40 year old.

Moreover, with regards to the photography used iwithighland Park’s web site, the
majority of decoders commented very encouraginghenv discussing their overall
thoughts on the photography, with responses rarfgimg “beautiful” and “stunning” to

“evocative” and “dramatic”. The decoders commentuhfidently on the iconic

landscape, which resembles the Orkney environnfentexample, “love panoramic
shape” and “landscape is the right way, landscaghda way to represent Orkney with
panoramic views.” Moreover, the decoders commenntedtly positively on the colour
of the photography, using the following words: ikd the colours as it harks back to
tradition, strength, stability and security” andtdisny colours, monochrome effect

works.”

The majority of decoders commented on the elemeftatents within the photography,
for example, the following words were used: “eletagnwild weather”, “clean, wild
and remote landscape”, and “crashing waves ardibdand represent Orkney.” Many
also commented on the symbolic effectiveness ofpif@tography, in relation to the
whisky itself. However, six out of the sixteen ddes commented on where they
believed there was room for improvement with thetpgraphy, for example, “should
have shown me something that tells me that it iatelactive, engaging, beautiful place,

in which they make beautiful whisky.”

Furthermore, with regards to the text used, boghattual wording and the appearance
of the text, within Highland Park’s web site, thecdders’ responses were rather positive
for the wording but rather negative for the appeegaof the text. With regards to the
wording of the text, although most signs have icpmdexical and symbolic qualities,
language is mainly symbolic. Chosen vocabularyamy describes things, but brings

ideas into the reader’s mind by communicating fei and associations. All of the
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sixteen decoders commented extremely positively tbe overall wording with
comments such as: “I like “abundantly rich in hege” because it is true; people are
buying tradition, quality and reputation, so these aselling history, tradition and
heritage.” Also, the interpretations of the decsderrelation to who they believed the
language used was aimed at, was indeed the sathatastended by the encoders. For
example, the decoders commented: “aiming at old&lligent, educated, middle-class,

interesting people.”

With regards to the appearance of the text, God{(ie®88) emphasizes that language
can suggest particular qualities as a result of h@ppears: writing is a form of image
making too. All of the sixteen decoders commentadttee legibility of the wording
against the coloured backgrounds, giving mixed aesps. For example, comments
included: “text is perfectly clear, but prefer datxt on lighter background” and
“colours need to be worked at; something needsetghHarper or duller.” Additionally,
the majority of decoders gave mostly negative resps to the font used, using words
such as “dislike curly and rounded font style assitoo fancy” and “font is pretty
standard.” Web copywriters also need to take adcoiuthe user reading the content on-
screen. The decoders gave mixed responses orzthdmi example, “size of text is a bit
too small” and “if text size is any bigger the siiecomes clumsy.” The majority of

decoders felt that there was too much text on thie pages.

7.2.3. Evaluating Research Findings against the Tid Research Obijective

The third research objective was to discover tHecefthat viewing the imagery and

language on the internet web site has on the paatits’ interpretations.

With regards to the navigational and interactivaligies of Highland Park's web site,
the general consensus between decoders was thaelhsite is indeed relatively easy to
use with good navigational links. The majority afcdders commented positively the

site’s ease-of-use, for example, using the wordst ‘@ifficult to use.” Encouraging
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comments were made from the majority of decodersthen navigational links, for
example, using the words “good and simple navigawih clear links.” However, it is
clear that the decoders’ think that the web sitéacking in qualities of interactivity,
using the words “poor interactivity.” Fiore and JR003) state that enhancing the

interactivity of a web site is seen as a meanswfig the site a competitive edge.

In addition, the general consensus among the ersodes the same, in that the site is
relatively easy to use, but is lacking in interaityi The Global Marketing Controller at
Highland Park responded using the following woftishink it feels quite easy to flick
through and there are never loads of navigationtppso it is a very simple web site.”
Thus, it is easy to use with good navigational $inkut with regards to interactive
qualities, the Global Marketing Controller statéate do not want to give off too many
high tech modernity, technology driven gadgets,abse it takes away from what we
do.” Thus, openly stating that the site is not vereractive. Similarly, the Head of
Brand Education at Highland Park responded usiagdhowing words: “Navigation is

relatively simple” and “it flows in order.”

With regards to interactivity, the Head of BranduEation believes the site to be “low in
the scale of interactivity.” The Head Creative abuvitain Creative Design merely
responded by saying that he “really likes the dite€ause it tells him what he expects to
know about Highland Park and shows him images peas to see. Therefore, the Head
Creative commented on the content of the web sitepposed to answering the question
on navigation and interactivity. Lack of interadyvis presumably something that needs
to be addressed by the company, as it aids resdtiprbuilding with customers via two-
way communication. As Fiore and Jin (2003) statdaacing the interactivity of a web

site is seen as a means of giving the site a cativpeatdge.
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7.2.4. Evaluating Research Findings against the Fah Research Objective

The fourth research objective was to ascertain diffgrences between the encoders’
intentions and the participants’ interpretatiomsrelation to the use of the imagery and
language within the Highland Park web site.

7.2.4.1. Branding Findings

With regards to the branding findings, the researrchishes to answer the following

guestions, and then distinguish between the reggaonseach:

1) What are the broad brand associations thade¢bheders’ make in
relation to brand personality, and brand imagéhenweb site?

2) What are the broad brand positionings usedhbyptactitioners’ in
relation to brand identity to influence the deexxd brand

associations?

In answer to the first question, the researcher amanbine the two conclusions from
each of the sections above. The broad brand asisosidhe decoders’ make in relation
to Highland Park’s brand personality, are positagsociations. The following question
was asked to the decoders: Brand personality cadefieed as the set of human
characteristics associated with a brand. How wopdd describe Highland Park’s
personality? The positive associations were higitdid through the identification of the
following positive key groupings of responses tee thuestion they were asked:
dependability, heritage, age, socio-economic stayydvalue, admiration, defined and
proud. The broad brand associations the decodeakénm relation to Highland Park’s
brand image on its web site, are again positiveaasons. The following question was
asked: How would you describe the brand image €atity) of Highland Park web site?
The positive associations were highlighted throtig identification of the following

positive key groupings of responses to the questioey were asked: Scottish
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connections, heritage, reliability, defined, anesldge appeal, the elemental aspects of

Orkney, and colour themes.

In answer to the second question, it is clear thatoverall message suggested by the
encoders’ responses to the following question: 8rpersonality can be defined as the
set of human characteristics associated with adotdaw would you describe Highland
Park’s personality? is that there is a lack of &xireacy among company representatives’
perceptions of the brand’s personality. If brandspeality is a central component of
brand identity (Aaker, 1996), there is clearly dmnhf here between company
representatives, and presumably they should be comeating the same message at all
times. Similarly, the overall message coming ooftrfrthe encoders’ responses to the
following question: How would you describe the hiamage (e-identity) of Highland
Park web site? is that there is a lack of consisteamong company representatives’
perceptions of the brand image of their web sitgaiA, presumably Highland Park
would want to create a cohesive message that alnbees of the company
communicate. Brand associations are driven by thedidentity, what the organisation
wants the brand to stand for in the customer’s mirrefore, presumably it would be
imperative that the practitioners establish andvdela unified message through all
communications. However, as previously mentionads tould be explained through
consideration of social semiotics. Social semiadilests us to the instability of the sign,

and the possibilities of multiple interpretatiorfisacsign (Eco, 1976; Barthes, 1985).

The two paragraphs above have helped the reseawHhszgin to fulfil the research

objectives of establishing encoders’ intentions dedoders’ interpretations in relation
to the use of imagery and language used withirHilghland Park web site. In order to
begin to fulfil the research objective of asceritagn any differences between the
encoders’ intentions and the decoders’ interpmtati the researcher can now
distinguish between the responses to each of thstigns proposed at the start of this
closing section. The decoders’ responses to thebnaod questions asked during the

interviews, were more in keeping with the resporgigen by the Global Marketing
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Controller at Highland Park and the Chief Creatate Mountain Creative Design.
However, in ascertaining differences, the resporgigen by the Head of Brand
Education at Highland Park, were not only differemthe fellow practitioners but also
the decoders’. This could be a concern for Highl&adk because the Head of Brand
Education has the consumer-facing role within tbmpgany, and is the ‘face’ of the

company during global travels promoting the brand.

7.2.4.2. Web Site Findings

With regards to the web site findings, the researrchishes to answer the following

guestions, and then distinguish between the reggdoseach:

1) How the decoders’ engagement with the web siteutiit accessing the
mediated online environment, affects their macrmb racro experiences?

2) How the encoders’ build and design of the web s$hisugh providing
the mediated online environment, influences theoders’ macro and

micro experiences?

In answer to the first question, the researcher amnbine the two conclusions from
each of the sections above. The decoders’ intexfioes of the web site’s key objectives
are positive interpretations. The following questiwas asked to the decodevghat do
you think are the key objectives of the HighlandrkPaveb site? The positive
interpretations were highlighted through the idi&edtion of the following positive key
groupings of responses to the question they wekedaberitage, links with Orkney,
unique characteristics of the brand, brand’s imagge, and brand awarenes$he
decoders’ interpretations of the navigational ameractivity qualities of the web site
are both positive and negative interpretations. fbflewing question was asked to the
decodersin terms of navigation and interactivity, how wouldu rate the Highland
Park web siteThe positive interpretations were assigned tmthggational qualities of

the web site, in which the general consensus betweeoders was that the web site is
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indeed relatively easy to use with good navigatidimks. On the other hand, the
negative interpretations were assigned to the antetity qualities of the web site, in
which the general consensus was the decoders’ lihabgt the web site is lacking in

gualities of interactivity.

In answer to the second question, it is cleartti@bverall message coming out from the
encoders’ responses to the following questidinat do you think are the key objectives
of the Highland Park web sitef® that there is a lack of consistency among compan
representatives’ perceptions of what they believieet the key objectives of the web site,
but that one respondent is continually answerirgmfra personal perspective. The
following question was also asked to the encodémsterms of navigation and
interactivity, how would you rate the Highland Pavkb site”Similarly to the decoders’
responses to the question, the overall messagengomuit of the encoders was that the
site is relatively easy to use, although the s#tdaicking in interactivity. Lack of
interactivity is presumably something that needbdcaddressed by the company, as it
aids relationship building with customers via twayncommunication. As Fiore and Jin
(2003) state, enhancing the interactivity of a v8éb is seen as a means of giving the

site a competitive edge.

7.2.4.3. Topic Area Discussion Findings — HighlanBark’s ‘h’ emblem

With regards to Highland Park’s ‘h’ emblem findindke researcher wishes to answer

the following questions, and then distinguish bevthe responses to each:

1) What are the specific brand associations that decoders’ make in
relation to the brand’s symbol, the ‘h’ emblem?
2) What are the specific tactics that the encodess, in relation to the

brand’s symbol, the ‘h’ emblem, to influence thealters’ associations?
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This section is in keeping with fulfilling the remeh objectives of establishing
encoders’ intentions and decoders’ interpretationselation to the use of the imagery
and language within the Highland Par web site. Bbth encoders and decoders were
asked to discuss their thoughts on the ‘h’ embléows to them on the web site. To
answer the above questions, overall, the majofitgezoders’ associations made were
the same as those intended by the encoders, wigbospseific tactics to influence the
decoders’ associations. The Head Creative at Moun@reative Design clearly
expressed where the new emblem came from: “...A boat Viking ship museum in
Denmark had an ‘h’ very similar to the new emblénmen studied all of the knot work
and the shapes used, and combined it with my kraneleof Celtic art, and came up
with the new shape...” The tactics appear to haveked, because not only were the
decoders’ interpretations the same as the encoaesitions, but ten participants stated
that they liked the new emblem and four used pasiind favourable words to describe
it.

However, in distinguishing between the responsethdoabove two questions, there is
one aspect that clearly stands out. The *h’ wasnithtd to be interpreted as standing for
Highland Park, and unfortunately for the encod#rs, message has not been correctly
interpreted by the decoders. However, the studgooial semiotics has prepared the
researcher for findings like this, as social seitsohas made the researcher aware that
different people bring different codes to a giveessage and as a result, they may

indeed interpret messages in different ways.

7.2.4.4. Topic Area Discussion Findings — HighlanBark Name Style

With regards to Highland Park’s name style findintpe researcher wishes to answer

the following questions, and then distinguish bewthe responses to each:

1. What are the specific brand associations that theoders’ make in

relation to the brand’s name style?
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2. What are the specific tactics that the encoders, us relation to the

brand’s name style, to influence the decoders’@asons?

This section is in keeping with fulfilling the remeh objectives of establishing
encoders’ intentions and decoders’ interpretationselation to the use of the imagery
and language within the Highland Par web site. Bbth encoders and decoders were
asked to discuss their thoughts on the name shgens to them on the web site. It is
difficult for the researcher to attempt to answe second question, as little response
was given by the encoders. The decoders gave feg malepth responses in relation to
the Highland Park name style. Therefore, only tret §uestion will be answered by the
researcher. Responses and associations made weeel. niihe majority responded
positively to the font used in the name style. Hegre the majority responded
negatively to the positioning of it on the web siémd to the writing underneath the
brand name. Additionally, the majority also respeshdhegatively to the size and the
colour of it. This highlights that perhaps the camp may wish to reconsider how they
present the name style on their web site, becagsélemderson and Cote (1998)
emphasise, it should in fact evoke positive affaot, negative. However, the researcher
comments that they would need to be careful andentakse changes very subtly

because there are a lot of consumers who recotimssparticular name style.

7.2.4.5. Topic Area Discussion Findings — Colour dflighland Park’s Web Site
Backgrounds

With regards to the colour of Highland Park’'s weate dackgrounds’ findings, the
researcher wishes to answer the following questiand then distinguish between the
responses to each:

1) What are the specific brand associations that decoders’ make in
relation to the colour of the brand’s web pagekigeounds?
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2.) What are the specific tactics that the encgdese in relation to the

colour of the brand’s web page backgrounds?

In answer to the first question, with regards te tesponses of the decoders’, the
majority patently believed the colour to be greyppposed to the encoders who stated it
was dark charcoal. Although there were mixed opisjothe majority responded
encouragingly to the grey colour. There were noedigpinions regarding the colour of
the black framing around the web pages, as all cemtsnwere positive. Moreover, the
majority of participants gave positive comments whesked to give their overall
thoughts on the colours of the web page backgroutien asked about the blue colour
of the ‘Shop’, links with the colour grey were ktiltade, and overall the comments were
not too positive. This is quite surprising givere thiterature’s positive associations on

the colour.

There was overall agreement that the colour of ibst for Fun’ web page was green,
and the comments were quite positive. This ledoaihé researcher commenting that the
section on colour has shown to reject comments rogdgaussure (1960), and in fact,
has stressed the propositions made by post-stalistusemiotics. The post-structuralist
approach in semiotics discussed as social semitlieg reject the idea of a single, deep,
determining structure, and emphasizes the inhanstability of the linguistic sign. This

is particularly evident with colours meaning difat things across different cultures.
Additionally, the participants were viewing the sameb pages and yet some of them

interpreted different variations in the colours.

In answer to the second question, it is clear thatoverall message suggested by the
encoders’ responses was that a specific tactic lbigekdem was to augment the original
black colour of the web site to a dark charcoabaoko make it more attractive looking.
Additionally, when choosing colours for the welesihe tactics used were to select only
those colours from the island of Orkney, and ensiaé this was the constant and only

theme throughout. In distinguishing between theaeases to each of the questions,
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differences between the responses arise. The ityagdrdecoders patently believed the
colour to be grey, as opposed to the encoders taltedsit was dark charcoal. However,

the majority did respond encouragingly to the ‘gjour.

All participants’ comments on the colour of thedkaraming around the web pages
were positive. Given that the art of using colauany promotional activity is to exploit

what appeals to target audiences, it appearshbatdmpany made the correct decision
when choosing the colour of the black framing atbtine web pages. The negative
responses from participant on the blue colour & tBhop’ web pages was quite
surprising given the literature’s positive assaoia on the colour. Perhaps it is the
context in which the colour was viewed, be it tihatas on a screen, or that it was been

compared to the darker colours of the rest of thb site.

7.2.4.6. Topic Area Discussion Findings — HighlandPark's Bottle, Labels and
Packaging

With regards to Highland Park’s bottles, labels awérall packaging findings, the
researcher wishes to answer the following questiand then distinguish between the

responses to each:

1. What are the specific brand associations that theoders’ make in
relation to the brand’s bottles, labels and paakg®)i
2. What are the specific tactics that the encoderg’ iasrelation to the

brand’s bottles, labels and packaging?

In answer to the first question, the specific brasdociations that the decoders’ make in
relation to the brand’s bottles, labels and packggare mostly all very positive

associations. Unsurprisingly, the 40 year old poeduthe most discussion, probably
because it is the most unique edition on show enwtéb site, being that it is the most

recent, the most expensive, and a different shapéte to the rest. As Young (1996)
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contends, the shape of a package representscalceiiement for the creation of imagery
and identity, and a large majority of participantsnmented mostly encouragingly on
the shape of the 40 year old bottle and its emhlotse

Similarly with the bottles, the labelling on the raqrestigious editions created more
discussion than the others. The labels of the 4 3 year olds received mixed
responses, although the colour of the 12 year dlie-most mainstream of all editions —
received positive comments. Moving on to the pati@git acts not only as a

communication vehicle for transmitting symbolismut bis important for its own

symbolic contribution to the total understandingtloé corporation or brand (Raphael
and Olsson, 1978). When discussing their overaligihts on the packaging, decoders’
responses were very encouraging. Comments madarbgipants on the packaging of
the 25 year old were mostly positive. Not surpggndiscussion again focused on the
more exclusive editions. Comments were mostly pasiegarding the packaging of the
40 year old, however, the 30 year old producedeextty encouragingly comments, in
which the lighter colour of its wooden cask wasarelgd more favourably than the

darker colour of the 40 year old.

In answer to the second question, the encodergogefully changed the shape of all
Highland Park bottles, and this was received welthe decoders who agreed with the
decision. Furthermore, the encoders’ created akné&y palate’ of colours to use on the
labels. They explained where the colour inspirattame from, and seven out of the
sixteen participants commented very encouraginglyhe overall colours of the labels.

The 18 year old, however, created quite a bit stulsion, given that the labelling is
red, and not in keeping with the ‘Orkney palate’ tbe rest of the label colours.

Additionally, the colour of the whisky on the weiteswas not regarded favourably by

the participants because it was too orange fotrtleecolour of whisky.
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7.2.4.7. Topic Area Discussion Findings - Photogray Used within Highland
Park’s Web Site

With regards to the photography used within Higtldark's web site, the researcher
wishes to answer the following questions, and thstinguish between the responses to
each:

1. What are the specific brand associations that theoders’ make in
relation to the photography used within the braned site?

2. What are the specific tactics that the encoderg’ iasrelation to the
photography used within the brand’s web site?

In answer to the first question, the decoders’ wasps on their thoughts on the
photography used within the Highland Park web wigéee very positive. The majority of
participants commented very encouragingly whenusising their overall thoughts on
the photography, with responses ranging from “dé&duand “stunning” to “evocative”
and “dramatic”. The participants commented confiyeon the iconic landscape, which
resembles the Orkney environment. Moreover, thdigiaants commented mostly
positively on the colour of the photography. Thgarity of participants commented on
the elemental elements within the photography, assthe encoders had intended. Many
also commented on the symbolic effectiveness ofpith@tography, in relation to the
whisky itself.

In answer to the second question, the encoderponses on their thoughts on the
photography used within the Highland Park web Isigdalight the tactics they employed.
They comprehensively explained that the photograpdy a black and white image with
a wash through it. They also gave extremely detadeplanations on the actual
photography. They stated that the chosen landssiagges are because Orkney is vast
and the panoramic shapes are a direct referend@rkney. The Head Creative at

Mountain Creative Design, who took the photograplanted to show the Orkney
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climate and argued: “This is a really big whisklyistcomes from a really wild place,
this is a pure whisky, and this is a whisky of reddaracter.” With regards to
distinguishing between the two responses, ovdnelldecoders’ interpretations matched
the encoders’ intentions. However, it is worth ngtithat six out of the sixteen
participants commented on where they believed the® room for improvement with

the photography.

7.2.4.8. Topic Area Discussion Findings — Text Usedvording and appearance)
within Highland Park’s Web Site

With regards to the text used, both the actual wgréind the appearance of the text,
within Highland Park’s web site, the researcher hess to answer the following

guestions, and then distinguish between the reggdoseach:

1. What are the specific brand associations that theoders’ make in
relation to the text used within the brand’s web&i
2. What are the specific tactics that the encoders’ingelation to the text

used within the brand’s web site?

In answer to the first question, the decoders’ @asps when asked to discuss their
overall thoughts on the text used (both wording appearance) were rather positive for
the wording but rather negative for the appearavicéhe text. With regards to the
wording of the text, although most signs have icpmdexical and symbolic qualities,
language is mainly symbolic. Chosen vocabularyamy describes things, but brings
ideas into the reader’s mind by communicating fei and associations. All of the
sixteen participants commented extremely positivety the overall wording with
comments like for example: “I like “abundantly rich heritage” because it is true,
people buying tradition, quality and reputationljisg history, tradition and heritage.”
Also, the interpretations of the decoders in retatio who they believed the language

used was aimed at, was indeed the same as thati@utdy the encoders. With regards
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to the appearance of the text, Goddard (1998) esgd® that language can suggest
particular qualities as a result of how it appeansting is a form of image making too.
All of the sixteen participants commented on thgidéity of the wording against the
coloured backgrounds, giving mixed responses. Aafditly, the majority of
participants gave mostly negative responses téotiteused, felt that there was too much

text on the web pages, and gave mixed responste a@ize of text.

In answer to the second question, the encoderponses when asked to discuss their
overall thoughts on the text used (both wording apdearance) were quite detailed.
The explained the rationale behind the chosen wgrdin which a lexicon had been
created and adhered to. They also mention howekieappears on the screen. With
regards to distinguishing between the responsesinterpretations of the decoders’ in
relation to who they believed the language used auagd at, was indeed the same as
the intentions of the encoders’. Web copywritesoaleed to take account of the user
reading the content on-screen. The majority ofigipents felt that there was too much
text on the web pages, but they gave mixed resgams¢he size. This was in contrast to
the Global Marketing Controller who thought thag tlay the text was framed results in
it not looking like there is loads of text. Howeydghe Head of Brand Education

expressed that there was indeed too much text.

7.3. Wider Implications of Research Findings

There are wider implications of the research figdifior both marketing practice and

academic theory. This section will draw the widwaplications.

7.3.1. Implications for Marketing Practice

With regards to implications for marketing practicemiotics has the potential to
become a defining marketing and research methogoldgis development will be

based on an increasing recognition of how commtioit® can shape consumer
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behaviour and perceptions and interpretations efworld around them. It is fair to
argue that this will be driven by a key industrgnid. According to Lawes (2002), this
being the movement towards global/cross-culturahirpositionings, and the sensitivity
this will call for in relation to understanding timaplications for local markets, different
cultures, and strategies for executing communinatidcSemiotics is, in essence, an
adaptable methodology offering flexible solutionsspecific marketing problems. The
implications that it can have for brand positioningclude identifying gaps and

opportunities, which shows semiotics also has ioagilons for market entry.

In addition, it could be argued that it is becomingreasingly risky for marketers not to
consider using semiotics. Semiotics can be usethaédyze all aspects of branding that
communicate the brand to consumers, from advegtiaimd packaging to point-of-sale
and merchandising. Semiotics has the ability to enesmmunications successful for
brands within their competitive and cultural congext can also be used to decode
competitors’ category communications, highlighteglving communication strategies
in a rapidly changing cultural context (Lawes, 20@urther implications that semiotics
has for communications strategy is concept stretcland enrichment, for instance,
cultural research to deconstruct particular con@epas and expand ideas and images

associated with it.

7.3.2. Implications for Academic Theory

7.3.2.1. Semiotics

Reviewing the literature in Chapter three, ‘Senestihelped the researcher to make the
significant  decision of interviewing consumers/ddexs as well as
practitioners/encoders. The literature on strutismahighlighted to the researcher the
importance of interviewing the creators of messagesstablish what their intentions
were in relation to their choices in the creatidrine message. However, the literature

on the post-structuralist approach of social seinsotlerted the researcher to the
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importance of also interviewing those that constineemessage created. This allows the
researcher to develop a deeper understanding ofcdhsumers’ interpretations in

relation to the created message.

Reviewing the literature on semiotics also helgsel researcher during the analysis of
the research findings. The researcher was ableeatec a diagram to refer to when
analyzing the interview transcripts. This diagrahowed the key areas of semiotic
approaches that the researcher could take intadmation when analyzing the data. It
highlighted the contribution from the structurakgiproaches of the founding fathers of
semiotics, Saussure and Peirce. Saussure’s (1968igiiifier-signified dichotomy

shows that the sign consists of a signifier plusignified that results in the meaning.
Peirce (1931-58, 2.306) claimed that his theorgneining derives from, and is justified
by, his theory of signs. Peirce arrived at thrgeesyof signs: Icon, index and symbol.
They are not necessarily mutually exclusive: A sa@m be an index, an icon and a

symbol, or any combination.

The diagram also highlighted that the existingrditere has given little attention to the
post-structuralist approach in semiotics, discussedocial semiotics. Chandler (2002)
contends that an emphasis on the social dimendiosemiotics is relatively recent
outside of specialized academic journals, and fitoisyet much in evidence at the heart
of the activities of many semiotic researchers. aAsesult, the diagram showed the
contribution from post-structuralist social semistiin which it maintains that meaning
derives from differences internal to the sign systeself, they reject the idea of a single,
deep, determining structure, and emphasizes theranh instability of the sign. Also,
social semiotics stresses the active role of therpneter and the possibilities that
connotation allows for the generation of multipleanings. This helped the researcher
to understand why during the analysis of the retedindings, there were many

different interpretations of the same message.

235



In keeping with the thought of multiple interprétais of the same message, analysis of
the research findings showed not only differenerptetations between encoders and
decoders, but also different interpretations ambtigssencoders responsible for creating
the message. One would think that companies amtibrsuch as Highland Park, would

wish for all company representatives to communi@teohesive message, but social
semiotics does indeed help to explain this. Asipresly mentioned, it is interesting that

there may be significant differences between theoders, and so the chasm is not
simply internal versus external as is usually asliithis argument leads on to the next
section. Marketing communications theory usuallguases that any breakdown in

communication is between the organization and tresamers, and pays less attention

to any lack of integration within the organization.

7.3.2.2. Marketing Communications

The literature on semiotics helped the researahendke the significant decision of
interviewing consumers/decoders as well as pranstis/encoders, and also helped the
researcher during the analysis of the researchnfysd However, the researcher then
asks: Is semiotics of online marketing communicaienough to contribute to the wider
implications for marketing theory? Reflecting ore thndings, the author was able to
build up an original model on the dimensions of timine brand. This model allowed
the researcher to evaluate the research findingisstghe fourth research objective. The
fourth research objective was to ascertain anyeuffces between the encoders’
intentions and the consumers’ interpretations.eiation to the use of the imagery and
language within the Highland Park web site. Tolds,tthe researcher devised questions
in which to distinguish the responses to each. Ghestions were devised using the
model. Please refer to Figure 10 on the next pagthé model on the dimensions of the
online brand. This model can potentially be usethvény online brand, not only
Highland Park:
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Figure 10: Dimensions of Online Brand

Decoders/Users Perspective Encoders/Practitioners Perspec
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Source: The author, from the thesis research fgglin
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As mentioned, Figure 10 on the previous page isodainon the dimensions of the
online brand, which can potentially be used witly anline brand, not only Highland
Park. The concentric circles represent the overlagisveen the macro and micro

environments. The questions coming out of the mack=|

> Branding:

. What are the broad brand associations that thedéegomake in relation to
brand personality, and brand image on the web site?

. What are the broad brand positionings used by thetiioners’ in relation to

brand identity to influence the decoders’ brandeaisdions?

> Web Site:

" How the decoders’ engagement with the web siteputhtt accessing the
mediated online environment, affects their macrmb racro experiences?

" How the encoders’ build and design of the web diteough providing the
mediated online environment, influences the decddemacro and micro

experiences?

> Highland Park’s ‘h’ emblem:

" What are the specific brand associations that gwders’ make in relation to
the brand’s symbol, the ‘h’ emblem?

. What are the specific tactics that the encodere, us relation to the brand’s

symbol, the ‘h’ emblem, to influence the decodassociations?

> Highland Park Name Style:

. What are the specific brand associations that g#wders’ make in relation to
the brand’s name style?

. What are the specific tactics that the encodere, us relation to the brand’s

name style, to influence the decoders’ associations
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Colour of Highland Park’s Web Site Backgrounds:
What are the specific brand associations that deoders’ make in relation to
the colour of the brand’s web page backgrounds?
What are the specific tactics that the encoders’ingelation to the colour of the

brand’s web page backgrounds?

Highland Park’s Bottle, Labels and Packaging:

What are the specific brand associations that deoders’ make in relation to
the brand’s bottles, labels and packaging?

What are the specific tactics that the encoders’ insrelation to the brand’'s

bottles, labels and packaging?

Photography Used within Highland Park’s Web Site:

What are the specific brand associations that gwdkrs’ make in relation to
the photography used within the brand’s web site?

What are the specific tactics that the encoders’ingelation to the photography

used within the brand’s web site?

Text Used (wording and appearance) within HighlRadk's Web Site:

What are the specific brand associations that #wders’ make in relation to
the text used within the brand’s web site?

What are the specific tactics that the encoders’insrelation to the text used

within the brand’s web site?
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7.4. Advice for Further Research

This study provided a more complete understandfrgemiotics because consideration
was given not only to the structuralist foundinth&as, Saussure and Peirce, but also to
post-structuralist social semiotics. As a resultthwegards to identifying further
academic research to add to the body of knowledgemiotics, consideration should
be given by future researchers to the structurtdishding fathers and post-structuralist
social semiotics. On focusing on this study, andi@adarly taking social semiotics into
consideration, the researcher has learned that thex lot more to image and linguistic
analysis through the study of semiotics, than wagrally thought possible. The use of
semiotics has increased the researcher's awar@fighe complex interplay of many
factors to create marketing communications on thermet, and more specifically, the
imagery and language used. It is however inevitdtie this understanding could be

further improved through a number of research tivas.

The researcher of this study has contributed taatiaytical process by looking at the
imagery and language within an internet web sita @bint in time. Perhaps another
researcher may wish to develop a wider range ofaenfindings by taking a multi case

study approach and looking at a variety of alcahbkverages web sites, in relation to
the imagery and language used within them. AltéraBt, a future researcher could
move into another medium, for instance, mobile @son Another different

methodological technique could be used, for examalier than in-depth interviews,
an extensive questionnaire could be created tdlled but as the decoders’ view the
web sites, allowing time for more decoders to pgrtite. The drawback to this of
course, is that the researcher would not be preseint an interview, to help to guide the
respondents. As mentioned earlier in this chapker,model on the dimensions of the
online brand could potentially be used with anyirmlbrand, not only Highland Park,

and thus further research may look at another brand
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In addition, the researcher had to make many pragrdacisions about the research
during this study. The study has been conductetiinvithe confines of a Scottish
residing audience. Further research could be awoksral and be conducted with
different audiences. Also, given the cultural aspesemiotics, if this study was carried
out in a different culture, it would be interestitm see if the results would be very
different. Perhaps another researcher could gemfatther and consider web sites that
contain music throughout the web site experiendachvwould call for not only an
analysis of the visual aspects, but also the adinals also taking into account the

semiotics of music.

Moreover, the dynamic nature of the internet agu@a of study resulted in the author
having to make the conscious decision of givingitaoéf to the literature. As mentioned
in chapter two of this study, ‘Internet Marketingpr@munications’, the rise of social
networking web sites has forced marketers to waki uhe opportunities that are being
created for their brands (Simmons, 2008). We hdvéerome mobile data users —
sending emails, sharing photos, downloading soagd, using social networking sites
(Karakas, 2009). As Palmer and Koenig-Lewis (2000htend, companies need to

address target audiences both directly and alscettty through social media.

More than half of today’s teenagers (“the net gatien”) are mobile data users and a
great majority use social networking sites or Webrtals (Karakas, 2009). “Web 2.0
describes a robust and growing set of web appboatiand sites that leverage the
participation of many” (O’Reilly, 2006). For instaey in keeping with alcoholic

beverage brands, according to Marketing Weekly N@@8sSeptember 2009), the Jack
Daniel’s Distillery launched a month-long celeboatiof Jack Daniel’s birthday. For the
first time social networking was being utilized asmajor component of the brand’s
consumer outreach. On September 1st 2009, JackiBalsiunched its “Give A Toast”

application on Facebook and a “Toast Jack” featuwrdwitter to encourage virtual and
viral celebrations of Mr. Jack’s birthday. AlsogtPernod Ricard-owned drink Chivas

Regal launched a new website and digital campalgnfirst phase of a wave of online
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activity which aimed to develop long-term globahstgy for the brand. It is claimed the
move into digital is not just about appealing tgoanger demographic but about finding
new ways of pushing the connoisseurship of whiskygbnerating new content and
interest in the brand. (Marketing Week, 18 Juned208imilarly, creative innovation is

a central pillar of Pernod Ricard-owned vodka Abselbrand proposition, and digital

platforms play an important role in this. Mobilepéipations are another focus, with
Absolut’s Drinksmaster combining mobile technologiyh social media interaction via

Twitter and Facebook (New Media Age, 25 March 201®prddition, was the launch of
a campaign communicating the relationship betwesgrhtoaig whisky and US bourbon
whiskey Maker’'s Mark. A live and interactive web TSfow was placed on specialist
sites in the UK and US, and was streamed live timoLaphroaig Facebook group (PR
Week UK, 5 March 2010).

According to Karakas (2009), World 2.0 is radicatlifferent from the world as we

know it: the blogosphere is doubling in size every months. The new generation
internet tools, so called Web 2.0 tools, have festehe growth and popularization of
web-based communities and social networking sk@sakas, 2009). As Rettie (2009)
states, mediated interaction has become a feafuevavyday life, used routinely to

communicate and maintain contacts. Furthermoreetisealready discussion on the next
generation. Web 3.0, which will no doubt be foll@vey many more generations to
come, is developing at a relatively fast rate. Feenantic web (Web 3.0) will allow

applications to “understand” sentences and nafarajuage (Karakas, 2009). Valos,
Ewing and Powell (2010) claim that in arguably thest dynamic period in the history
of marketing, and in particular the management airk®ting communications, the

challenges and opportunities presented by onlineketiag are both immense and
unprecedented. Future research in this area mdymwesle on from Web 2.0 and focus
on Web 3.0, and so on and so on. The dynamic nafulee internet means that future

developments within marketing research will ineviyacontinue.
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7.5. Summary and Conclusion

This chapter evaluated the research findings agdes research objectives and the
research aim. A model on the dimensions of thenerthrand was presented in Figure 10
that can potentially be used with any online bramat, only Highland Park, and which
proposed many questions. The wider conclusionsraptications of the research study
were also discussed. This included implications rfarketing practice, followed by
implications for academic theory, covering semiotibeory and marketing
communications theory. Advice to further researes then given.

The author has carried out this study‘©fline branding and communications — the
theories and principles of semiotics: the caseh& Highland Park web sitemore

thoroughly and more focussed than anyone elsetrasithas indeed been worthwhile in
that it has suggested what researchers and makepetd, and arguably should, be
doing. The author is passionate about marketing commuaitat particularly in an

online context, and this study has sought to pmevéd thorough understanding of
semiotics and to extend semiotics into this new @lamBy offering a deeper and richer
understanding of the meanings derived within wdb sbommunications, this study
intended to contribute to the academic researcls flam on online branding and

communication.

The aim of the research was to develop a deepesrsiachding of online branding and
communications by applying the theories and priesipof semiotics. The rationale
behind the aim stemmed from Schibrowsky, Peltier Hill's (2007) statement that the
importance of the internet as an area of interé@siimthe academic community is strong
and growing, and signals the need to once agaiawehe internet marketing literature,
particularly in terms of potential research oppoities. Past research has been
dominated by the information-processing and quatni# tradition, and in this study, a
semiotic approach was proposed to fully uncoverdépth and richness of meaning

involved within online marketing communications,daspecifically web sites. The
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semiotic literature highlighted the importance loé tcontribution from the structuralist
approaches of the founding fathers of semioticsisSare and Peirce, but also pointed
the researcher towards a consideration of the giostturalist approach in semiotics,
discussed as social semiotics. Chandler (2002)eadstthat an emphasis on the social
dimension of semiotics is relatively recent outsafiespecialized academic journals, and
is not yet much in evidence at the heart of théviiels of many semiotic researchers.
This provided the author with a significant resbaagpportunity, and a gap in the

literature within which to try to fill.

The study supported a subjective reality withinirgerpretivist paradigm, and used the
theories and principles of semiotics to delve betbes surface to understand what was
really happening. Taking a qualitative case styalyr@ach, a key factor in selecting the
case of the Highland Park web site was the timindp® author’s study coinciding with
a critical period of development of the brand aseHdeveloped its online presence.
Social semiotics literature emphasized the impoganf the role of the decoder
(consumer interpreting the message) as well asetimoder (company/practitioner
creating the message). Using the qualitative sémctsired interviewing technique, the
objectives of establishing encoders’ intentions aletoders’ interpretations were
fulfilled. The objective of discovering the effetiat viewing the imagery and language
online had on interpretations, stemmed from Aaket Brown’s (1972) research on
brands, which indicated that marketers deliverihg same messages to the same
audience, can generate different effects deperahnipe context in which the messages
are embedded. Importantly, communicative and rithirenments such as the internet
accentuate the complexity of brand meanings (Derr@@teny, 2001). The final
objective explored the central paradox of semiptlmg ascertaining any differences

between encoders’ intentions and decoders’ intepoas.
The author created a diagram, highlighting the &eas of semiotic approaches, to refer

to when analyzing the interview transcripts. Sosehiotics alert us to the possibilities

that connotation allows for the generation of nplétimeanings (Eco, 1976), and that
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there are almost always several interpretationsiples(Barthes, 1985). Analysis of the
findings showed not only differences between encddmtentions and decoders’
interpretations, but also differences amongst theoders responsible for creating the
message, highlighting that the chasm was not sinmtigrnal versus external as is
usually assumed. Marketing communications theoryallg assumes that any
breakdown in communication is between the orgalm@aand consumers, and pays less
attention to any lack of integration within the angzation. The author then asked: Is
semiotics of online marketing communications enoughcontribute to the wider
implications for marketing theory? Reflecting ore thindings, the author was able to
build up an original model on the dimensions of dnéine brand, which can potentially

be used with any online brand, not only HighlanckPa

Semiotics is, in essence, an adaptable methodalffggng flexible solutions to specific
marketing problems, such as identifying gaps angbdpnities for brand positioning;
showing semiotics has implications for market enffjie author argues that it is
becoming increasingly risky for marketers not tasider using semiotics. It can be used
to analyze all aspects of branding that communitiaée brand to consumers, from
advertising and packaging to point-of-sale and hmandising. Semiotics has the ability
to make communications successful for brands with&ir competitive and cultural
contexts, and has implications for communicatidretegy, including concept stretching
and enrichment. On focusing on this study, the@utlas learned that there is a lot more
to image and linguistic analysis through the steflysemiotics, than was originally
thought possible. The use of semiotics has inctedise author's awareness of the
complex interplay of many factors to create onlmarketing communications. It is
however inevitable that this understanding couldusther improved through a number

of research directions as proposed by the author.
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Appendix 1: Interview Guide — Global Marketing Controller, Highland Park

Introduction (2-3 minutes)

AN NN

Welcome and thank you.

Emphasize confidentiality.

Confirm name and position for the tape recordesodeCraig, Global Marketing
Controller of Highland Park, Single Malt Whisky.

The aim of my research is to explore the extenwtoch the theories and
principles that semiotics offers, contribute toraager understanding of the use
of the imagery and language within internet webssit

The interview will allow me to establish HighlandrR's intentions of the use of
the imagery and language within the web site. $eteconsumers will then view
the web site and be interviewed to allow me to tgva deep understanding of
their interpretations of the use of the imagery Emgjuage within the web site. |
will then ascertain any differences between Hig@l&ark’s intentions and the
consumers’ interpretations, of the use of the imagend language within the
web site.

The main areas to be addressed in the interview are

Part 1: Brand questions.

Part 2: Internet and web site questions.

Part 3: Questions regarding the use of the imagadylanguage within the web
site.

Discussive Phas¢50-55 minutes)
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Part 1: Brand Questions(8-10 minutes)

Question 1: Sales of blended Scotch are declining worldwideengas world sales of
malts have more than tripled in the past decade) i small number of markets such as
the UK, France and the US. What are your thougdganding this statement? Why?
Prompt: There is momentum behind the category, wwoes awareness is increasing,
there is a general trend to premium products, amdstment is being put behind the

brands.

Question 2: What is currently the emphasis within the singlaltn&cotch whisky
category?
Probe: On what basis do brands differentiate themse Authenticity; individuality;

discovery; and moving upmarket?

Question 3: What demographic characteristics would you ugdeatify an individual
as a single malt Scotch whisky drinker?
Probe: Strong male bias; ABC1 socio-economic growpr 45s; popular in Scotland.

Supplementary Question: When identifying an individual as a Highland Park

drinker, are drinker attitudes more important tdeamography?

Question 4: What are the current challenges facing the simgidt Scotch whisky
category?
Prompt: To attract new consumers yet retain populamong existing drinkers.

Supplementary Question: What is Highland Park doing in relation to these
challenges?
Prompt: Make the drink more appealing to youngersamers. Attract females through

cocktail culture.
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Question 5: Sales of Highland Park are now outstripping thet of the single malt
Scotch whisky category four-fold (Drinks BusinessviRw, 4/9/06). Do you
agree/disagree with this statement? Why mightligiz

Supplementary Question: What percentage of the single malt Scotch whisky
category does Highland Park hold worldwide, inthéand in Scotland?
Prompt: The Edrington Group invested £18 millionairglobal plan to double annual

sales over the next 5 years and become one ofdHd’sitop ten malts.
Question 6: Brand personality can be defined as the set ofamuicharacteristics
associated with a brand. How would you describéntdigd Park’s personality?

Probe: Determine rationale behind selected desgmnipt

Question 7: What is the core brand positioning for HighlandkP?a

Part 2: Internet Questions(10-15 minutes)

Question 1: Which marketing agency do you use for your newimedmmunications

and also your traditional media communications?

Supplementary Question: What percentage of your overall marketing budgetpent

on your internet marketing communications?

Question 2: The internet opened to commercial traffic in 19%then was the

Highland Park web site first created?

Supplementary Question: In your opinion how has the web site changed sihern?

Question 3: How often is the web site updated?
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Supplementary Question: Will the web site change drastically before thd e this

year?

Question 4: What are the key objectives of the Highland Paek site?
Probe: Enhancing brand image and awareness; pngvidformation on products and

services; and providing entertainment.

Supplementary Question: How is the web site promoted?

Question 5: How would you describe the brand image (e-identitfythe Highland
Park web site?

Supplementary Question: How does the web site link with your overall caige

identity?

Question 6: In the case of the internet, marketers benefit regiching both a
worldwide market and a specific group of consumefkich target audience/geographic

areas is the Highland Park web site targeting? Why?

Question 7: In the case of the internet, the literature sutggbsands need to ‘pull’
active audiences to their web sites by providinigjua values and benefits. What do you

regard to be the unique values and benefits offtgkland Park web site?

Supplementary Question: Has research been conducted on users’ experiavites
the Highland Park web site?
Prompt: Measuring attitude towards the web site.aliating the design and

effectiveness of promotional content on the wed. sit
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Part 3: Questions Regarding the Use of the Imagerand Language within the
Highland Park Web Site (30-35 minutes)

Question 1: Have you heard of the term semiotics being useda imarketing

communications context? In what way?

Supplementary Question: Have you heard of the term semiotics being applced

internet marketing communications before? In whay®v

www.highlandpark.co.uk - Discussion

Home

v" Memory: Graphics, colour, style, layout and typqina

» ‘h’ scandic emblem on every web page.

» Memory: A symbol can become a type of shorthandttier personality of the
company and its values.

» Black background and stone visual.

About Orkney
v' Memory: Graphics, colour, style, layout and typgima
> Logo on every web page returns user to home page.

» Black background and dark and medieval visually.
» History of Orkney since 1798 and Highland Park pae of this.
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Memory: Language should be attractive and meaningfuarget audiences.
Words not only describe things; they communicatgirigs, associations and

attitudes - They bring ideas to consumers’ minds.

» Gallery of Orkney landscapes and distillery imagkslark.

Memory: Colour can be used to create, maintain randify brand images in

consumers’ minds.

The Distillery

v" Memory: Graphics, colour, style, layout and typgima

The Magnus Eunson Story, founder of the distillery.

5 Keystones to making the spirit.

Best Spirit in the World, Pacult 2006 Spirit Journa

The People - Maltman with dark background, the Teawoh Distillery Manager
with lighter background.

How to get to Orkney - visitorkney.com and logarcruk (Loganair
Partnership initiative with Highland Park for charflights and VIP tours).

Visiting the Distillery - opening times plus addseemail and telephone number.

The Whisky

v" Memory: Graphics, colour, style, layout and typgima

» New Packaging: Visual of bottles and labels - Retiar authentic colours and

designs, redesigned by Mountain Creative Desigrb (siee design and imagery
also), including The Amulette (charm) and The Bo#hd Label.

Memory: Very good for semiotic understanding.

A Brief History of Distilling with a detailed pross of distilling and how it all

began.
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Core Expressions - Highland Park production andiegjahen detailed tasting
notes, accolades and quotes for 12, 15, 16, 18®@%ear olds.

Limited editions information, quotes, pricing arakting notes for The Lunar
Bottling, The St. Magnus Festival 2006, The AmbdssaCask 2, The
Ambassador Cask, 2000, Highland Park Capella, 19947, 1958, 35 year old
Goodwins, 1967

lan Rankin ‘Rebus 20’: Highland Park teamed up wWéh to create a unique
whisky celebrating the #Danniversary of his Inspector Rebus novels. Scots
author selected a cask of single malt which is ary old and will be used to
create Rebus 20 single cask limited edition. Compe$ and Links including
ianrankin.net due to high demand.

How to Nose and Taste by Gerry Tosh, Global BramtbAssador.

Memory: Graphics, colour, style, layout and typqdra

Range of new merchandise to compliment new logopactaging.

Highland Park Inner Circle for regular email updab@ all goings on.

The Whisky: 18, 25, 30, Ambassador Cask 2, LundtliBg, 12, 15, St. Magnus
Festival 2006 - Description, price, enlarge image buy.

Clothing Range and Accessories.

Very detailed Customer Service page.

Just For Fun

v

Memory: Graphics, colour, style, layout and typqdra

285



» Highland Park and food with a master chef creaimdjshes to compliment
the range.

» Wallpaper and screensavers.

News Update

v" Memory: Graphics, colour, style, layout and typqina

= Latest News e.g. 10 April 2007, named ‘Distillertoé Year’ in the Wold Spirits

Awards 2007, and the Archive on news.
Inner Circle
v' Memory: Graphics, colour, style, layout and typqina
» Highland Park newsletter: Latest mentions Malt Achte, USA’s leading
whisky magazine.

= Entered into prize draw to win Limited Edition Reli20 goodie bag.

Summarising Phase(2-3 minutes)

= Summary of parts 1, 2 and 3. Check all major istiae® been tackled.

Thank you for your participation.
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Appendix 2: Interview Guide — Head Creative, Mountan Creative Design

Introduction (2-3 minutes)

AN NN

Welcome and thank you.

Emphasize confidentiality.

Confirm name and position for the tape recorder.

The aim of my research is to explore the extenwtoch the theories and

principles that semiotics offers, contribute toraager understanding of the use
of the imagery and language within internet webssit

The interview will allow me to establish HighlandrR's intentions of the use of

the imagery and language within the web site. $eteconsumers will then view

the web site and be interviewed to allow me to tgva deep understanding of
their interpretations of the use of the imagery Emgjuage within the web site. |

will then ascertain any differences between Hig@l&ark’s intentions and the

consumers’ interpretations, of the use of the imagend language within the

web site.

The main areas to be addressed in the interview are

Part 1: Brand questions.

Part 2: Internet questions.

Part 3: Questions regarding the use of the imagadylanguage within the web

site.

Discussive Phas¢50-55 minutes)

Part 1: Brand Questions(5-10 minutes)

Question 1: What are your overall thoughts on the HighlandkPasand?

Probe: Say anything you like here.

287



Question 2: Brand personality can be defined as the set ofamuicharacteristics
associated with a brand. How would you describéntdigd Park’s personality?

Probe: Determine rationale behind selected desmnipt

Jason: Substance over style, integrity, consideretflash, not showy, knowledgeable.

Brand vision is to become the most respected simgléin the world.
Question 3: In terms of the brief given to you by Highland Rawvhat were the key
objectives?

Probe: Re-invent the brand’s identity.

Question 4: Are you still working on the Highland Park branifiao, what are you

currently doing and what will you be doing in theure, if anything?

Part 2: Internet Questions(10-15 minutes)

Question 1: The literature suggests that FMCG brands are detmading strong signs
that they are embracing online. Based on your oxpeence, particularly in relation to
alcoholic beverages if applicable, do you agreé wits statement?

Probe: Online is seen as a viable channel for engagth consumers more deeply.

Question 2: The literature suggests that web sites are nowidered a specific form
of online marketing communications. Do you belighat web sites have a greater
number of options than other online marketing comication formats, and in what
ways?

Probe: Users seek out a web site, web sites affozdter opportunities to create an
emotional experience, and the length of a persaamppeal located on a web page has
no bounds.
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Question 3: How would you describe the brand image (e-ideptitfythe Highland
Park web site?

Jason: Traditional, authentic, hand-crafted, radsimple.

Question 4: What do you believe to be the key objectives ef ighland Park web
site?

Jason: Bring a little bit of Orkney to your scre@ver riding ambition was to try and
deliver the rawness, the harshness, the isolatimgemptiness. So it's very much the

solitude and the natural wonder of Orkney and tlystizism.

Question 5:  The literature suggests brands need to ‘pullvacéiudiences to their web
sites by providing unique values and benefits. Wihatyou regard to be the unique
values and benefits of the Highland Park web site?

Jason: It gives you the opportunity to view OrknElge on going benefit isn’t in visiting

the web site, it's signing up to learn more, and outbound communication is more
about knowledge and integrity and almost doingghithe right way, the traditional

way, when we are talking about brand personality.

Part 3: Questions Regarding the Use of the Imagerand Language within the
Highland Park Web Site (30-35 minutes)

Question 1: Have you heard of the term semiotics being useda imarketing
communications context? In what way?

Jason: Yes, I've heard of the term semiotics andenand more I've heard of it being
applied in a marketing communications context pbbpaver the last year. Semiotics is
beginning to emerge and | think it's because coresarare looking for substance behind
what they're buying, and therefore imagery, phrisgoand brand personality all have
to start to emerge from everything, and if you hangonsistency then you by definition

are a schizophrenic brand.
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Supplementary Question: Have you heard of the term semiotics being appleed
internet marketing communications before? In whay®v
Jason: No.
+« | am now going to enter the web site and ask yastons regarding mostly the
use of the imagery and language within the web site

In terms of ease-of-use, flow, navigation, interastity and vividness, how would you

rate the Highland Park web site?

Jason: Our target audience remember probably wamn'as web literate as our 20-35
year olds would be, so they want ease of navigationple structure, they're probably a
few years behind the generation that are drivihgh@ interactivity. So if you go into
our web site if you're 50 this is good. If you gaa our web site when you're 18 or 19
this is a bit dull.

‘h’ emblem

Jason: | decided with Andy to look at everythingagery, iconography, brand identity,
and all of this was going on at the one time swas re-designing the packaging, the
identity, the brand typography, everything at the ime in 2005.

| sent Andy Bowman to the Viking museums in Finlamdl Sweden and said go away
and come back and justify to me that the old ‘’ekevant. If you think it isn’t relevant
and can’t be authenticated, justify it: Why thatotw, why that shape, why that curve,
why that typography. Andy came back and said thenvbuldn’t be in a square box,
that’s not likely from a hybrid of Celtic and Scamalvian pictures. The reason a hybrid
is because in 1471 the King of Norway gifted Orkaey Shetland to Scotland so it was

never Scottish. So the history and heritage ofiglaad began at a point in time. So we
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can play the Scandinavian, Celtic melting pot hylgame and we decided we would do
that.

Andy said it's going to be a lower case ‘h’ notapital, it will have curves, and it will
not be straight edged. Everything about Scandimaarahitecture, even when you think
about the Viking boats, the dragons’ heads, thelalys on their shields, the decoration

on their swords, everything was very curved andnahtand almost dragon like.

Charcoal colour

Jason: If you were to go with what works online yeouldn’t go black, because white
text on black isn’t the easiest to read. We aregude black. We were very black but we

are now charcoal and to be honest I'm still tweglinlours.

Label colours

Jason: The orange is in the stone all over Orkmelyits handy that amber is the colour
of whisky, and ourl2 year old, old pack was predominantly orange ingemg so
there’s a kind of familiarity for consumers.

Thel5year old is green because there’s fields everysvberOrkney.

The 16 year old is very sky blue or the blue of the sea.

The one that | can’t really authenticate is ##8eyear old which is red, it's just it's a nice

regal colour for the best spirit in the world.

Photography

Jason: Every on the web site that is an imageefdland from a distance is landscape,
the only shots that aren’t landscape are extrewwsedlps for example of the rocks. It's

more to break it up for the watching viewer. It ksolike it's black and white
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photography but it is actually full colour blackdamwhite photography, because it's a

black and white image with a wash to give a wartateomething which is quite stark.

Bottle

Jason: The shape is easy on the hand, so it'sr@éageur than a round bottle, there’s an
embossed ‘h’ so you feel a little bit of tactiliyhen you lift the bottle, if you hold the
bottle higher up there’s also embossing on the bseleasy on the hand, feels good on
the hand, simple imagery, simple labels, and theskyhis the King so don't hide the
whisky behind green glass, don't hide the whisklyibe big labels.

Logo

Jason: There are two versions of our logo. Theaaetacked version and a linear version.
Normally you have the ‘h’ above the words HighldPark, and you also have the ‘h’ to
the left of the words Highland Park as a linealog/hen you're designing an identity
you can't always have a square, because if yowregdsponsorship, most sponsorship
allows you to fill a strip along the bottom, whitdénds to be not particularly high but
wide, so you can’t have a stacked logo or it woldd microscopic. So, we use two

different brand identities.

Lexicon created of Highland Park language

Jason: | employed a guy who used to be the Ecit@hief for Whisky Magazine. For

example, | don’t want to say heritage, so | can aathentic, integrity and legacy. The
thing that can most often go wrong is layout anjleage. Certain words don't translate
well and we’ve found that to our cost with otheatwls, but this lexicon works and gives
you an element of control and people like simpl&lglines. Again, it's consistency and

control. In relation to layout, it's with everytlgnfor instance there are brand identity
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guidelines on how you can and cannot use my logoarggles, typography, style

changes, sizes, proportions, distances from the etithe page.

Summarising Phasg2 minutes)

= Summary of parts 1, 2 and 3. Check all major istiaee been tackled.

Thank you for your participation.
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Appendix 3: Interview Guide — Head of Brand Educaton, Highland Park

Introduction (3 minutes)

AN NN

Welcome and thank you.

Emphasize confidentiality.

Confirm name and position for the tape recordenryz&osh, Head of Brand
Education at Highland Park.

The aim of my research is to explore the extenwtoch the theories and
principles that semiotics offers, contribute toraager understanding of the use
of the imagery and language within internet webssit

The interview will allow me to establish HighlandrR's intentions of the use of
the imagery and language within the web site. $eteconsumers will then view
the web site and be interviewed to allow me to tgva deep understanding of
their interpretations of the use of the imagery Emgjuage within the web site. |
will then ascertain any differences between Hig@l&ark’s intentions and the
consumers’ interpretations, of the use of the imagend language within the
web site.

The main areas to be addressed in the interview are

Part 1: Brand questions.

Part 2: Internet questions.

Part 3: Questions regarding the use of the imagadylanguage within the web
site.

Discussive Phasés7 minutes)

Part 1: Brand Questions(20 minutes)

Question 1: As the Global Brand Ambassador for Highland Pasqy\vbriefly what

does your job entail?
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Question 2: Sales of blended Scotch are declining worldwideensas world sales of
malts have more than tripled in the past decade) i small number of markets such as
the UK, France and the US. What are your thougdtganding this statement, and why
do you think this is?

Prompt: There is momentum behind the category, wwoes awareness is increasing,
there is a general trend to premium products, amdstment is being put behind the

brands.

Question 3: What is the emphasis and the main challenges rwithe single malt
Scotch whisky category? What is Highland Park damiglation to this?

Probe: On what basis do brands differentiate themse Authenticity; individuality;
discovery; and moving upmarket? To attract new gores's yet retain popularity among

existing drinkers.

Question 4: What demographic characteristics would you ugdeatify an individual
as a single malt Scotch whisky drinker?

Probe: Strong male bias; ABC1 socio-economic growpr 45s; popular in Scotland. In
the UK, 25 years minimum but lion’s share is 40y&@rs.

Question 5: When identifying an individual as a Highland Palrknker, are drinker
attitudes more important than demography?

Probe: It isdemographics but also changing drinker attitudes.

Question 6: Sales of Highland Park are now outstripping thet of the single malt
Scotch whisky category four-fold (Drinks BusinessviRw, 4/9/06). Do you
agree/disagree with this statement? Why mightligiz

Probe: Highland Park grew about 30% and the mavistgrowing about 7 or 8%. This
was marketing-led genius: First of all packagingeond of all PR of the packaging,
thirdly speaking with all the whisky experts andropn formers and influencers and

advising them what we were doing, why we were daing
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Question 7: What is the core brand positioning for HighlandkP?a
Probe: Brand essence is the word flawless. Itesfldwless balance between sweetness

and smoke.

Question 8: Brand personality can be defined as the set ofamucharacteristics
associated with a brand. How would you describétdigd Park’s personality?
Probe: Substance over style, integrity, considenedt flashy, not showy, and

knowledgeable.

Part 2: Internet Questions(20 minutes)

Question 1: The literature suggests that FMCG brands are dstraiimg strong signs
that they are embracing online. Do you agree witis istatement, particularly in
relations to alcoholic beverages?

Probe: Online is seen as a viable channel for engagth consumers more deeply.

Question 2: The literature suggests that web sites are nowidered a specific form
of online marketing communications as opposed togba carrier. Do you believe that
web sites have a greater number of options thaer édhmats, and in what ways?

Probe: Web sites afford greater opportunities &ai@ an emotional experience, and the

length of a persuasive appeal located on a web Ip@geo bounds.
Question 3: How would you describe the brand image (e-ideptitfythe Highland
Park web site?

Probe: Traditional, authentic, hand-crafted, ra@ simple.

Question 4: How does the web site link with your overall corgge identity?
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Question 5: What do you believe to be the key objectives ef iighland Park web

site?

Probe: Bring a little bit of Orkney to your scre€wer riding ambition was to try and
deliver the rawness, harshness, isolation, emgtinéss very much the solitude and

natural wonder of Orkney, and the mysticism.

Question 6: In the case of the internet, the literature sutggbsands need to ‘pull’
active audiences to their web sites by providinigjua values and benefits. What do you
regard to be the unique values and benefits ofitgbland Park web site?

Probe: It gives you the opportunity to view Orkn&lie on going benefit isn’t in visiting
the web site, it's signing up to learn more and outbound communication is more
about knowledge and integrity and almost doinggsithe right way, the traditional

way, when we are talking about brand personality.

Part 3: Questions Regarding the Use of the Imagerand Language within the
Highland Park Web Site (15 minutes)

Question 1: Have you heard of the term semiotics being useda imarketing
communications context? In what way?

Jason: Yes, I've heard of the term semiotics andenand more I've heard of it being
applied in a marketing communications context pbbpaver the last year. Semiotics is
beginning to emerge and | think it's because comsarare looking for substance behind
what they're buying, and therefore imagery, phriggoand brand personality all have
to start to emerge from everything, and if you hmg®nsistency then you by definition

are a schizophrenic brand.
Question 2: Have you heard of the term semiotics being appbedternet marketing

communications before? In what way?

Jason: No.
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Question 3: What role did you play in the designing of the Hagid Park web site?

Question 4: In terms of ease-of-use, flow, navigation, intékaty and vividness, how

would you rate the Highland Park web site?

‘h’ emblem

Jason: | decided with Andy to look at everythingagery, iconography, brand identity,
and all of this was going on at the one time swas re-designing the packaging, the
identity, the brand typography, everything at the ime in 2005.

| sent Andy Bowman to the Viking museums in Finlamdtl Sweden and said go away
and come back and justify to me that the old ‘ielevant. If you think it isn’t relevant
and can’t be authenticated, justify it: Why thatotw, why that shape, why that curve,
why that typography. Andy came back and said thenvtuldn’t be in a square box,
that’s not likely from a hybrid of Celtic and Scamalvian pictures. The reason a hybrid
is because in 1471 the King of Norway gifted Orkaeg Shetland to Scotland so it was
never Scottish. So the history and heritage ofiglaad began at a point in time. So we
can play the Scandinavian, Celtic melting pot hylgame and we decided we would do
that.

Andy said it's going to be a lower case ‘h’ notapital, it will have curves, and it will
not be straight edged. Everything about Scandimaarahitecture, even when you think
about the Viking boats, the dragons’ heads, thelalys on their shields, the decoration

on their swords, everything was very curved andnahtand almost dragon like.

Charcoal colour

Jason: If you were to go with what works online yeouldn’t go black, because white
text on black isn’t the easiest to read. We aregude black. We were very black but we

are now charcoal and to be honest I'm still tweglagalours.
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Label colours

Jason: The orange is in the stone all over Orkmelyits handy that amber is the colour
of whisky, and ourl2 year old, old pack was predominantly orange ingemg so
there’s a kind of familiarity for consumers.

Thel5year old is green because there’s fields everysvberOrkney.

The 16 year old is very sky blue or the blue of the sea.

The one that | can’t really authenticate is #l8eyear old which is red, it's just it's a nice
regal colour for the best spirit in the world.

Photography

Jason: Every on the web site that is an imageefdland from a distance is landscape,
the only shots that aren’t landscape are extrewsedlps for example of the rocks. It's
more to break it up for the watching viewer. It ksolike it's black and white
photography but it is actually full colour blackdawhite photography, because it's a
black and white image with a wash to give a wartateomething which is quite stark.

Bottle

Jason: The shape is easy on the hand, so it'sr@éageur than a round bottle, there’s an
embossed ‘h’ so you feel a little bit of tactiliyhen you lift the bottle, if you hold the
bottle higher up there’s also embossing on the bseleasy on the hand, feels good on
the hand, simple imagery, simple labels, and theskyhis the King so don't hide the
whisky behind green glass, don't hide the whiskigibe big labels.
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Logo/ Name Style

Jason: There are two versions of our logo. Theaestacked version and a linear version.
Normally you have the ‘h’ above the words HighldPark, and you also have the ‘h’ to

the left of the words Highland Park as a lineamolo@g/hen you're designing an identity

you can't always have a square, because if yowregdsponsorship, most sponsorship
allows you to fill a strip along the bottom, whitdénds to be not particularly high but

wide, so you can’t have a stacked logo or it woldd microscopic. So, we use two

different brand identities.

Lexicon created of Highland Park language

Jason: | employed a guy who used to be the Edit@hief for Whisky Magazine. For
example, | don’t want to say heritage, so | can aatypentic, integrity and legacy. The
thing that can most often go wrong is layout anjleage. Certain words don’t translate
well and we’ve found that to our cost with otheatwls, but this lexicon works and gives
you an element of control and people like simpl&lglines. Again, it's consistency and
control. In relation to layout, it's with everytlgnfor instance there are brand identity
guidelines on how you can and cannot use my logoarggles, typography, style

changes, sizes, proportions, distances from the efithe page.

Summarising Phasg2 minutes)

=  Summary of parts 1, 2 and 3. Check all major istiae® been tackled.

Thank you for your participation.
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Appendix 4: Email Questionnaire to Consumers

Subject: Participating in research to win a batfi€The Best Spirit in the World.”

My name is Sarah Cara Grumball, and | am studymgthie degree of MPhil in
Marketing at the University of Strathclyde in Glasg The aim of my research is to
explore the extent to which the theories and ppiesi that semiotics (life of signs)
offers, contribute to a greater understanding ef tise of the imagery and language

within internet web sites.

| would greatly appreciate you participating insttghort questionnaire, which should
take no more than 5 minutes of your time. Any infation you give me will be used for
academic purposes and be treated with the utmodtdeatiality. The questionnaire
consists of questions about drinking whisky, theermet, your background and finally

your interest in a study about website imagerylanduage.

Simply put a tick in the appropriate box(es) orgype appropriate information in the
spaces available. Please return the completedigueaire at your earliest convenience

to sarah.c.grumball@strath.ac.uk or simply click ‘Reply.’

Sincerely,

Sarah Cara Grumball.
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Questionnaire

Whisky Questions

Q1.

Q2.

Q3.

Q4.

Are you a Scotch whisky drinker?

Yes
No

If No, please terminate this questionnaire andkhau for your time.
Are you a blended or a single malt Scotch whadnker?

Blend

Malt

Both

Don’'t know

If only Blended, please terminate this questiormaind thank you for your time.

What are your preferred single malt Scotch kbsto drink? Please specify a

maximum of five.

How often do you drink these preferred sing&tr8cotch whiskies?

Once a week or more often

Between once a week and once a month
Between a month and once every three months
Three or four times a year

Once a year or less
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Q5.

Q6.

Q7.

Q8.

What is your favourite single malt Scotch wlyisé drink?

Are you aware of the single malt Scotch whiskghland Park?

Yes
No

If No, go to Q9.

Do you drink Highland Park single malt Scotdhisiy?

Yes
No

If No, go to Q9.

How often do you drink Highland Park single n@&dtotch whisky?
Once a week or more often

Between once a week and once a month

Between a month and once every three months

Three or four times a year

Once a year or less
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Internet Questions

Q9. Do you use the internet?

Yes
No

If No, go to Q17.

Q10. How often do you use the internet?

Every day

Almost every day

Once a week

Once every two weeks
Once every three weeks
Once a month

Less than once a month

Q11. Where do you access the internet from? Pledsall boxes that apply.

At home

At work

Mobile access whilst at home
Mobile access whilst at work

Mobile access whilst on the move
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Q12. What internet connection(s) do you have whereaccess the internet?

Dial up
Broadband
Both

Other

Please specify

Q13. What are the reasons you use the internefiegse tick all boxes that apply.

Searching for information about goods or services

Using email

General browsing or surfing

Searching for information about travel and accomatiot

Playing or downloading games, images or music

Internet banking

Reading or downloading on-line news (inc. newspapemnews magazines)
Activities related specifically to employment (camt or future job)
Seeking health related information

Activities related to a school, college or universiourse

Looking for a job or sending a job application

Listening to web radios/watching web television

Downloading software other than games

Other communication e.g. chat rooms, message boards

Post educational activities (e.g. leisure actigitie

Selling goods or services

Telephoning over the internet/video conferencing

Other

Please specify
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Q14. Have you ever visited any single malt Scotblsiey web sites?

Q15.

Q16.

Yes
No

If No, go to Q17.

Which single malt Scotch whisky web sites hawe visited?
How often do you visit these web sites?

Once a week or more often

Between once a week and once a month

Between a month and once every three months

Three or four times a year

Once a year or less

Background Questions

Q17.

Q18.

What is your name? First name and surname.

What is your gender?

Male
Female
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Q19. What age group do you belong to?

Below 25
25-34
35-44
45 - 55
Above 55

Q20. What is your home address and postcode?
Q21. What is your marital status?

Single (never married)

Married (first marriage)

Re-married

Separated (but still legally married)

Divorced

Widowed

Q22. Do you have any children currently living atite with you?

Yes
No

If No, go to Q24.

Q23. What are the ages of the children currentindi at home with you?
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Q24. Which of these qualifications do you haveagdetick all boxes that apply or, if
not specified, the nearest equivalent.

High School Standard Grades
High School Highers

College HNC or HND

First Degree (e.g. BA, BSc)
Higher Degree (e.g. Ph.D.)
No Qualifications

Other

Please specify

Q25. What is your current working status?

Working full time (30+ hours/week)
Working part time (8—-29 hours/week)
Self-employed

Not working/unemployed

Looking after home/family

Student

Long term sick

Retired

If Student or Looking after home/family, go to Q29.
Q26. What is (was) the nature of the businesseapldce where you work (worked) as
your main job? Your main job is the job in whichuyosually work(ed) the most

hours. If you are (were) self-employed or have {hauair own business, what is
(was) the nature of your business?
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Q27. What is (was) the full title of your main job?

Q28. Describe what you do (did) in your main job.

Closing Question

Q29. Would you be willing to view a single malt $dwo whisky web site, and discuss

your interpretations of the use of the imagery amguage within that web site?

Yes
No

The End. Thank you for your participation.
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Appendix 5: Consumer Sample Grid
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Appendix 6: Consumers’ Interview Guide

Introduction (2 minutes)

Welcome and thank you.

» The aim of my research is to explore the extentvtoch the theories and
principles that semiotics (life of signs) offerspntribute to a greater
understanding of the use of the imagery and languathin internet web sites.

» Please spend as long as you like on the Highlankl \Wweb site, getting a ‘feel’
for the site, based on what my research aim is.

= After viewing the Highland Park web site, you wile interviewed for
approximately 30 minutes. The interview consistéoof questions, followed by
topic areas to discuss, which will allow me to bish your interpretations of the
use of the imagery and language within the Highlatk web site.

= Emphasize confidentiality.

= Confirm name for the tape recorder.

» Please let me know if you would like to refer backhe Highland Park web site

prior to answering any questions.

Discussive Phas€30 minutes)

Question 1: Brand personality can be defined as the set ofamuicharacteristics

associated with a brand. How would you describéntdigd Park’s personality?

Question 2: How would you describe the brand image (e-ideptitfythe Highland
Park web site?

Question 3: What do you think are the key objectives of thghtand Park web site?
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Question 4: In terms of navigation and interactivity, how wowlou rate the Highland

Park web site?

Topicareal: ‘h’emblem

Probe:

Hand-crafted, jewellery made, Orcadian ‘h’
Overlaps onto image

Size

Curved shape

Knot work

Colour

Typography (style/appearance of letters/figures)

Topic area 2:  Name style

Probe:

Size

Shape/layout (single line and stacked version)
Colour

Font

Style

Typography (style/appearance of letters/figures)

Topic area 3:  Colour of web page backgrounds

Probe:

Colours from Orkney environment
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Topic area 4:  Bottles, labels and packaging
Probe:
» Each age differentiated by ‘year colour’ with yoengyears (12-18) having
stronger and brighter colours, and older yearsai2® 30) having more muted,
sophisticated colours

Topic area 5: Photography
Probe:
= Colour — matt black and white image with a waslotigh it
= Style — wild and tempestuous weather, clean, pasand natural environment
» Shape - panoramic, longitudinal, powerfully portrathe landscape, with

occasional extreme close ups

= Size
Topic area 6: Text (2 pronged — appearance and wording)
Probe:

= Style — Interpretation of chosen words

= Size

= Font

= Colour

» Layout (framing)

= Typography (style/appearance of letters/figures)

Summarising Phasg2 minutes)

» Check all major issues have been tackled, and asicipants if there is
anything they would like to add.

Thank you for your participation.
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Appendix 7: Practitioners’ Informed Consent Form

I, the undersigned...........c.oooiiiiiiiiinn. certify that | freelparticipate to the

research project exploring semiotics and internatketing communications. The nature

of the research project is as follows:

1.

The project aims to explore the extent to which ttheories and principles that
semiotics offers, contribute to a greater undestanof the use of the imagery
and language within internet web sites.

The interview aims to establish the encoder’s itides of the use of the imagery
and language within the web site. It is expectethsb no longer than one hour,
and with the interviewee’s consent, will be tapeoreed.

The interview will focus on: Brand questions; imet questions; and questions
regarding the use of the imagery and language nitie web site.

The interviewee has the right to refuse to answey question, and may

terminate the interview at any time, without pramgljustification.

To protect participants, the following steps wile haken with regards to

anonymity and confidentiality of information:

a. In research papers the identity of the interviewgkbe known.

b. Only the researcher will have access to the imervitapes and
transcripts.

c. Once the interview is transcribed, and if the wiwee requests, a copy
of the transcript can be sent. The interviewee bellgiven four weeks to
communicate to the researcher any transcript cosoar modifications.
Once this four week period is over, it will be assd that the
interviewee agrees with the transcript.

d. When a draft of a research paper is produced, fideiinterviewee
requests it, a copy will be sent for the intervievie review.

e. The original tapes will be destroyed after the Milas been awarded, as

will any transcripts remaining.
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6. Research papers and/or presentations will be wriftem the information
gathered, and eventually published in academicoamaéactitioner journals.

7. A summary of the research will be sent to partictpaipon request.

8. The research project is under the responsibilitgafah Cara Grumball, research
student at the University of Strathclyde in Glasg&uwpervisors are Dr lan Grant

and Dr Stephen Tagg.

Read and approved on...................

Participant’s signature.........cec.vvvveviiennns

Researcher’s signature..........ccovevveiieneninnn.
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Appendix 8: Consumers’ Informed Consent Form

I, the undersigned............cooooiiiiiiiii i certify that | &ly participate to
the research project exploring semiotics and imttemarketing communications. The

nature of the research project is as follows:

9. The project aims to explore the extent to which ttieories and principles that

semiotics offers, contribute to a greater undedstanof the use of the imagery

and language within internet web sites.

10.Each participant will view the appropriate web sigad will be interviewed

directly afterwards. Each interview is expectedasi no longer than 30 minutes,

and with the interviewee’s consent, will be tapeoreed.

11.The interview consists of four questions, followey topic areas, which will

allow the researcher to establish the interviewa@dsrpretations of the use of

the imagery and language within the appropriate svteh

12.The interviewee has the right to refuse to answgrcuestion, and may stop the

interview at any time, without providing any justétion.

13.To protect participants, the following steps wile baken with regards to

anonymity and confidentiality of information:

a.
b.

In research papers the identity of the interviewdenot be known.

Only the researcher will have access to the imervitapes and
transcripts.

Once the interview is transcribed, and if the wmrvee requests it, a
copy of the transcript can be sent out. The ingaveie will be given four
weeks to communicate to the researcher any trabscdncerns or
modifications. Once this four week period is ovewill be assumed that
the interviewee agrees with the transcript.

When a draft of a research paper is produced, fiigeiinterviewee
requests it, a copy will be sent out for the ini@mee to review.

The original tapes will be destroyed after the Mihlas been awarded, as

will any transcripts remaining.
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14.Research papers and/or presentations will be wriftem the information
gathered, and eventually published in academicoamaéactitioner journals.

15. A summary of the research will be sent to partictpaipon request.

16.The research project is under the responsibilitgafah Cara Grumball, research
student at the University of Strathclyde in Glasg8uwpervisors are Dr lan Grant

and Dr Stephen Tagg.

Read and approved on...................

Participant’s signature.............cc.coovveennenen.

Researcher’s signature.........covevveivieninnnn.
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