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ABSTRACT 

This thesis studies how trust in two different types of social media advertising, brand-generated 

content (BGC) and consumer-generated advertising (CGA), influence Millennials purchase 

intention towards brands in the fast-moving consumer goods (FMCG) industry. The 

phenomenon of CGA has caught researchers’ interest since it is believed to influence 

consumers’ purchase intention by affecting their trust in the advertising. There is, however, a 

lack of prior research and contrasting views regarding consumers’ trust in social media 

advertising and purchase intention derived from viewing BGC and CGA. This study aims to 

explore and analyze how BGC and CGA on social media influence the relationship between 

consumers’ trust in social media advertising and purchase intention. A qualitative research 

approach was employed in which a single case study of Arla Foods was performed by 

conducting focus groups consisting of Millennials and interviews with Arla Foods’ managers. 

Key findings include that most consumers trust in BGC rather than CGA regarding purchase 

intention. The results also show that although some consumers trust in CGA, this type of social 

media advertising does not necessarily generate purchase intention. Therefore, this study 

indicates that the impact of BGC and CGA on consumers’ trust and purchase intention varies. 

In conclusion, this thesis suggests that there are advantages and disadvantages with both types 

of social media advertising (BGC and CGA) and how they affect consumers’ trust and purchase 

intention. Hence, it is suggested that both BGC and CGA are needed in social media advertising 

by FMCG brands since discarding either type of advertising could result in overlooking the 

positive impact that the other type of advertising has on consumers’ trust and purchase 

intention. 

 

Key words: Social media advertising, Brand-generated content, Consumer-generated 

advertising, Trust, Purchase intention, Fast-moving consumer goods  
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1. INTRODUCTION 

1.1 Social media advertising and its impact on business 

Imagine that you as a company could achieve marketing success by using social media 

marketing strategies that not only raises brand awareness, but also trust among consumers 

leading to potential purchase intention. Due to digitalization and advanced technology, the 

business environment has drastically changed. In recent years, social media platforms e.g. 

Instagram (photo-sharing application) have been in commercial interest for companies 

worldwide since it is fundamentally changing the view of communication and the relationship 

between companies and consumers (Hoyer et al., 2010; Kaplan & Haenlein, 2010). Social 

media platforms have empowered consumers by enabling them to obtain company-related 

information which has resulted in consumers becoming more critical when evaluating 

information. Therefore, it is increasingly important for companies to be able to create marketing 

communication on social media that is able to gain consumers’ trust as it is a vital component 

in determining the success of companies’ marketing efforts (Tang & Liu, 2015). One type of 

consumer segment that companies' direct marketing efforts towards on social media is younger 

consumers, among others Generation Y, who are henceforth referred to as Millennials (born 

between 1982-1994). This is because social media usage has rapidly increased among 

Millennials as 75 percent of them use social media platforms to search for product-and brand 

related information, and when making purchasing decisions (Akkucuk & Turan, 2016; 

McKinsey & Company, 2015; Schivinski & Dabrowski, 2016). Thus, through marketing 

communication on social media, companies hope to earn consumers’ trust which in turn leads 

to a potential purchase intention, and thereby increase market shares among Millennials 

(Leigert, 2010; Akkucuk & Turan, 2016). 

 

A marketing consequence of the technological changes is that there are nowadays different 

types of advertising on social media; both marketers and consumers are contributors of social 

media advertising (Lawrence et al., 2013). Marketers use social media to disseminate brand-

generated content (BGC) and influence consumers’ perception and attitude towards the brand 

and its products (Mangold & Faulds, 2009). Moreover, social media has changed the way 

traditional marketing communications works, from previously being dominated by marketers 

to increased consumer participation and influence in marketing brands (Schivinski & 

Dabrowski, 2016). More specifically, social media has empowered and enabled customer-to-
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customer interaction and companies are therefore not the only source of brand communication 

(Li & Bernoff, 2011). For instance, social media has made it possible for consumers to produce 

and share their views and experiences in form of e.g. photos and videos about brands with other 

consumers (Schivinski & Dabrowski, 2016). In line with this, Kennedy et al. (2014) explains 

that social media platforms allow consumers to create their own media content, which is 

referred as user-generated content (UGC). UGC is defined as media content which is created 

by consumers with the aim of sharing information and opinions with other consumers (Kaplan 

& Haenlein, 2010). Therefore, UGC is believed to have an impact on other consumers’ 

consumption processes (Halliday, 2016; Kim & Johnson, 2016). 

 

Further, there are different types of UGC e.g. product reviews, blog posts, advertising etcetera. 

Since this paper focus on visual social media advertising, the type of UGC that will be studied 

is a form of advertising referred to as consumer-generated advertising (CGA) which focuses 

on the consumer’s own creation of brand-related advertising (Berthon et al., 2008). CGA is a 

brand communication created by consumers which has the characteristics of a traditional 

advertising and is increasingly adopted as a part of companies’ social media advertising 

(Ertimur & Gilly, 2011). Companies today that have started to integrate CGA as part of their 

social media advertising do it by re-posting consumers’ own brand-related advertising on the 

company’s social media platform. One brand that has incorporated their customers’ CGA on 

their Instagram account is the watch brand Daniel Wellington, whose marketing strategy is to 

re-post customers’ own brand-related advertising (Daniel Wellington, 2017b). Today Daniel 

Wellington is successful in social media marketing largely due to effective integration of 

consumer-generated advertising with their own brand-generated content (Daniel Wellington, 

2017a). Thus, the company is an example of how the successful integration of CGA in 

companies’ social media marketing strategy can constitute a competitive advantage. However, 

many companies lack experience of combining BGC and CGA as part of their social media 

marketing strategy (Brodie et al., 2013; Hollebeek et al., 2014, Muntinga et al., 2011). This can 

pose a challenge for companies since it is often vital to adapt to changing marketing trends to 

maintain current market position. Still, companies are simultaneously uncertain whether 

integration of CGA in their social media advertising is beneficial when striving to create 

trustworthy marketing communication (here: advertising) on social media (ibid.). This is 

because the phenomenon of CGA implies that social media platforms now enables consumers 

to create and publish their own advertising (Lawrence et al., 2013).  
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However, there is a lack of empirical research and mixed views regarding the use of consumer-

generated advertising in social media which makes this marketing strategy risky and less 

trustworthy (Lawrence et al., 2013; Ertimur & Gilly, 2011; Thompson & Malaviya, 2011). 

Researchers claim that there is scant empirical evidence and contrasting knowledge about 

consumer-generated advertising and its effect on consumers’ trust and purchase intention 

(Berthon et al., 2008; Lawrence et al., 2013). For instance, some researchers claim that 

consumer-generated advertising benefit from better performance in terms of potential purchase 

intention due to higher trust in this type of advertising (Muñiz & Schau, 2007), whilst others 

argue that CGA is considered less credible and reviewed more critically (Ertimur & Gilly 2011; 

Thompson & Malaviya 2011). In contrast, other researchers do not see any differences between 

viewer response in form of trust/distrust and the liking of CGA and BGC (Steyn et al., 2010). 

Hence, there is still a lack of knowledge in the literature regarding how brand-generated content 

and consumer-generated advertising on social media influence the relationship between 

consumers’ trust and purchase intention (Schvinski & Dabrowski, 2016; Kennedy et al., 2014; 

Lawrence et al., 2013). Nevertheless, Schivinski & Dabrowski (2016) explain that it crucial to 

understand how BGC and CGA affects trust and purchase intention to be able to create effective 

marketing communication. Furthermore, the concept of trust in different types of social media 

advertising (BGC versus CGA) has been shown to play a key role in order for companies to 

succeed with their marketing communication. Research findings presented by Choi & Lee 

(2016) describe that brand-generated content influence consumers’ trust in a way that 

differentiates from consumer-generated advertising. Therefore, the authors argue that merely 

depending on BGC or CGA could disregard the positive impact that the other type of 

advertising has on consumers’ trust. Accordingly, Choi & Lee (2016) explain that completely 

depending on BGC or CGA to increase consumers’ trust is not the optimal marketing strategy. 

Thus, some researchers claim that it is beneficial to have a mix of both types of advertising 

(Choi & Lee, 2016) since trust has been shown to affect consumers’ purchase behaviour 

(Schivinski & Dabrowski, 2016).  

 

Trust is evidently an important component in brand-generated content and consumer-generated 

advertising when trying to generate purchase intention. The importance of trust in brand-

generated content and consumer-generated advertising is especially important among 

Millennials. For instance, statistics from Social Annex (2016) shows that approximately 50 

percent of Millennials trust in CGA more than BGC, and 53 percent of them state that CGA 

had an effect on their purchase decision (ibid.). Further, trust among Millennials is not only 
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limited to different types of social media advertising (BGC versus CGA). Trust is also 

influenced by other factors, for instance by how companies manage corporate responsibility 

including social and ethical issues (William & Page, 2011; Deloitte, 2016). For Millennials, 

these factors have an important impact on their trust towards companies depending on their 

perception of how well companies perform on these factors. Nonetheless, traditional drivers of 

purchase intention such as price, taste and convenience are still influential (Deloitte, 2016). 

Thus, Millennials are characterized by their social awareness, which makes it important for 

companies to highlight that they have a greater purpose beyond making profit to appeal to 

Millennials in a marketing context (Schawbel, 2015). Additionally, Millennials also consider 

truthfulness and realness as important aspects (Williams & Page, 2011). 

 

Thus far it is evident that academics have nowadays also started to show interest in the processes 

and strategies that concerns the management of social media advertising (Krishnamurthy & 

Dou 2008; Schivinski & Dabrowski, 2016). Further, it is also shown that there is scant and 

contrasting empirical research that studies how trust in BGC and CGA has an impact on 

consumers’ purchase intention (Goh et al., 2013). This creates a research gap and a need for 

further research (Schivinski & Dabrowski, 2016). Moreover, since the phenomenon of 

combining consumer-generated advertising and brand-generated content is relatively new, the 

phenomenon has not been studied previously in many industries (Schvinski & Dabrowski, 

2016). In particular, to the best of our knowledge, the phenomenon of CGA and BGC on social 

media has not been studied in the fast-moving consumer goods (FMCG) industry, and more 

specifically brands within the food sector. Products within the FMCG industry are generally 

defined as low-involvement purchases in which the consumer perceives that there is less risk 

and information processing involved in comparison to high-involvement purchases (Schiffman 

& Wisenbilt, 2015). According to Deloitte’s report (2016) about consumer trends in the food 

industry, retail managers argue that consumers nowadays can obtain and share product-related 

information via social media platforms. Furthermore, many consumers show distrust towards 

the food industry despite companies’ effort in engaging consumers in a positive way (ibid.). 

Especially Millennials tend to distrust large food manufacturers due to e.g. corporate 

responsibility issues and lifestyle choices (Deloitte, 2016). This has raised concerns among 

managers within the industry who perceive that it is an increasing challenge to gain and sustain 

consumers’ trust (ibid.). Therefore, Deloitte (2016) state that it is important for companies 

within the food industry to consider how they can engage consumers through trustworthy 

communication to earn and sustain consumers’ trust whilst satisfying consumers’ evolving 
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needs. Hence, this paper will conduct a case study of how Arla Foods’ social media advertising 

affects consumers’ trust in Arla Foods’ BGC and CGG, respectively, and what implication it 

has on consumers’ purchase intention. Arla Foods is a global FMCG company within the food 

industry which offers a range of dairy products (Arla Foods, 2017) and are active on major 

social media platforms in which Instagram has gained importance for the company. 

1.2 Research gap 

Although there exists previous research within the subject of social media marketing strategies 

and content based on the previous discussion, a lack of knowledge and research gaps can be 

identified concerning how trust in BGC and CGA influence Millennials’ purchase intention 

(Schivinski & Dabrowski, 2016; Goh et al., 2013). The following research gaps can be 

identified; (1) there is limited research about CGA on social media, (2) there is a lack of and 

inconclusive studies about whether a combination of CGA and BGC on social media is 

conducive to consumers’ trust and purchase intention, (3) to the best of our knowledge, the 

effect of CGA and BGC in influencing Millennials’ trust and purchase intention has not been 

studied previously in the FMCG industry. Therefore, this study aims to answer the research 

question below: 

 

How does trust in BGC and CGA on social media influence Millennials’ purchase intention 

towards FMCG brands? 

1.3 Aim and contribution 

The aim of this thesis is to explore and analyze how BGC and CGA on social media influence 

Millennials’ trust and potential purchase intention. Moreover, the thesis intends to contribute in 

broadening the literature and obtaining a deeper understanding about the field of social media 

marketing and its relationship with trust and purchase intention. From a managerial point of 

view, this study aims to contribute with new knowledge regarding how different types of 

advertising on social media influence consumers’ trust and purchase intention among 

Millennials.   
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2. THEORETICAL FRAMEWORK 

2.1 Social media marketing and brand advertising 

As a result of digitalization, Dennerhardt (2014) describe that it is becoming more common for 

company-consumer interactions and marketing communication to take place on social media 

platforms. In line with this, Schivinski & Dabrowski (2016) explain that consumers are 

increasingly using social media to obtain product- and brand related information as part of their 

purchasing process. This is aligned with the fact that brand advertising is increasingly 

communicated through social media (Dennerhardt, 2014). Brand advertising is defined as “the 

process of making the public aware of a particular brand and its features so that they will 

continue to buy it” (Cambridge Dictionary, 2017). 

 

Furthermore, according to Akaka & Vargo (2015), marketing nowadays acknowledges the 

interactions of multiple actors. This view is supported by Merz et al. (2009) who claim that 

brands are a social process created through involvement and co-creation between multiple 

stakeholders. In line with this, Grönroos & Voima (2013) argue that company- consumer 

interactions can be actively managed to influence consumers’ perceptions about the brand, its 

products and their willingness to repurchase through advertising. Dennerhardt (2014) argue that 

companies use of social media platforms (e.g. Instagram, Facebook, YouTube etcetera) for 

advertising purposes has increased and offered possibilities for companies and consumer to co-

create brand-related advertising. Along with consumers’ increased familiarity with 

communication and media technologies, consumers are claimed to be active contributors in 

creating advertising as opposed to being passive consumers of companies’ advertising (Kim & 

Johnson, 2016; Vargo & Lusch, 2004). According to Kim & Johnson (2016), social media has 

enabled consumers to share their opinions and empowered them to influence other consumers 

and the brand itself by e.g. generating advertising and distributing product information in form 

of text, video and audio. This notion is captured in the concept of user-generated content, 

referred to as UGC (Kaplan & Haenlein, 2010). Therefore, brand advertising on social media 

are no longer perceived as the result of solely marketers’ actions but are instead viewed as 

dynamic outcomes (Merz et al., 2009). Hence, consumers can influence the advertising of the 

brand and other consumers’ consumption process through UGC (Halliday, 2016; Kim & 

Johnson, 2016). 
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2.2 Brand-generated content 

Companies today have high expectations in engaging consumers on a more personal level on 

social media platforms to influence them to purchase their products or services (Brodie et al. 

2013; Li & Bernoff, 2011). Brand-generated content (BGC) on social media have become an 

essential part of the company’s marketing strategy and promotional mix to create trust and learn 

more about their target group (Mangold & Faulds, 2009). The definition of BGC on social 

media is described as a type of advertising which the company is in charge of and governed by 

their marketing strategy (Schivinski & Dabrowski, 2016). BGC on social media has the 

intention to affect consumers’ perceptions about the company’s products and spread company-

related information (Brodie et al., 2013; Mangold & Faulds, 2009). 

 

The type of BGC that will be the focus of this study is advertising on social media that contains 

product information and brand-related images and text. Choi & Lee (2016) explains that 

consumers usually search for brand-generated content because they perceive that companies’ 

have full access to company and product information while customers have limited product 

knowledge. Therefore, consumers put greater trust in brand-generated content (Kivetz & 

Simonson, 2000). Additionally, BGC is argued to be more cost-efficient when customers search 

for product-related information since it has higher capacity in providing information that fulfils 

the consumers’ needs. Nonetheless, Choi & Lee (2016) claim that consumers’ trust in BGC on 

social media can be dubious since the advertising highlight the positive perceptions of a product 

to appeal the consumers. This statement is in line with Goh et al. (2013) who explain that 

marketers incorporate positive messages in BGC when aiming to generate an attractive product 

image to increase sales. Furthermore, for marketing campaigns on social media to succeed in 

getting their message across, previous research indicates that managers need to focus on brand 

identity (Strizhakova, et al., 2011). Because when customers’ perception of a brand match with 

the brand identity as communicated by the company, it usually results in increased purchase 

intention and recommendation of the product (Ahearne et al., 2005).  

 

Moreover, researchers state that it has become more important for marketers to find new 

innovative ways to engage consumers on social media through e.g. encouragement of 

consumer-generated advertising to increase consumers’ trust and purchase intention (Brodie et 

al., 2013; Hollebeek et al., 2014, Muntinga et al., 2011). However, some companies are still 

sceptic to the increasing use of consumer-generated advertising due to lack of experience and 
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knowledge of the consequences from a marketing perspective (ibid.). Nevertheless, in today’s 

informative environment it is considered important for companies to avoid the traditional 

marketing communication approach on social media since it is likely to create a “negative” 

effect among consumers, which makes the marketing strategy unprofitable (Leigert, 2013; 

Chari et al., 2016; Skarmeas & Leonidou, 2013). Researchers discuss about ad-skepticism and 

its effects; consumers have become more skeptical and doubtful towards direct advertising and 

marketing that refer to their perceptions of the brands on social media (Leigert, 2013). The 

skeptical consumers react unfavorable to brand-generated content and are unlikely to be 

persuaded by this type of advertising (Kelly et al., 2010; Dhar & Chang, 2009; Obermiller & 

Spangenberg, 1998). As a result of consumers’ ad-skepticism towards BGC, consumers’ might 

experience a negative perception towards the brand which can also affect their purchase 

intention negatively. This challenges the company’s way to reclaim and nurture consumers’ 

trust in their brand communication (Kelly et al., 2010; Li & Miniard, 2006). 

2.3 User-generated content and Consumer-generated advertising 

Christodoulides et al. (2012) explains that there is no generic definition of user-generated 

content since the phenomenon is still at its initial research phase. However, this study adopts 

the definition of UGC by Kaplan & Haenlein (2010) and Christodoulides et al. (2012) as 

different types of media content that are public, created and disseminated by customers. 

Moreover, Schivinski & Dabrowski (2016) explain that UGC focuses on the consumer’s 

perspective, are generated by the public as opposed to professional marketers, and is mainly 

spread on the Internet. In this study, UGC is defined as brand-related media content on social 

media in form of visuals (e.g. photo, video and animations) which is created by consumers 

themselves, and is most commonly initiated by the brand through e.g. contests or the launching 

of new products (Lawrence et al., 2013). Therefore, the social media platform that will be the 

focus of this study is Instagram, which enables users to share photos and videos (Instagram, 

2017). This is aligned with our study that aims to investigate how trust in different types of 

advertising on social media influence consumers’ purchase intention. Furthermore, the type of 

UGC that focus on a particular brand is described as a subcategory of UGC which is referred 

to as consumer-generated advertising (CGA). CGA is defined as “any user-generated brand-

related content” (Kennedy et al., 2014, p. 353), which include for instance user-generated 

advertisements, that will be the focus of this study. A pragmatic explanation of CGA is 

suggested by Berthon et al. (2008), who describe CGA as “specific instances where consumers 
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create brand-focused messages with the intention of informing, persuading or reminding 

others” (Berthon et al., 2008, p. 87). This is the definition of CGA that applies to this study. 

Moreover, companies publish consumer-generated advertising by re-posting consumers’ brand-

related media content and referencing to the user’s social media account(s) (for example 

“@username”). 

 

Berthon et al. (2008) has developed an extensive and widely adopted categorization of 

consumer-generated advertising in which he discerns between the text and the subtext of 

advertisements. The text of the advertisement refers to the actual written words and different 

types of visuals, whilst the subtext refers to the underlying and tacit meaning of the text (ibid.). 

Further, Berthon et al. (2008) divides CGA into four types: contrarian (when the text and 

subtext in the advertisement is negative towards a brand), incongruous (when the text in the 

advertisement is conflicting with the brand’s message but the subtext seems more positive 

towards the brand), subversive (when the text in the advertisement is aligned with the brand 

message but the subtext seems more negative towards the brand) and concordant (when both 

the text and subtext is aligned with the brand’s message). Concordant CGA is depicted as 

advertisements in which the images, dialogues and sound as well as the underlying meaning of 

the advertisement are in line with official brand communications and have a positive stance 

towards the brand (Berthon et al., 2008). In this study, the focus is on concordant CGA because 

this type of consumer-generated advertising is most aligned with companies’ own advertising, 

and therefore is most likely to be published on companies’ social media accounts. Concordant 

CGA is henceforth referred to as consumer-generated advertising (CGA). 

 

Researchers claim that CGA is considered as a beneficial part of a brand’s marketing 

communication due to their strong performance compared to traditional advertisements 

(Lawrence et al., 2013). For instance, CGA is more successful in the sense that these 

advertisements are often viral, most-discussed about and the most viewed advertisements which 

implies that they have communication advantages (ibid.). Further, research findings from 

Lawrence et al. (2013) shows that the benefits derived from consumer-generated advertising 

can encourage companies to incorporate CGA to their strategic marketing mix. An explanation 

as to why CGA is more influential and perform better than traditional advertisements is offered 

by Kennedy et al. (2014) who believe that CGA is considered to be more successful because 

the advertising is created by independent consumers and not the company itself who have 

commercial motivations. This implies that consumers trust in consumer-generated advertising 
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more than brand-generated content (Muñiz & Schau, 2007; Kennedy et al., 2014). Therefore, 

Kennedy et al. (2014) argue that CGA entails paradigmatic consequences within the field of 

advertising, from an empirical and academic perspective. Despite various benefits deriving 

from CGA, there are criticism against this type of advertising. For instance, Ertimur & Gilly 

(2011) claim that creators of CGA might be driven by personal motives e.g. various incentives 

which is claimed to weaken consumers’ trust in consumer-generated advertising (Lawrence et 

al., 2013). In line with this, companies who encourage CGA through e.g. contest or recognition 

contributes to undermining the credibility of CGA (Lawrence et al., 2013; Neisser, 2006; 

Thomaselli, 2010). 

2.4 Trust in BGC and CGA 

In line with the above discussion, trust is an essential foundation in achieving successful 

relationship marketing (Morgan & Hunt, 1994; Gummesson, 2008). Moreover, Choi & Lee 

(2016) explains that trust is a vital dimension of consumer attitude. There are different 

explanations to the term trust, however this study adopts the classic definition of trust given by 

Rotter (1967, p. 651) who explains that trust is "a generalized expectancy held by an individual 

that the word of another [...] can be relied on.” Since this paper studies consumers’ trust in 

advertisements, the definition of trust is based on Lawrence et al. (2013, p.298) paper in which 

trust is measured according to: “I trust what this advertisement has to say”. Within social media, 

Kennedy et al. (2014) and O’Brien (2011) claim that trust is vital in the relationship between 

consumers and brands. Moreover, trust in CGA and BGC is argued to be a crucial aspect in 

influencing consumers’ purchase intention (Kennedy et al., 2014; O’Brien, 2011; Xingyuan, et 

al, 2010). Hence, this study focuses on the consumers’ perspective regarding trust in different 

types of social media advertising. Several researchers agree that consumers trust in CGA more 

than BGC (Choi & Lee, 2016; Christodoulides, 2012; Kennedy et al., 2014; Goh et al., 2013; 

Schivinski & Dabrowski, 2016). To be more precise, Arnhold (2010), Chari et al. (2016), and 

Kim & Johnson (2016) argue that CGA is more influential than conventional advertising in 

form of BGC since the latter is perceived as having a weaker influence on consumers’ trust 

because of their belief that marketers highlight product benefits whilst concealing weaknesses 

to increase purchase intention (Choi & Lee, 2016; Goh et al., 2013; Lawrence et al., 2013). 

Related to this, Arnhold (2010), Chari et al., (2016), Halliday (2016), and Leigert (2013) argue 

that empowered consumers might question the trustworthiness of brand advertising and the 
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emergence of ad-skeptics, who are prone to rely on alternative sources of brand information, 

are turning away from BGC towards e.g. CGA. 

 

A contrasting view among researchers regarding consumers’ trust in CGA is offered by 

Lawrence et al. (2013) who argue that consumers trust less in CGA if they believe that there is 

an ulterior motivation for creating the advertising. Ulterior motivation includes e.g. personal 

gain connected to contests and recognition (ibid.). In addition, since CGA is a relatively new 

phenomenon, consumers might react skeptical towards CGA due to lack of knowledge and 

experience about this type of advertising (Lawrence et al., 2013; Ertimur & Gilly, 2011; 

Thompson & Malaviya, 2011). These different views among researchers regarding trust in CGA 

gives support to the notion that it is not necessary to completely dismiss traditional marketing 

communications as manifested in BGC (Leigert, 2013). Schivinski & Dabrowski (2016) goes 

further by claiming that BGC on social media is a crucial element of a company’s marketing 

mix. However, in order for social media advertising to be perceived as trustworthy, Halliday 

(2016), Kennedy et al. (2014) and Malthouse et al. (2016) emphasize the need for marketers to 

ensure that consumers identify with the brand through BGC on social media. 

2.5 Trust in social media advertising and its impact on purchase intention 

Besides nurturing trust, consumers who identify with a company tend to purchase and 

recommend a company’s products more often (Halliday, 2016). Purchase intention is defined 

as a consumer’s deliberate intention to carry out an effort to purchase a specific brand (Singh 

& Spears, 2004). More specifically, Kim & Johnson (2016) explains that purchase intention 

concerns a future plan to purchase a certain product. Studies shows that a positive attitude in 

form of trust in advertisements can have a positive impact on purchase intention (Schivinski & 

Dabrowski, 2016). There are however mixed views in research regarding the relationship 

between trust in BGC and CGA, respectively, and how it influences consumers’ purchase 

intention. For instance, research findings from Kennedy et al. (2014) suggest that consumers’ 

purchase intention increased after viewing CGA. In contrast, Goh et al. (2013) argue that merely 

relying on BGC or CGA is suboptimal when aiming to create purchase intention; instead they 

claim that the most effective marketing strategy is a combination of both BGC and CGA. 
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2.6 Summary of theoretical framework 

It has become more common for brand advertising to be communicated through social media 

platforms (Mangold & Faulds, 2009). Brand advertising is a type of brand-generated content 

(here: on social media) which is an important component of a company’s marketing strategy. 

BGC has the intention to affect consumers’ perceptions about the brand and its products, and 

thereby engage consumers in a trustful way to create a potential purchase intention (Brodie et 

al., 2013). Furthermore, Kaplan & Haenlein (2010) describe that social media has empowered 

consumers to contribute with UGC, and more specifically brand-related advertising which is 

referred to as CGA. Thus, social media advertising is the outcome of both marketers and 

consumers’ contributions (Merz et al., 2009). Further, the phenomenon of CGA has caught 

marketers’ as well as researchers’ attention since CGA is perceived to affect purchase decisions 

by influencing consumers’ trust in the advertising (Malthouse et al., 2016). 

 

However, there is a lack of research about consumers’ trust and purchase intention derived from 

viewing consumer- versus brand-generated social media advertising (Goh et al., 2013). One 

stream of research view CGA as a beneficial type of social media advertising (Malthouse et al., 

2016) because it is perceived as a powerful influencer of trust and purchase intention (Tang et 

al., 2014). Additionally, Choi & Lee (2016), Christodoulides (2012), Goh et al. (2013), 

Kennedy et al. (2014) and Schivinski & Dabrowski (2016) claim that CGA on social media has 

a greater impact on consumers’ trust in advertising than BGC. In line with this, researchers 

discuss that consumers’ skepticism towards BGC can negatively influence purchase intention 

(Obermiller & Spangenberg, 1998, Dhar & Chang, 2009; Skarmeas & Leonidou, 2013; Kelly 

et al., 2010; Li & Miniard, 2006; Leigert, 2013). The other stream of research argues that 

traditional marketing in form of brand-generated content is still needed since both CGA and 

BGC have a positive influence on consumers’ trust in advertising and purchase intention 

(Schivinski & Dabrowski, 2016; Leigert, 2013). In line with this notion, Goh et al. (2013) claim 

that companies benefit from incorporating both types of social media advertising (BGC and 

CGA) when trying to gain consumers’ trust and inducing purchase intention. Thus, the impact 

of trust in BGC and CGA, respectively, and its influence on purchase intention is debated. 

 

In this study, the theoretical framework is derived from theories concerning consumers’ trust in 

different types of advertising on social media and its impact on purchase intention. In summary, 

there is a relationship between consumers’ trust in BGC versus CGA and how it affects their 
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purchase intention. Depending on which type of social media advertising (BGC or CGA) 

consumers have trust in, the greater likelihood that a potential purchase intention arises. It is 

debated which type of social media advertising that is needed to gain consumers’ trust, whether 

it is CGA, BGC or a combination of both. This paper intends to study this phenomenon from 

the research stream which implies that a combination of BGC and CGA is needed in companies’ 

social media advertising in order to obtain consumers’ trust and desire to purchase the 

companies’ products.  
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3. METHOD 

3.1 Research approach 

This study aims to explore and understand how different types of social media advertising (BGC 

and CGA) affects consumers’ trust and purchase intention. Previous research within this topic 

has mainly relied on a quantitative research approach to investigate the relationship between 

variables which is analyzed through statistical methods (Schvinski & Dabrowski, 2016; 

Lawrence et al., 2013). However, in this study the aim is not to measure the relationship 

between variables using statistical techniques but rather gaining a deeper understanding of a 

phenomenon by examining the underlying motives of consumers’ trust and purchase intention 

based on different types of advertising on social media. Therefore, a qualitative approach is 

more suitable than a quantitative approach when the aim is to obtain a comprehensive 

understanding of the studied phenomenon (Bryman & Bell, 2015; Yin, 2014) and there is little 

knowledge in the studied area (Schivinski & Dabrowski, 2016; Christodoulides et al., 2012; 

Lawrence et al., 2013). A qualitative approach is also aligned with our study since it can provide 

information about intangible factors such as human behaviours, emotions, attitudes and 

opinions. This implies that a qualitative approach provides the benefit of a holistic 

understanding of the topic studied by enabling a thorough explanation on how trust in different 

social media advertising affects consumers’ trust and intention to purchase (Pettigrew et al., 

2006; Saunders et al., 2016; Yin, 2014). 

 

Furthermore, an exploratory and descriptive approach is suitable for this study since there is 

scant empirical research about the effects on consumers’ trust from viewing different types of 

social media advertising, and this paper intends to describe and explore this phenomenon. An 

exploratory approach is valuable since it complements the qualitative research design in helping 

to understand a phenomenon in-depth and the underlying reasons behind it (Saunders et al., 

2016). Additionally, the advantage of a descriptive approach is that it can work as an extension 

of the exploratory research by clearly illustrating the studied phenomenon (ibid.), and is 

therefore useful as the phenomenon regarding how different advertising on social media 

influence consumers’ trust and purchase intention will be explored further through this study. 
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3.2 Case of Arla Foods 

This paper aims to study Millennials’ trust in social media advertising by FMCG brands within 

the food industry by using a qualitative approach. The case company selected for this thesis is 

Arla Foods. Conducting a case study research is common in qualitative research (Saunders et 

al., 2016) and was considered a suitable method for our study since the purpose is to gain a 

deeper understanding of the phenomenon and to obtain empirical descriptions of the 

phenomenon (Bryman & Bell, 2015; Yin, 2014; Saunders et al., 2016). For this study, focus 

groups consisting of Millennials was the main source of data since the aim is to investigate their 

trust in different social media advertising and its effect on purchase intention. In addition, semi-

structured interviews with company managers from Arla Foods was conducted to obtain a richer 

understanding of Arla Foods’ marketing strategy on social media.  Moreover, a case study can 

lead to development of existing theory (Eisenhardt, 1989; Saunders et al., 2016). This made it 

suitable for this study since the literature concerning customers’ trust in CGA and BGC is at its 

early stages and there exists limited empirical research about this phenomenon (Schivinski & 

Dabrowski, 2016; Christodoulides et al., 2012; Lawrence et al., 2013). Further, when answering 

“how” and “what” questions, thus trying to understand the effects and implications of a 

situation, it is favourable to use a case study (Saunders et al., 2016). This is aligned with our 

study that aims to answer how different social media advertising affect consumers’ trust and 

purchase intention. A case study is further defined as an in-depth investigation of a 

contemporary phenomenon in a real-life context (Yin, 2014). Ragin & Becker (1992) explains 

that a case study analyze a social phenomenon that is specific to time and place, which embodies 

the studied phenomenon of consumers’ trust in CGA and BGC on social media since it is a 

social contemporary phenomenon. 

 

Bryman & Bell (2015) explains that a basic case study consists of analyzing a single case (here: 

Arla Foods) in-depth through qualitative interviewing. To be able to collect thorough empirical 

evidence, this study used a single case as it provides the advantages of more insight into a 

relatively unexplored phenomenon rather than exploring several cases less comprehensively 

(Saunders et al., 2016). Marschan-Piekkari & Welch (2004) describe that a single case study is 

favourable when the aim is to explore an under-researched phenomenon which is relevant 

regarding customers’ trust and purchase intention resulting from different social media 

advertising as it is claimed to be an under-researched subject (Schivinski & Dabrowski, 2016; 

Christodoulides et al., 2012; Lawrence et al., 2013).  To extract the benefits offered form using 
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a single case study, Arla Foods was chosen to exemplify the studied phenomenon (Eisenhardt, 

1989). Arla Foods is a Swedish-Danish multinational dairy company within the FMCG industry 

that is owned by dairy farmers (Arla Foods, 2017). The company offers products characterized 

as low-involvement purchases such as milk, yoghurt, cottage cheese (KESO), butter etcetera 

(Arla Foods Annual report, 2016). The choice of case company was based on the following 

selection criteria: 

 

1. The case company needs to be a relatively well-known FMCG company and going 

towards a more digitalized marketing strategy. In order to investigate different types of 

social media advertising (CGA and BGC) by FMCG brands, it is necessary that the case 

company belongs to the FMCG industry and is present on social media platforms. 

 

2. The company should have BGC and CGA on their social media platforms (here: 

Instagram). The ability to examine how BGC and CGA on social media influence trust 

and purchase intention hinges on the fact that the company has both types of social 

media advertising. Since this study investigates visual social media advertising, the type 

of social media platform that will be in focus is Instagram which contains different types 

of visual content e.g. photos and videos (Instagram, 2017). 

 

3. Since this study aims to investigate how Millennials’ trust and purchase intention are 

affected by different social media advertising, it is essential that this target group is 

considered important for the case company as this implies that the company consciously 

direct marketing efforts to appeal to Millennials. 

 

Based on these criteria, potentially suitable case companies were contacted through emails. The 

case company that was finally selected is Arla Foods due to their interest in our study and 

because Arla Foods could provide access during the period of this study. Moreover, the image 

of Arla Foods has changed from being trustworthy to facing criticism due to a milk scandal in 

2016 (Svenska Dagbladet, 2017). With this in mind, and the fact that Millennials have a 

tendency to distrust large food manufacturers due to corporate responsibility issues, Arla Foods 

was considered an interesting case company for the purpose of our study. However, any 

company that fulfilled the selection criteria could have been chosen as the case company, which 

implies that the empirical findings are to a certain extent not limited to Arla Foods. 
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3.2.1 Focus group 

Focus group is considered to be one type of group interview (Wibeck, 2010). Focus groups 

entails exploring a specific topic in-depth and is commonly used in qualitative research as it 

enables researchers to gain a deep insight into the views of the participants and a rich 

understanding of why individuals behave or feel in a certain way (Bryman & Bell, 2015; Ghauri 

& Grønhaug, 2010). As such, using focus groups is suitable for the purpose of this study that 

aims to explore how different advertising on social media are perceived by the participants’ in 

influencing their trust and purchase intention. Further, Bryman & Bell (2015) explains that 

focus groups can provide several different views of a topic by generating richer answers than 

what could be obtained through personal interviews. In addition, Wibeck (2010) claim that the 

benefits of focus groups are that participants are able to share, make comparisons and 

interpretations of each other’s experiences and views through discussion, which implies that 

the topic can be explored thoroughly and new ideas influenced by the social context may arise. 

Therefore, regarding data collection for this thesis, focus groups was the main source of primary 

data. 

 

Regarding the selection of participants to the focus groups, it was necessary that the selected 

participants had certain common attributes since it could be relevant and beneficial for the result 

of the study (Saunders et al., 2016). This is because focus group has the purpose to reveal the 

participants’ views regarding a topic that is being discussed (ibid.). Thus, the focus groups 

consisted of Swedish-speaking Millennials, that shared relevant characteristics, which created 

interesting discussions and contributed with new knowledge. A non-probability sampling using 

the purposive sampling technique was employed (Saunders et al., 2016). Since the aim was to 

consciously select a sample that is able to provide answers which is helpful in answering the 

research question, a purposive sampling was considered suitable (ibid.). A purposive sampling 

is aligned with our study since it is commonly used in rather small samples e.g. in case studies 

and when striving for particularly informative cases (Neuman, 2011). Therefore, the criteria 

used when selecting participants were that all participants needed to 1) belong to the Millennial 

population and 2) have social media accounts used on a daily basis. 

 

For this study, three focus groups were conducted as the researchers deemed that data saturation 

had been reached after the third focus group (Saunders et al., 2016). Although additional focus 

groups could have provided more data, time restrictions made it difficult to conduct more focus 
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groups. The procedure of recruiting suitable participants for the focus groups began with initial 

contact by creating three Facebook events (one for each focus group) with a short introduction 

about the purpose of the focus group session. The invited participants that agreed to participate 

consisted of six individuals in the first focus group and seven individuals in the second and 

third focus group, respectively (see appendix 1). To reduce potential group thinking and bias, a 

conscious choice was made when selecting the participants in the respective focus groups 

(Wibeck, 2010). This implies that the chosen participants were not all familiar with each other 

to increase the validity of the collected data (ibid). 

 

3.2.2 Semi-structured interviews with Arla Foods 

In order to obtain a holistic understanding of the studied phenomenon, it was considered 

advantageous to gain the company’s perspective regarding different advertising on social media 

and their impact on consumers’ trust and purchase intention. Therefore, primary data was also 

collected through three semi-structured interviews with top managers within social media 

marketing at Arla Foods. Each interview lasted for about an hour and was conducted through a 

semi-structured approach in which an interview guide (see appendix 4-6) with pre-set topics 

derived from the conceptual framework guided the interview. Semi-structured interviews were 

considered suitable for this study in comparison to structured interviews as the aim is to explore 

and gain a deep understanding of a phenomenon by obtaining rich and detailed empirical data 

from the informants (Saunders et al., 2016; Yin, 2014; Jacobsen, 2010). Hence, structured 

interviews would not be applicable for our study because it is foremost used to gather 

quantitative data (Saunders et al., 2016). This implies that using semi-structured interviews is 

aligned with our study as the purpose is to explore experiences, perceptions and attitudes 

towards a specific phenomenon (Saunders et al., 2016; Bryman & Bell, 2015; Jacobsen, 2010). 

Furthermore, Bryman & Bell (2015) explain that the interview process in semi-structured 

interviews is flexible which implies that the interviewer can probe interesting things that the 

informant says and ask-follow up questions that may not be included in the interview guide. 

Thus, this approach was beneficial since it helped the researchers gain insight into what issues 

the informants perceives as important regarding understanding consumer behaviour and 

attitudes, and made it possible to go more in-depth into interesting findings during the interview 

(Bryman & Bell, 2015; Saunders et al., 2016). Additionally, the possibility to reduce 

misunderstandings through clarifications and asking follow-up questions contributed to the 

choice of using semi-structured interviews (Saunders et al., 2016; Yin, 2014). To be able to 
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obtain the advantages of using a qualitative research approach, it is important that the 

informants are able to contribute with useful data and that they possess expertise within the 

research area (Saunders et al., 2016; Yin, 2014). The procedure of finding suitable informants 

began with the initial contact through email with Arla Foods Social Media Officer, Maria 

Radermacher, who is in charge of Arla Sverige’s Instagram account. Radermacher provided 

access to the two other informants, Gry Andersson Nordström (Social Media and Content 

Manager in charge of Arla Kökets Instagram account) and Filip Urde (Digital Marketing 

Specialist in charge of Arla KESO’s Instagram account). 

 

When it came to the choice of informants that were selected, they fulfilled the following criteria: 

(1) knowledge and expertise about social media advertising (2) experience in working with both 

BGC and CGA on social media. These criteria were considered to be important to ensure that 

the informants had rigor knowledge about these selected areas in order to contribute with 

relevant data for this study. To increase the validity of our study, it was considered important 

that all three selected informants in this study are top managers within social media advertising 

on different Instagram accounts, and that they have practical knowledge of BGC and CGA. 

This enabled a comparison of the findings which in turn contributed to producing valid results 

(Jacobsen, 2010; Saunders et al., 2016). 

3.3 Data collection 

The qualitative approach for this case study has the advantage to take various directions from 

multiple sources by using the non-standardized data collection method (Saunders et al., 2012; 

Yin, 2011). To obtain insights regarding Millennials and gain an understanding of the studied 

phenomenon from the company’s perspective, primary data was collected from focus groups 

and semi-structured interviews, respectively. The primary data was triangulated with secondary 

data in order to enhance the validity and credibility of the research data. Secondary data 

consisted of different sources such as articles and theories from databases e.g. Business Source 

Premier, Google Scholar and Uppsala University’s Library database (UB) connected to the 

research question regarding BGC, CGA, trust and purchase intention. It is important to be 

critical to the sources, therefore the researchers of this study made an effort to consciously find 

relevant, correct and original references since it affects the reliability of the study (Saunders et 

al., 2012; Jacobsen, 2010). 
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3.3.1 Focus group 

The three focus groups were conducted using a semi-structured approach during three separate 

occasions. Moreover, interview guides that covered concepts from the theoretical framework 

acted as a foundation for discussion to all focus group sessions. The aim of using interview 

guides was to ensure that the discussed topics had a connection to the theoretical framework 

through questions regarding trust in BGC and CGA and its impact on purchase intention. This 

in turn simplified the subsequent data analysis (Bryman & Bell, 2015). During the focus group 

sessions, both researchers acted as moderators with the role to initiate the discussions and 

introduce new aspects of the topic being discussed. Since the aim of a focus group is to allow 

participants to discuss with each other in a free manner, the moderators tried to interfere as little 

as possible and only intervened when it was necessary to encourage participants to engage in 

discussion by asking for new angles within the topic (Wibeck, 2010). 

 

All three focus group sessions followed the same structure and the same visual cue (BGC and 

CGA) were shown. Firstly, the moderators introduced the topic and explained the definition of 

CGA and BGC with visual examples in form of screenshots taken from different companies’ 

Instagram accounts. Secondly, the case company Arla Foods was introduced through a warm-

up exercise by asking the participants to present their associations connected to the company 

(Arla Foods). The moderators asked the participants to have the associations in mind when 

answering the subsequent questions from the interview guide. Finally, the participants were 

presented with visual materials (see appendix 3) in form of BGC and CGA from Arla Food’s 

Instagram account and were asked to answer two questions regarding trust and purchase 

intention (see appendix 2). All focus group interviews were audio-recorded and transcribed to 

increase the reliability of the obtained data for further analysis (Saunders et al., 2016). Both 

researchers reviewed the transcriptions separately and translated it from Swedish to English. 

The translations were then compared to avoid misinterpretations. 

 

3.3.2 Semi-structured interview with Arla Foods 

Interview guides containing topics from the theoretical framework in this thesis was created 

prior to all interviews. The purpose of the interview guides was to secure that important topics 

from the theoretical framework was to be covered during interviews (Bryman & Bell, 2015). 

The interview guides (see appendix 4-6) were slightly adapted to fit each informant’s work 

context, however all major topics were identical in the interview guides and these issues were 

touched upon in all the interviews. The theoretical concepts BGC and CGA, and its impact on 
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the relationship between trust and purchase intention were divided into specific questions to aid 

in creating the interview guides. As such, these questions are based on the theoretical 

framework, which aid in simplifying the analysis (Jacobsen, 2010) when investigating how 

BGC and CGA affects the relationship between trust and purchase intention.    

 

Prior to the interviews, informants received an email explaining the purpose of this study to 

prepare them with background information about the study and the general topics that were 

going to be discussed during the interviews. Each interview was performed face-to-face; two 

of the interviews were conducted at Arla Food’s office in Stockholm and one interview was 

performed at a café at Stockholm Central Station.  All interviews were audio-recorded and 

transcribed to enhance reliability in the obtained data for later analysis (Saunders et al., 2016). 

Both researchers reviewed the transcriptions of the interviews and translated it from Swedish 

to English. The translations were compared afterwards to avoid misinterpretations of the data. 

Furthermore, the primary data was complemented with secondary data which consists of the 

company’s websites, content analysis on social media channels, annual report and news articles. 

The purpose of using secondary data has been to obtain a more holistic understanding of the 

case company and their social media marketing strategy. Additionally, it enabled triangulation 

with the primary data which contributed to enhancing the validity and credibility of the 

collected data (Saunders et al., 2016; Bryman & Bell, 2015). 

3.4 Operationalization 

To answer the research question of this study (How does trust in BGC and CGA on social media 

influence Millennials’ purchase intention towards FMCG brands?) the concepts from the 

theoretical framework were broken down into questions that were used in the interview guides. 

Regarding the construction of the interview guide for the focus group, the emphasis was on 

creating relevant questions that covered important theoretical concepts such as BGC and CGA, 

and their impact on consumers’ trust and purchase intention. The questions concerning trust in 

brand-generated content and consumer-generated advertising was inspired by Lawrence et al. 

(2013) study. However, since Lawrence et al. (2013) used quantitative measures, the questions 

had to be adapted to the qualitative approach used in this study by adding “why/why not” 

questions. Moreover, the questions regarding trust and its influence on purchase intention was 

based on Lawrence et al. (2013) and was complemented by applying the aspect of purchase 

intention from Spears & Singh (2004). The interview guides used in the focus groups had the 
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purpose of gaining knowledge regarding how customers’ trust and purchase intention are 

affected by different brand advertising on social media (BGC versus CGA). Furthermore, the 

interview guides used in semi-structured interviews with Arla Foods contained questions 

derived from the theoretical concepts with focus on the company’s marketing strategies and 

perceptions about BGC and CGA. Since the purpose of this paper studies trust and its impact 

on purchase intention from the consumers’ point of view, it was not considered essential to 

study these concepts from the company’s perspective.  

 

Thus, the theoretical concepts BGC, CGA, trust and purchase intention acted as a foundation 

in creating the questions in the interview guides. As such, the questions in all interview guides 

were based on the theoretical framework, which helped in simplifying the analysis (Jacobsen, 

2010; Saunders et al., 2016) when investigating how trust in BGC and CGA affects purchase 

intention. In addition, this ensured that the answers from the participants from the focus groups 

and Arla Foods could provide an answer to the research question of this study. Table 1 below 

depict how the different concepts from the theoretical framework has been operationalized.  
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Concept  Theoretical definition Operationalized 

measure 

Examples 

Brand-

generated 

content  

(BGC) 
 

The definition of BGC on social 

media is described as a type of 

advertising which the company 

is in charge of and governed by 

their marketing strategy 

(Schivinski & Dabrowski, 2016) 

The type of advertising on 

Arla Food’s social media 

(Instagram) that is created 

and managed according to 

Arla Food’s marketing 

strategy. For visual cues, 

see appendix 3. 

 

Company perspective:  

When you create your 

own advertising, what is 

the goal with your 

marketing 

communication on social 

media? 

 

Consumer perspective: 

What is your opinion 

about this type of 

advertising on Instagram 

created by the company? 

Consumer-

generated 

advertising 

(CGA) 

 

CGA is brand communication 

created by customers which has 

the characteristics of a 

traditional advertising (Ertimur 

& Gilly, 2011). Berthon et al 

(2008, p.87) define CGA as 

“specific instances where 

consumers create brand-focused 

messages with the intention of 

informing, persuading or 

reminding others” 

The type of advertising 

that is created by Arla 

Food’s consumers and 

posted on the company’s 

Instagram account (by 

referring to the user’s 

account).  

 

CGA contains brand-

related messages that aims 

to inform, persuade or 

remind existing and 

potential customers 

regarding Arla Food’s 

products. 

For visual cues, see 

appendix 3. 

Company perspective: 

It has become more 

common for consumers, 

especially Millennials, to 

be more involved in 

creating advertising on 

social media. What are 

your thought about this 

concept? 

 

Consumer perspective: 

What is your opinion 

about this type of 

advertising on Instagram 

created by consumers 

which is published on 

Arla Foods’ account? 

 

Trust Rotter (1967, p. 651) explains 

that trust is "a generalized 

expectancy held by an individual 

that the word of another [...] 

can be relied on.” 

Trustworthiness of an 

advertisement is defined by 

Lawrence et al. (2013) as: “I 

trust what this advertisement 

has to say.” (p.298) 

Company perspective: 

How Arla Food’s 

perceives consumers’ trust 

towards different 

advertising (BGC and/or 

CGA) and how Arla 

Food’s works to achieve 

trust among consumers 

through BGC and/or 

CGA. 

 

Consumer perspective: 

Consumers’ opinion in 

which type of social media 

advertising (BGC and/or 

CGA) they trust more in.  

Company perspective:  

How do you gain trust 

among young consumers 

through social media 

advertising (BGC and 

CGA)? 

 

Consumer perspective: 

BGC: “In a way, I think I 

have more trust in BGC 

because it is obvious that 

it is advertising directed 

to you.” 

 

CGA: “CGA is more 

trustworthy because they 

imply that customers 

have spent time in 

creating the content and 

it [CGA] is kind of a 

review reflecting that 

they [customers] are 

satisfied and happy.” 

Purchase 

intention 

Purchase intention is defined as 

a customer’s deliberate intention 

to carry out an effort to purchase 

The customers’ intention 

to purchase a product from 

Arla Food’s assortment 

If you have trust in mind, 

when you see this type of 

advertising (BGC/CGA), 
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Table 1. Operationalization of concepts        

3.5 Data analysis 

The initial step in processing the empirical data was to transcribe all interviews as a basis for 

further data analysis. All transcriptions were then coded by categorizing the data into 

determined categories derived from the interview guides to ensure that there is a link between 

the theoretical concepts and the empirical findings (Saunders et al., 2016). Since qualitative 

data usually consists of complex and large volumes of collected data, it is essential to categorize 

the data and thereby create meaningful interpretations (ibid.). Thus, by structuring data based 

on the links between trust in BGC and CGA, and how trust affects purchase intention, it 

simplified in extracting the most essential parts and omitting less relevant data (Langley, 1999). 

Further, the relationship between the concepts were derived from the theoretical framework to 

simplify the analysis. It also helps illustrating the linkage between the theoretical framework, 

the empirical data and analysis (Saunders et al., 2016). 

 

In addition, by structuring the empirical data, it also made it possible to compare responses and 

subsequently find potential patterns (Eisenhardt, 1989). Initially, both researchers individually 

coded all transcripts by reducing data according to the relationships between trust in BGC and 

CGA, and how trust affects purchase intention. The transcripts and coding were then compared 

by both researchers to ensure that a mutual understanding had been achieved and that alternative 

interpretations could be discussed and analyzed (Yin, 2014). This also increased the validity of 

the collected data (Saunders et al., 2016). Finally, the most relevant data was presented in the 

analysis. Quotes were used to illustrate relevant empirical findings to highlight important 

theoretical concepts. Further, the analysis was presented with previous research and current 

empirical results which were compared to the theoretical framework to derive new theoretical 

findings (Yin, 2014). 

3.6 Quality of study and Research Limitations 

Although actions have been taken to improve the quality of this study, one limitation is that this 

study uses a single case study which implies less possibility for generalization in comparison 

a specific brand (Singh & 

Spears, 2004). 

after viewing the 

advertising. 

is it likely or unlikely that 

you will buy Arla Foods’ 

products? Motivate your 

answer (why). 
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to multiple case studies (Saunders et al, 2016; Eisenhardt, 1991). However, Bryman & Bell 

(2015) and Lee et al. (2007) explain that one of the main advantages of using case studies is 

particularization, meaning that the aim of a case study analysis should instead of generalization 

focus on the uniqueness of the case and gain a deep understanding of the complexities of it. 

Further, although case studies are characterized by a lack of generalizability, they do enable 

analytical generalization which is the ability to generalize the results to a broader theory (Yin, 

2014; Stake, 1995). This implies that the results from the case study of Arla Foods was used as 

a means for analytical generalization to contribute to the literature about consumers’ trust in 

BGC and CGA, and how it affects purchase intention. 

 

Furthermore, the questions regarding trust and purchase intention used in the focus groups were 

originally derived from quantitative studies and modified to adapt to the qualitative approach 

in this study. One potential limitation of adapting and modifying quantitative questions to 

qualitative questions is that the obtained answers could be ambiguous, for instance lacking a 

clear “yes/no” answer. However, since this study uses a descriptive and exploratory approach, 

it was considered necessary to complement quantitative questions with qualitative aspects e.g. 

“why” questions (Saunders et al., 2016; Bryman & Bell, 2015). 

 

Regarding the amount of focus group sessions, it could be argued that more than three focus 

groups would have increased the reliability in the collected data (Saunders et al, 2016). 

However, due to restricted resources, it was considered that saturation had been achieved after 

the third focus group since the obtained data was sufficient to answer the research question. 

Additionally, all focus groups and semi-structured interviews were conducted in Swedish, 

which suggests that during translation the meaning of the data could have been lost. To 

minimize errors due to translation, all interviews were revised thoroughly by both authors to 

strengthen the reliability of the recorded audio and transcriptions of the interviews. Moreover, 

the validity of the study is considered to be high because the informants from Arla Foods 

confirmed one another's statements to a high degree (Bryman & Bell, 2015). 

 

One of the interviews was conducted in a café which was the interviewee’s choice as she only 

had the possibility to meet the researchers there due to time limitation. This implies that there 

were background noises from the environment that caused loss of certain words which affected 

the transcribing process. However, both researchers audio-recorded the interview and listened 
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through the audio-recording thoroughly in order to validate and enhance the reliability of the 

data (Bryman & Bell, 2015). 
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4. RESULTS 

4.1 Social media advertising from a company’s perspective 

Arla Foods is in the midst of a digital transformation as a result of realizing that merely relying 

on traditional marketing communication channels such as TV is not enough nowadays when 

targeting young consumers (here: Millennials). Instagram is considered as a particularly 

important social media channel when targeting Millennials. This is because Arla Foods agrees 

that these consumers have become an important target group when it comes to using social 

media marketing in creating potential purchase intention. At present, Arla Foods as a company 

do not have clear and well-developed social media marketing strategies. The reason is that Arla 

Foods is a company with a wide assortment of brands which requires different approaches in 

how the brand is to be communicated on social media. However, the general intention of Arla 

Foods’ social media advertising is to create purchase intention regarding their products. 

 

4.1.1 BGC and CGA from Arla Foods’ perspective 

Arla Foods’ marketing communication strategy on Instagram is in general characterized by 

branding. Moreover, the aim is usually to obtain a wide reach to ensure that as many people as 

possible in their target group can see Arla Foods’ new product or campaign. Content wise, BGC 

has the intention to create awareness and a favourable perception of the Arla Foods’ brand. 

However, Arla Foods’ face certain challenges concerning their BGC by admitting that they 

have not been very good at developing the channel [Instagram] and more specifically the design 

of their BGC: “Our BGC is still more product-oriented, which might be a type of content that we as 

companies are keen to get out, but consumers might care less about it...” 

– Maria Radermarcher, Arla Foods’ Social Media Officer 

 

Arla Foods’ explain that this dilemma is caused by the fact that there are many different 

products and brands, which different managers are in charge of. Thus, reaching an agreement 

regarding what to and not to do content wise is difficult. The company perceives that the 

consequences of using Instagram mainly as a channel to reach out with their products might 

result in overlooking what each consumer wants to see on Instagram. Nevertheless, Arla Foods’ 

communication strategy on Instagram is ultimately about generating purchase intention by 

creating a unique selling proposition (USP) through campaigns. 
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Regarding CGA, Arla Foods do not have a pronounced strategy at present. However, Arla 

Foods’ social media managers perceives that there are potential and benefits in using CGA. 

Nonetheless, there are reasons that explains the limited amount of CGA on Arla Foods’ 

Instagram accounts. The main reason is that everything that is published on Instagram must be 

quality assured by Arla Foods’ test kitchen; they must have cooked it, tested and eaten it. 

Otherwise, the risks are that CGA that looks photo friendly might taste awful, which in turn 

could hurt the Arla Foods’ brand. 

 

4.1.2 Trust in BGC versus CGA 

When it comes to building trust on social media among consumers, Arla Foods utilize different 

types of advertising (BGC and CGA). Arla Foods argue that they post attractive pictures (BGC) 

on their social media and that their products are styled by a professional team which can create 

a more trustworthy image on Instagram. Arla Foods has not developed a concrete strategy 

regarding CGA, since it is relatively new concept, and therefore the company has a lack of 

experience regarding this type of advertising. However, Arla Foods points out that when it 

comes to trust, CGA on their social media can be perceived as more authentic and genuine than 

BGC because it is less focus on “push” marketing strategy; it is more about inspiration. Further, 

Arla Foods explain that Instagram is more about feeling and creating content that people can 

relate to, and less emphasis on the promotional aspects. 

4.2 Findings from the focus groups 

The three focus groups that were conducted was characterized by a relaxed environment and an 

interest among the participants in the topic itself. Hence, this resulted in insights and opinions 

regarding participants’ trust in Arla Foods’ BGC and CGA, and how that in turn affected their 

purchase intention. One of the main findings from the focus group sessions is when participants 

were asked about their opinions and perceptions about CGA, some participants were confused 

by the difference between UGC and CGA. However, after the moderators explained more in-

depth about the concepts and the differences, participants became more active in the discussion. 

Further, another key insight is that two out of three focus group trust in BGC more than CGA, 

and perceive that BGC is more effective in creating purchase intention.  

 

Moreover, the empirical findings show that aside from different advertising types (BGC and 

CGA) there are other factors affecting trust and purchase intention such as brand associations. 
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Participants associate Arla Foods with products they use on daily basis; Arla Foods’ 

advertising; Arla Foods’ competitors; the milk crisis in 2016 (farmers’ wages) and 

sustainability. Some participants have negative brand associations which is mainly a 

consequence of the milk scandal that has caused some participants to perceive Arla Foods’ from 

previously being a company that cared about the welfare of farmers to being somewhat like 

other large corporations who are keen on making profits. 

 

4.2.1 Trust in BGC versus CGA 

Most participants trust in brand-generated content more than consumer-generated-advertising. 

From an aesthetic point of view, the type of BGC that is perceived as relatively more 

trustworthy is when the product is slightly in the background and placed within a relevant 

context, as compared to the more promotional pack shots. This is explained more in detail by 

participant (Sandra): “I like that the product is in the background; discreet and thoughtful. This 

makes these types of pictures more credible [than a pack shot].” In line with this notion, other 

participants explain that trust is derived from the extra effort reflected in the company’s attempt 

to place the product in an inspirational context e.g. by using the product as breakfast meal 

recipes. Thus, participants’ trust increases when brand-generated content is perceived as less 

commercial, authentic and more relatable.  

 

Moreover, participants trust in brand-generated content since consumer-generated advertising 

is perceived as less trustworthy advertising. For instance, participants’ trust in BGC is higher if 

the participant is aware that the CGA is a contribution initiated through a contest by the 

company and not a voluntary contribution. This view is explained more in detail by participant 

(Markus): “Companies filter out what they consider are the best pictures, so I still think it feels 

pretty fake and those who send in their photos probably hope to win a contest; therefore, 

companies do not publish completely spontaneous pictures.” Furthermore, another aspect that 

participants highlight as a contributing factor that make them trust in BGC more than CGA is 

that participants do not know the underlying motives of CGA. This makes them prefer brand-

generated content to consumer-generated advertising since they know the motives of BGC. This 

notion is explained by participant (Anna): “With BGC, at least I know it is about marketing; 

there are no hidden motives. I am more skeptic to CGA because I do not know the motive behind 

this [CGA]”. Elaborating on this view, participant (Sara) explain that “In a way, I think I have 

more trust in BGC because it is obvious that it is advertising directed to you. This [CGA] almost 

feels like they are trying to sell something in a sneaky way”. Other participants not only agree 
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with this notion, but also adds that the products shown in consumer-generated advertising might 

not originate from the brand itself. Hence, participants imply that it is not necessarily the 

company’s products seen in consumer-generated advertising, and therefore they trust in BGC 

more than CGA. Some participants also trust in BGC more than CGA by arguing that the 

company possess more knowledge about their products than customers. 

 

Nevertheless, there are participants that do not trust in brand-generated content because they 

are aware that marketers’ intention is to maximize sales, which is explained by one of the 

participants (Jennifer): “All companies are just trying to sell their products […]. Most 

companies photoshop their pictures so I do not put much trust into their pictures”. Hence, 

participants believe that BGC could be manipulated to enhance the product benefits by e.g. 

editing photos and consequently participants do not trust in BGC. Moreover, participants are 

aware that BGC is often arranged to look picture perfect, thus not reflecting the reality which 

contributes to low trust in BGC. This is explained by one of the participants (Emilia): “You 

understand that it [a table setting showing a breakfast meal] might not be so appealing in 

reality; therefore, it becomes a little fake, but it can still be inspiring.”. Additionally, other 

participants who are not avid consumers of BGC usually do not experience any difference 

between brand-generated content on social media in comparison to other traditional marketing 

communication channels (e.g. TV). Hence, they would not put effort into viewing BGC on 

social media, or as one participant (Nora) explains: “I would just scroll past it, to me it is 

"advertising as advertising.”. 

 

Participants who trust consumer-generated advertising more than brand-generated content 

explain that this is because they believe the former type of advertising is more credible than the 

latter. CGA is believed to reflect reality more since they show the product in use by real 

customers, which makes participants feel that this type of advertising is more authentic: 

“Because the pictures are taken by customers, I actually have more trust in the pictures than if 

the company had taken them. If customers have managed to create such nice things from their 

products, I feel like I can also do that.” (Jennifer). The fact that other customers have devoted 

time and effort into the making of CGA contributes to the participants’ trust in this type of 

advertising, which is explained more in-depth by one of the participants (Sandra): “CGA is 

more trustworthy because they imply that customers have spent time in creating the advertising 

and it [CGA] is kind of a review reflecting that they [customers] are satisfied and happy.” 
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4.2.2 The impact of trust on purchase intention 

When it comes to participants’ trust in BGC or CGA, and its impact on purchase intention, this 

study shows that trust in the advertising (BGC or CGA) does not solely have an effect on 

purchase intention when it comes to a specific brand or product. Purchase intention is also 

affected by other factors. Further, the empirical findings suggest that participants are more 

likely to purchase a product after seeing BGC on social media since a majority of the 

participants trust in Arla Foods’ BGC more than their CGA. This is because participants 

perceive that Arla Foods have the right information and expertise regarding their products even 

though participants are conscious that brand-generated content is a form of advertising with the 

intent to generate sales. However, there are participants who are skeptic and argue that Arla 

Foods’ brand-generated content does not necessarily result in an actual purchase of their 

specific brand or product since there are other factors that matters e.g. similar products. 

Furthermore, participants who are skeptic to BGC argue that they are willing to try new 

products if the advertising contains an innovative and fun angle. This can increase their 

purchase intention since they would find brand-generated content more relatable and 

trustworthy. 

 

Since consumer-generated advertising is a relatively new phenomenon, some participants claim 

that they are unfamiliar with this type of advertising. Nevertheless, some participants trust in 

consumer-generated advertising more than brand-generated content although it does not 

necessarily lead to a purchase intention. This is explained by the fact that most participants 

found CGA more as an inspirational source on how to use Arla Foods’ products in various ways 

rather than feeling the intention to purchase the company’s products. Moreover, some 

participants are conflicted whether CGA represent Arla Foods’ own products on social media 

or if the product(s) is from another brand since there are similar products on the market. One 

participants (Sofia) explains: “This can be anything. How do I know that this [the products] is from 

Arla Foods? With Arla Foods own pictures [BGC] on social media you can be sure that it is actually 

Arla Foods’ products. I will rely more on the company because I'm not going to buy the product after 

seeing customer's own image [CGA].” Furthermore, participants argue that it is important that 

CGA should have a clear message and imagery connected to Arla Foods in order to gain trust 

from consumers, otherwise it might affect their purchase intention in a negative sense. 

 

However, other participants trust in CGA more than BGC regarding potential purchase 

intention since they get a more realistic perception of Arla Foods’ products from the customer's 
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point of view. One participant explains (Vera): “The intention to buy [Arla Foods’ products] might 

be affected after seeing a product image [CGA] ... I rely more on this advertising [CGA] than the 

companies [BGC] because this looks more like something I can take a picture of with my camera phone 

and change the filters, in order to make it looks like this.” CGA creates an awareness among 

participants on a more personal level since some of the participants want to relate to the Arla 

Foods’ consumption experience by seeing how other customers consume Arla Foods’ products. 
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5. ANALYSIS 

5.1 The role of BGC and CGA in Arla Foods’ social media advertising  

In line with previous research (Kim & Johnson, 2016; Dennerhard, 2014; Merz et al., 2009), 

Arla Foods’ is an example of how companies’ social media platforms have become marketing 

channels were marketers are no longer the sole producer of brand advertising. Nowadays, 

consumers are also able to create advertisement (CGA) with the opportunity to get their 

advertisement featured on companies’ social media accounts (here: Instagram). The 

phenomenon of CGA is, however, relatively new (Lawrence et al., 2013; Ertimur & Gilly, 2011; 

Thompson & Malaviya, 2011), which could explain why Arla Foods’ do not have a clear, 

developed marketing strategy at present regarding this type of advertising on social media. The 

main reason that explains the limited amount of CGA is that everything that is published on 

Instagram must be quality assured by Arla Foods’ test kitchen.  This in turn could explain why 

the company’s Instagram account currently have a limited amount of consumer-generated 

advertising. Arla Foods’ does however believe that CGA has potential and benefits that the 

company intend to reap. This is reflected in their future plan to increase the use of consumer-

generated advertising on their Instagram account. 

5.2 Consumers’ trust in BGC versus CGA 

Trust in BGC 

Most participants in this study trust in BGC more than CGA by arguing that Arla Foods’ possess 

information and expertise regarding their products. This notion corresponds to Choi & Lee 

(2016) and Kivetz & Simonson (2000) reasoning that consumers’ belief that the company have 

full access to product information results in greater trust in BGC. Moreover, participants prefer 

BGC with less promotional emphasis and more authentic feeling since it increases their trust in 

this type of advertising. This is in line with prior research that it is important to avoid the 

characteristics of traditional marketing communication with emphasis on promotional aspects 

since consumers are unlikely to be persuaded by this type of content (Leigert, 2013; Chari et 

al., 2016; Skarmeas & Leonidou, 2013). However, from a company perspective, Arla Foods try 

to create a trustworthy image through their social media advertising by investing resources to 

create appealing and credible brand-generated content. Further, the fact that every published 

content on their social media account in which products are shown in a recipe context needs to 

be quality assured, to prevent potential damage to the brand due to unpleasant consumption 

experiences, can be interpreted as a way to increase consumers’ trust in BGC. However, since 
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BGC usually emphasize the positive perceptions around the product by enhancing product 

benefits (Choi & Lee, 2016) the consequence, as shown in the empirical findings, is that some 

participants do not trust in BGC. This is reflected in their argument that brand-generated content 

could be manipulated to create an attractive product image for the sole purpose of increasing 

sales. A related aspect that contributes to lower trust in BGC is when the advertising fails to 

reflect reality with their picture-perfect look, which is a consequence, explained by Goh et al. 

(2013), of consumers’ awareness that marketers have an interest to enhance product benefits to 

create attractive advertising leading to sales. Therefore, in both cases participants feel a lack of 

trust in BGC, which is caused by consumers’ belief that marketers emphasize product benefits 

to the extent that the advertising is not perceived as credible or authentic. Consequently, this 

line of reasoning is aligned with previous research explaining how BGC is perceived to have a 

weaker influence on consumers’ trust (Choi & Lee, 2016; Goh et al., 2013; Lawrence et al., 

2013). 

 

Furthermore, the concept of ad-skepticism as discussed by researchers such as Leigert (2013), 

Chari et al. (2016) and Skarmeas & Leonidou (2013), explain why some participants do not 

even bother to view BGC on social media. This is because, in line with prior research, they are 

not persuaded by this type of advertising concerning trust (Kelly et al., 2010; Dhar & Chang, 

2009; Obermiller & Spangenberg, 1998). In addition, the empirical findings reveal that some 

participants’ trust in BGC are affected by the design of the advertising. Trust was shown to be 

high when the product is placed within a relevant usage context rather than a commercial pack 

shot. Participants explain that this reflects an extra effort made by Arla Foods which makes 

them perceive this “type” of BGC as more thoughtful and credible than a purely commercial 

pack shot. This is another reason indicating that marketers need to consider avoiding the 

traditional marketing communication approach since it is likely to create a negative perception 

towards the brand (Leigert, 2013; Chari et al., 2016; Skarmeas & Leonidou, 2013) by 

undermining trust among consumers who are ad-skeptics (Kelly et al., 2010; Dhar & Chang, 

2009; Obermiller & Spangenberg, 1998). Hence, ad-skeptics could be argued to pose a 

challenge for Arla Foods in gaining and nurturing consumers’ trust in their brand advertising 

(Kelly et al., 2010; Li & Miniard, 2006). Therefore, it is reasonable for Arla Food to consider 

how to gain trust from consumers who are ad-skeptics by using brand-generated content with 

less promotional emphasis and pushing more on creating inspirational and authentic content. 

This is because such advertising on social media is shown to positively influence consumers’ 

trust in BGC. 
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Trust in CGA 

An unexpected and important empirical finding shows that, in contrast to most prior research 

(Choi & Lee, 2016; Christodoulides, 2012; Kennedy et al., 2014; Goh et al., 2013; Schivinski 

& Dabrowski, 2016), only a limited number of participants in this study trust in CGA more than 

BGC. This could be a consequence of Arla Foods’ lack of a rigor marketing strategy regarding 

CGA. Therefore, it is reasonable to believe that Arla Foods’ have more expertise in creating 

effective marketing communication through BGC, and are thereby more proficient at gaining 

consumers’ trust and purchase intention through this type of advertising. Moreover, Arla Foods’ 

belong to the FMCG industry within the food sector, which is characterized by low-involvement 

purchases (here: dairy products). Since CGA is perceived by some participants as a type of 

product review, it is reasonable to believe that consumers’ of Arla Foods’ products do not rely 

on CGA to the same extent as compared to more high-involvement purchases. However, since 

institutions are dynamic (Akaka & Vargo, 2015), it is plausible that in the future CGA could 

increase in importance for consumers when marketing products characterized by low-

involvement purchases by having a greater impact on consumers’ trust and purchase intention.  

  

Although Arla Foods lack a well-developed strategy concerning CGA, the company believe 

that this type of advertising might be perceived as more trustworthy than BGC by their 

consumers through being more authentic and with less promotional focus than BGC. This is 

aligned with how some participants reason concerning trust in CGA. Regarding participants’ 

trust in CGA, it can be claimed that those who trust in CGA more than BGC have a general 

belief that this type of advertising is more authentic. More specifically, participants claim that 

CGA reflects reality by showing how the product(s) is used by customers and it is therefore 

easier to relate to this type of advertising. This reasoning coincides with Kennedy et al. (2014) 

explanation of why CGA is superior to BGC; consumers’ trust in CGA more than BGC since 

it is made by marketers with commercial motivations. Therefore, it can be argued that these 

consumers trust in CGA more than BGC, which is aligned with Kennedy et al. (2014) and 

Muñiz & Schau’s (2007) research. Accordingly, CGA is in this sense more influential than 

traditional advertising in form of BGC as it benefits from heightened trust by consumers 

(Kennedy et al., 2014). Thus, a suggestion is that companies such as Arla Foods, who currently 

do not have a well-developed social media marketing strategy concerning CGA, might benefit 

from incorporating a certain amount of CGA as part of their social media advertising. This 

could appeal to the types of consumers who believe that CGA have a stronger influence on their 

trust in the advertising. 
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Moreover, another aspect that has, to the best of our knowledge, not been discussed in prior 

research is the fact that some participants perceive CGA as a kind of customer review that 

indicate that (other) customers are content and satisfied with the product(s). Participants 

explained that this is reflected in the devoted time and effort that other customers have invested 

into the creation of CGA. Thus, it can be argued that some consumers trust in CGA since they 

consider this type of advertising is, to a certain extent, an equivalent to a positive product 

review. In contrast, other participants argue that their trust in CGA is lower than BGC if they 

believe that there are ulterior motives for creating the advertisement, which is aligned with 

findings from prior research (Lawrence et al., 2013). Although participants had different 

examples of ulterior motives (e.g. CGA that are initiated by the company through contests), the 

common denominator was nonetheless that participants felt that ulterior motives resulted in 

lowering their trust in CGA. 

 

Furthermore, in instances when participants perceive that the ulterior motive is unknown or 

hidden, the consequence is not only lower trust in CGA; participants even prefer BGC to CGA. 

The reason is that participants claim that there are no hidden motives since they are aware that 

BGC is for marketing purposes. This indicates that ulterior or hidden motives causes 

participants to become skeptical towards CGA which results in lowering their trust in this type 

of advertising. This notion can also be explained further by previous research from Lawrence 

et al. (2013), Ertimur & Gilly (2011) and Thompson & Malaviya (2011) who explain that since 

CGA is a relatively new phenomenon, and consumers lack in experience regarding this type of 

advertising, the result is skepticism towards CGA. Thus, the empirical findings suggest that 

companies such as Arla Foods need to be cautious that consumers’ trust in the type of CGA 

that are initiated through contests are lower compared to voluntary contributions. Further, 

another implication for companies is that when publishing CGA, it could be beneficial to clearly 

state the purpose of the CGA in question. For instance, the company could state that the 

advertising is random contributions from customers that act as inspiration or promotion for a 

new product, or that they are contributions for a contest. 

 

Another aspect that lowers participants’ trust in CGA, that prior research has not yet touched 

upon, is that some participants argue that the product(s) shown in the advertisement might not 

originate from the brand. Therefore, in circumstances when participants doubt whether the 

depicted product(s) in the advertisement really are from the brand, their trust in CGA is lower 

than BGC. A related finding, which is in consensus with Choi & Lee’s (2016) argumentation, 
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is that participants who trust in BGC more than CGA, argue that companies’ have complete 

knowledge regarding product information whilst customers possess limited product knowledge. 

This suggests that companies’ expertise about their products is one factor that could contribute 

in increasing consumers’ trust in BGC. 

5.3 Trust and its impact on purchase intention 

As a part of Arla Foods marketing strategy to gain consumers’ trust, Arla Foods tries to create 

appealing and credible advertising (BGC and CGA) on social media in order to increase 

consumers’ purchase intention (Schivinski & Dabrowski, 2016). One of the main findings from 

this study, which prior research has not touched upon shows, in contrast to Kennedy et al. (2014) 

findings, that most of the participants from the focus groups were more likely to purchase Arla 

Foods’ product after seeing BGC on social media rather than CGA. This is because participants 

who trust in BGC and are more inclined to feel a purchase intention after viewing this type of 

advertising believe that the company possess expertise about their products whilst other 

customers lack sufficient knowledge about Arla Foods’ products (Choi & Lee, 2016). 

Additionally, participants are more likely to trust in BGC and feel a purchase intention when 

the advertising has less commercial focus and is more authentic. This could be linked to Leigert 

(2013), Chari et al. (2016) and Skarmeas & Leonidou (2013) who argue that traditional 

marketing communication with commercial emphasis is not effective since it undermines 

consumers’ trust and thereby their purchase intention. Hence, it could be argued that in order 

for BGC to succeed in gaining consumers’ trust and purchase intention, the advertising benefits 

from containing less commercial focus. This notion is especially applicable for consumers who 

generally do not trust in BGC since it is created by companies with commercial motives. 

Consequently, consumers who do not trust in BGC experience that their trust and purchase 

intention might be affected negatively. This is aligned with the argument of Choi & Lee (2016) 

and Goh et al. (2013) who claim that consumers’ trust and purchase intention is undermined 

because BGC is considered to contain a high commercial focus to generate sales. However, 

those participants who find BGC less appealing argue that their trust and purchase intention 

could increase if the advertising is perceived as innovative and fun. Accordingly, it is important 

for companies to emphasize these factors when creating BGC.    

 

Nevertheless, some participants trust in CGA more than BGC, and thereby this type of 

advertising is more effective in creating purchase intention. Since the advertising is made by 

customers, they perceive that their trust in CGA is higher compared to BGC which are created 
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by the company who have commercial intentions. Thus, the findings show a connection to 

Kennedy et al., (2014) in the sense that CGA is perceived to be more successful than BGC in 

creating purchase intention. This is aligned with previous research which imply that CGA can 

benefit from better performance due to increased trustworthiness from consumers (Muñiz & 

Schau, 2007), and that CGA has an impact on other consumers’ consumption processes by 

influencing their trust and purchase intention (Halliday, 2016; Kim & Johnson, 2016). 

However, the use of consumer-generated advertising is relatively new (Berthon et al., 2008; 

Lawrence et al., 2013) and still under development when it comes to Arla Foods’ social media 

marketing strategy. Arla Foods state that the company lack experience and knowledge 

regarding this type of advertising which can affect consumers’ trust positively or negatively, 

depending on if they manage to utilize CGA in an appealing and trustful way. This relates to 

the empirical findings which show, in line with prior research, that some participants are still 

skeptic to this relatively new advertising concept and find it less credible than BGC due to lack 

of experience and knowledge (Arnhould, 2010; Lawrence et al., 2013; Ertimur & Gilly, 2011; 

Thompson & Malaviya, 2011). Moreover, participants are conflicted whether CGA is an 

authentic representation of Arla Foods’ products due to similar products and brands on social 

media which can create confusion and unclarity. Therefore, it is important that CGA connected 

to Arla Foods should have a clear message and design to gain consumers’ trust, otherwise it 

might affect their purchase intention negatively.  

 

In contrast, some participants from the focus groups agree to a certain extent that CGA gives a 

more realistic perception of Arla Foods’ products than BGC. This is because customers’ own 

advertising is perceived as more personal and inspirational in showing how to use Arla Foods’ 

products in different ways rather than feeling an actual intention to purchase products. The fact 

that the participants experienced trust in CGA but failed to feel a purchase intention was an 

unexpected and important finding. This notion is contrary to the belief that trust in the 

advertising (here: CGA) has a positive impact on consumers’ purchase intention, and is also in 

contrast to prior research concerning CGA and its positive influence in generating trust and 

purchase intention (Malthouse et al., 2016; Tang et al., 2014; Kennedy et al., 2014). 

Nevertheless, it is reasonable to assume that consumers’ purchase intention could increase if 

customers’ own advertising (CGA) is perceived as more relatable and inspirational. Purchase 

intention could also decrease or stay unaffected. The empirical findings show that it depends 

on the aesthetic aspects of CGA e.g. how the product(s) is presented since some participants 

trust in the type of CGA with less commercial emphasis than the types with more promotional 
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focus. Consequently, CGA with less commercial focus increased participants’ purchase 

intention in comparison with CGA that had a clear commercial motive. In addition, participants 

who perceive that there are ulterior or hidden motives behind CGA claim that their trust and 

purchase intention decreases. This notion corresponds to prior research by Lawrence et al. 

(2013), Ertimur & Gilly (2011) and Thompson & Malaviya (2011) who argue that consumer-

generated advertising on social media can be considered risky, less trustful and effective. Thus, 

the empirical findings indicate that there is a lack of experience and mixed views regarding the 

use of CGA in Arla Foods’ social media advertising and its impact on trust and purchase 

intention. Therefore, when it comes to trust and its effect on purchase intention, the concept of 

CGA benefit from being explored further and adapted to consumers’ different preferences and 

demands. 

 

Furthermore, there are participants that are skeptic to Arla Foods’ social media advertising, 

regardless of BGC or CGA, by arguing that it does not necessarily lead to a purchase since 

other factors (e.g. corporate responsibility) not related to the advertising itself also have an 

impact. This is reflected in the empirical findings which shows that some participants are 

skeptical to both Arla Foods’ BGC and CGA on social media. The skepticism is a consequence 

of participants’ brand perceptions influenced by other factors than the advertising per se. In line 

with prior research by William & Page (2011), Schawbel (2015) and Deloitte (2016), 

consumers’ perception of how well FMCG- companies within the food industry (here: Arla 

Foods) perform on corporate responsibility issues have an important influence in consumers’ 

trust in companies’ advertising (here: BGC and CGA) which affects their purchase intention. 

In addition, the empirical findings show that participants were more willing to try Arla Foods’ 

products if the BGC and CGA is more relatable to their lifestyle choices, innovative and 

humoristic which could increase their purchase intention. Thus, other factors such as price, 

product availability, competitors, lifestyle choices etcetera still have an important impact on 

consumers’ purchase intention regardless of BGC and CGA.  These findings are aligned with 

Deloitte (2016), Schawbel (2015) and Williams & Page (2011) that state that these other factors 

also have an important impact on consumers’ (here: Millennials) trust in companies’ marketing 

communication and their purchase intention. In summary, the empirical findings are in line with 

Schivinski & Dabrowski’s (2016) notion that it is crucial for companies to understand how both 

BGC and CGA influence consumers’ trust and purchase intention when it comes to designing 

effective marketing strategies. This is important because, as evident in the case of Arla Foods, 



45 
 

companies have control over their own marketing communication whilst other factors linked to 

consumers’ brand perceptions are partly out of the company's’ control.  

5.4 Other factors affecting trust and purchase intention 

At present, Arla Foods’ mostly rely on their own advertisement (BGC) for branding purposes 

with the ultimate intention to generate sales (Brodie et al., 2013; Mangold & Faulds, 2009). In 

addition to the more promotional intentions, Arla Foods’ want to nurture trust by reaching 

important target groups, in this case Millennials, through the use of BGC on social media, which 

is in line with previous research (Mangold & Faulds, 2009). However, the empirical findings 

reveal that participants from the focus groups, who belong to the Millennial generation, are 

characterized by their social awareness and their trust are not limited to different types of 

advertising (BGC versus CGA). This is because brand associations to Arla Foods related to 

other factors (e.g. corporate responsibility, lifestyle choices etcetera) also have an impact on 

customers’ trust in BGC versus CGA, which in turn affects their purchase intention. This 

finding is in line with prior research which suggests that trust in marketing communication are 

also affected by other factors (Williams & Page, 2011; Deloitte, 2016). With this in mind, the 

findings show that it is essential for Arla Food’s to take greater responsibility when it comes to 

attracting Millennials by emphasizing in their BGC and CGA how they address these other 

factors (e.g. corporate responsibility). This could increase consumers’ trust in Arla Foods’ 

social media advertising (BGC and CGA), which could lead to a potential purchase intention 

(Schawbel, 2015; Williams & Page, 2011; Deloitte, 2016).  This implies that it is important for 

Arla Foods to be aware that it is not sufficient to post attractive social media advertising, 

whether it is BGC or CGA, since trust in the respective type of advertising and purchase 

intention are also, as explained by Deloitte (2016) and Williams & Page (2011), affected by 

other factors.  
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6. CONCLUSION  

The aim of this thesis was to explore and analyze how brand-generated content and consumer-

generated advertising on social media influence Millennials’ trust and purchase intention 

towards FMCG brands within the food sector. This study suggests that most consumers trust in 

BGC more than CGA when it comes to creating purchase intention. Further, the result of this 

study indicates that consumers lack experience and have mixed opinions concerning how CGA 

in the case company’s (here: Arla Foods) social media advertising affects consumers’ trust and 

purchase intention. The results also show that depending on consumers’ different perceptions 

and preferences, the impact of BGC and CGA on consumers’ trust and purchase intention 

varies. Whereas some consumers trust in BGC more than CGA, others have more trust in CGA 

compared to BGC. Thus, this study concludes that there are advantages and disadvantages with 

both types of social media advertising in how they influence the relationship between 

consumers’ trust towards social media advertising and purchase intention. Hence, it is suggested 

that both BGC and CGA are needed in Arla Foods’ social media advertising since omitting 

either type of advertising could result in disregarding the positive impact that the other 

advertising type has on consumers’ trust and purchase intention. 

 

However, our study suggests that most consumers trust in BGC rather than CGA, and thereby 

BGC is more effective in creating purchase intention since consumers perceive that Arla Foods’ 

have more expertise regarding their products in comparison to other customers. Consequently, 

the empirical findings indicate that most consumer are more inclined to purchase a product after 

being exposed to Arla Foods’ BGC rather than CGA. Moreover, consumers prefer BGC that is 

characterized as less commercial rather than vice versa since it increases consumers’ trust in 

BGC and is thereby more effective in generating purchase intention. Therefore, the results 

imply that marketers benefit from modifying BGC through emphasizing less on the commercial 

aspects. However, findings from this study shows that some consumers do not trust in BGC 

since they believe it could be manipulated by marketers to create attractive marketing 

communication with the purpose of generating sales. 

 

Further, an important finding that is in contrast with prior research, is that most consumers 

perceive CGA more as an inspirational source connected to the consumption of Arla Foods’ 

products rather than feeling the desire to purchase the products. This could be a consequence 

of Arla Foods’ lack of experience when it comes to using CGA in their social media advertising 
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and because Arla Foods’ products are characterized as low-involvement purchases in which the 

importance of CGA is lower compared to high-involvement purchases. Nonetheless, some 

consumers argue that CGA is more effective in creating purchase intention since consumers’ 

trust is higher in advertising made by other customers (here: CGA) than BGC, which is believed 

to contain commercial motives. In comparison to BGC, CGA is perceived as more authentic 

and relatable advertising which increases consumers’ trust but not necessarily their purchase 

intention. On the other hand, consumers’ trust towards CGA decrease if they believe that there 

are ulterior or hidden motives behind the advertising. In these circumstances, consumers’ trust 

in BGC is higher than CGA. Further, our study shows that some consumers lack experience 

regarding CGA and therefore has low trust in this type of advertising, which results in low 

purchase intention. 

 

The purpose of this paper was to study Millennials’ trust and purchase intention. From the 

empirical findings, it is evident that consumers’ perception of how Arla Foods perform 

concerning corporate responsibility also have an important impact on their trust in social media 

advertising. This in turn affects Millennials’ intention to purchase Arla Foods’ products. Hence, 

it is vital for FMCG brands such as Arla Foods to emphasize how they address these other 

factors in both BGC and CGA to appeal to Millennials who are conscious consumers that tend 

to have a low trust towards FMCG companies in the food industry. 

 

Concluding, this paper shows that brand-generated content has a greater impact on the 

relationship between Millennials’ trust in social media advertising and purchase intention 

towards FMCG brands. However, an important finding from our study is that some Millennials’ 

trust in consumer-generated advertising although it does not necessarily result in a purchase 

intention. Further, other factors related to e.g. corporate responsibility is also shown to have an 

important impact on the relationship between trust and purchase intention towards FMCG 

brands within the food industry. In conclusion, this study suggests that both BGC and CGA are 

needed in Arla Foods’ social media marketing strategy. However, due to dynamic institutions, 

the results from this study may not be valid in the future. Thus, the impact of BGC and CGA 

on the relationship between trust and purchase intention could benefit from being explored 

further. 
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6.1 Managerial Contribution  

This study has shown that social media advertising from Arla Foods with less commercial focus 

and more authentic emphasis has a positive impact on consumers’ trust in the advertising. This 

notion suggest that it is reasonable for managers to put effort in creating social media 

advertising that is authentic and less promotional to gain consumers’ trust. Moreover, although 

most consumers trust in BGC and claim that it is more effective in inducing purchase intention, 

this study shows that other consumers’ trust is more in favour to CGA. This implies that 

managers should be aware of the need to adapt their social media advertising to consumers who 

trust in consumer-generated advertising more than brand-generated content. Further, 

consumers’ trust is low when they believe that there are ulterior motives behind consumer-

generated advertising. This notion suggest that it could be beneficial for managers to take into 

account that CGA which are not initiated through e.g. contests is more proficient in gaining 

consumers’ trust. This paper has also shown that Millennials’ trust in BGC and CGA created 

by FMCG brands in the food industry is also influenced by other factors related to e.g. corporate 

responsibility. Hence, to gain Millennials’ trust and increase purchase intention, it can be 

beneficial for managers to include in the company’s social media advertising how they address 

these factors in a way that fulfils Millennials’ expectations. 

6.2 Academic Contribution  

The aim of this study was to explore how BGC and CGA on social media impact the relationship 

between Millennials’ trust in social media advertising and purchase intention towards FMCG 

brands. Since there is a lack of prior research within this phenomenon, the first and most 

fundamental research contribution is empirical insights into how social media advertising 

affects the relationship between consumers’ trust and purchase intention. Further, most prior 

research studying how trust in BGC and CGA affects purchase intention has used a quantitative 

research design. By describing and exploring how trust in BGC and CGA on social media 

influence Millennials’ purchase intention, this thesis also contributes with a qualitative 

approach on the literature regarding the impact of BGC and CGA in marketing contexts. A final 

research contribution concerns how BGC and CGA as different types of social media 

advertising influence the relationship between consumers’ trust and purchase intention. By 

studying a FMCG company (here: Arla Foods), findings from our study indicate that other 

factors not related to the advertising per se also have an impact on the relationship between trust 

and purchase intention. 
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6.3 Limitations and Future Research 

This paper studied how different types of advertising on social media influence the relationship 

between consumers’ trust and purchase intention using a qualitative research approach. More 

specifically, a single case study was conducted. Thus, a limitation of this study is that the 

empirical findings cannot be generalized to the studied group of consumers (here: Millennials). 

Therefore, a suggestion for future research is to complement qualitative studies with a 

quantitative approach to be able to make statistical inferences as well. Moreover, since a single 

case study was performed and there are limited opportunities for generalization, future research 

could use multiple case studies within the same industry to enable comparison of results. This 

could also enhance the reliability of the study. Finally, this study was performed within the 

FMCG industry in which the case company Arla Foods’ social media advertising concerns low-

involvement purchases within the food industry. Additionally, the studied group of consumers 

consists of Millennials. Hence, the empirical findings might not be valid for other industries, 

product range and groups of consumers. Thus, a final suggestion for future research is to study 

other types of industries such as more service specialized and human capital-intensive sectors 

(e.g. consultancy firms, banks, etcetera); high-involvement purchases and other consumer 

groups to explore how BGC and CGA influence trust and purchase intention. 
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Appendix 1 

Focus group 1 (March 27th 2017, 1 PM-2 PM) 

Participant  Age 

A - Emilia 26 

B - Anna 26 

C - Johanna 29 

D - Tim 28 

E - Markus 28 

F - Frida 25 

 

Focus group 2 (March 29th 2017 1 PM-2 PM) 

Participant Age 

G - Sara 27 

H - Natalie 24 

I - Moa 27 

J - Elias 26 

K - Vera 25 

L - Alice 26 

M - Nora 24 

 

Focus group 3 (April 3rd 2017 1 PM- 2 PM) 

Participant Age 

N - Emanuel 32 

O - Jennifer 25 

P - Nina 25 

Q - Jakob 25 

R - Sandra 28 

S - Sofia 24 

T - Mikael 30 
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Appendix 2 

Interview guide for focus groups* 

BGC stimuli 

1. When it comes to trust, what is your opinion about this type of content created by the 

company?1 

 

2. If you have trust in mind, when you see this type of content, it is likely or unlikely that 

you will buy Arla Foods’ products? Motivate your answer (why).2 

 

CGA stimuli 

1. When it comes to trust, what is your opinion about this type of content created by 

customers?1 

 

2. If you have trust in mind, when you see this type of content, it is likely or unlikely that 

you will buy Arla Foods’ products? Motivate your answer (why).2 

 

 

 

 

 

 

 

 

 

 

 

* The interview guide was translated to Swedish prior to the focus group sessions, which were 

all held in Swedish. 

 

 

                                                           
1 Lawrence et al. (2013) 
2 Lawrence et al. (2013), Singh & Spears (2004) 
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Appendix 3 

Visual cue: BGC 

 

 

Visual cue: CGA  

 

 



60 
 

Focus group visual stimuli: BGC 
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Focus group visual stimuli: CGA 
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Appendix 4 

Interview with Maria Radermacher (Arla Foods, Instagram and Snapchat) 

 

Background 

• How long have you worked for Arla Foods and what role do you have? 
 

Social media marketing 

• Explain how you work with social media. How long has Arla Foods been present on 

Instagram and what is the reason for choosing Instagram as a marketing channel? 
 

• When you design your campaigns on Instagram, what strategies do you have? (What 

is the purpose of the campaign?) 
 

• How has your channel developed in terms of advertising created by Arla Foods (BGC) 

and advertising created by customers (CGA)? 

 

Brand-generated content (BGC) 

• When you create your own advertising, what purpose / goals do you have with your 

communication? 
 

• How do you work with your communication to create trust among Millennials through 

social media (campaigns)? 

 

Consumer-generated advertising (CGA) 

• It has become more common for customers, especially Millennials, to become more 

involved in creating advertising on social media. What are your thoughts about this 

phenomenon? 
 

• What is your opinion regarding customers’ responses (in terms of comments, likes) 

towards your own advertising compared with advertising contributed by customers? 
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Appendix 5 

Interview with Gry Andersson Nordström (Arla Köket, Instagram) 

 

Background 

• How long have you worked for Arla and what role do you have? 
 

Social media marketing 

• We noticed that you recently started an Instagram account for Arla Köket. What is your 

reason for choosing Instagram as a marketing channel? 

 

• When you design your campaigns on Instagram, what strategies do you have? (What is 

the purpose of the campaign?) 
 

• How has your channel developed in terms of advertising created by Arla Foods (BGC) 

and advertising created by customers (CGA)? 

 

Brand-generated content (BGC) 

• When you create your own advertising, what purpose/goals do you have for your 

communication? 

 

• How do you work with your communication to create trust among Millennials 

consumers through social media (campaigns)? 

 

Consumer-generated advertising (CGA) 

• It has become more common for customers, especially Millennials, to be more involved 

in creating advertising on social media. What are your thoughts about this phenomenon? 
 

• What is your opinion regarding customer response (in terms of comments, likes) 

towards your own advertising compared with advertising contributed by customers? 
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Appendix 6 

Interview with Filip Urde (KESO Cottage Cheese, digital advisor) 

 

Background 

• How long have you worked for Arla Foods and what role do you have? 
 

Social media marketing 

• Which social media platforms does Arla KESO use? 

 

• How long has Arla KESO been present on Instagram? 

 

• What is the reason for choosing these social media platforms (more specifically 

Instagram) as a marketing channel? 
 

• What strategies do you have when designing your campaigns on Instagram? (What is 

the purpose of the campaign?) 
 

• How has your channel developed in terms of advertising created by you (BGC) and 

advertising created by customers (CGA)? 

 

Brand- generated content (BGC) 

• When you create your own advertising, what purpose / goals do you have with your 

communication? 
 

• How do you work with your communication to create trust among Millennials through 

social media (campaigns)? 

 

Consumer-generated advertising (CGA) 

• It has become more common for customers, especially Millennials, to become more 

involved in creating advertising on social media. What are your thoughts about this 

phenomenon? 
 

• What is your opinion regarding customers’ responses (in terms of comments, likes) 

towards your own advertising compared with advertising contributed by customers? 

 

 


