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Appendixes to chapter 4 

 

Appendix 4-1: Diesel activities and consumer reactions in chronological order 

Year Brand  Market 

≤ 1991 In 1991 the first ‘for 

successful living’ 

campaign. Before only 

‘weird’ catalogues. 

 

 

Worn-out looking items, ripped 

jeans, ‘giants’ jacket akin to 

American casual style.  

First company to produce casual 

wear tailored for women. 

Dieselito for kids: a playground. 

First sales in NY, in front of 

Levi’s overpriced jeans (100$), 

but in consignment.  

At first consumers 

return the goods 

thinking of them 

as being defective 

Brown, rusty 

finish: looks like 

you are a 

mechanic who just 

cleaned his hands 

on the jeans.  

The youth adopt the 

high priced denim 

because it represented 

an alternative, 

rebellious lifestyle: 

“Denim that your 

parents would never 

wear.”  

Five-pocket jeans 

becomes an icon. 

 

1992-

1993 

Focus on individual 

traits: “How to: date 

more, smoke (‘who 

Items in far-west style like long 

denim skirts, vests, slim-fit 

western shirts. Akin to Levis. 

Diesel is 

reinterpreting the 

60ies in a modern 

People want to 

distinguish themselves 

and collage their 
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needs two lungs 

anyway?), become 

president”. Global 

issues are important, 

but individual 

aspirations and 

concerns come first. 

sense. It looks at 

California skaters 

and NY. 

outfit. Women are 

glad they are able to 

do that, and to be 

hippy and modern at 

the same time. 

1994 US-V-J day campaign, 

features gay couple.  

Others overtly show 

intimacy among gay 

couples. 

 

 

 

DSL55 is launched bringing 

together action sports 

(sponsoring)/internet/music (art 

events: Poo and Two Steps 

Back). Artists are invited to 

work in the D. shops.  

Inspirational for the regular D. 

collections.  

 

 

Controversial 

reactions:  

1) What has D. to 

do with gays? 

2) D. manages to 

show what others 

do not dare.  

Lot of exposure in 

Gay-press.  

D. knows people 

know what they want, 

and ironically looks at 

the ‘negative society’. 

 

1995 Deadly sin of 

gluttony: pigs at the 

table. 

 

‘Nurse’ print ad in US 

showing lesbian 

intimacies. 

 

‘hot’couture, Indi-

Rock-a-Billy. 

 

Grunge is over, 

becoming more 

preppy, school-

uniform with an ironic 

twist. 

Introduction of D. shades, the 

glasses collection with producer 

Safilo. 

 

First D. shirts. 

 

D. goes online. 

 

Still innovation in new types of 

denim finish, or velvet jeans. 

Yellow/brown, women in clubs 

are inspiration.  

Controversial 

reaction in the US: 

it is more a wet-

men’s dream than 

a support of 

women 

emancipation.  

 

Campaigns 

detonating hollow 

social stereotypes.  

 

D. also makes 

publicity for 

washing powder, 

only if you are ‘in 

the know’, and of 

our age (young) 

D.’s marketing 

manager says the 

nurse campaign 

generated a mln sales 

in the glasses. 

 

In NL still 80% of the 

denim is classic. 

 

Carl Rhode: The 

‘femme fatale’ is 

back, more extrovert 

but at the same time 

self-assured (instead 

of expected ‘new 

existentialism’) 
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‘Sailors campaign 

showing US marines 

kissing’.  

you recognise it.  

 

D. campaigns 

perceived as 

successful from 92 

on. The TV spot 

featuring boy 

scouts wins the 

Cannes Grand 

Prix 

Clothing becomes less 

‘wild’.  

1996 “Guide to being a 

man” ad campaign. 

 

‘Love Crash’ tv ad in 

Sweden: plane crashes 

because of gay pilots 

kissing. 

 

D. wants to 

communicate that it 

stands for ‘satire, 

humor, 

anticonformisme’. 

(Benelux MRKT 

Manager) 

Opening of the first flagship 

store in NY, London, Rome. 

Awarded ‘best 

company of the 

year’ from Milan 

University 

Bocconi 

 

In relation to 

‘Love Crash’: 

“nowadays as 

cockpits are 

closed this does 

not make sense!”’ 

 

The Benetton of 

2000. 

Adopted by 20+ who 

have gone through 

jeans and street wear. 

 

Diesel 5 pocket jeans 

is #9 in the hottest 

catwalk trends. 

 

The coated denim is 

‘imitated’ by Versace. 

D.  

1997 Yalta: ‘birth of the 

modern conference’ 

joyful image of the 

meeting with women. 

 

D. Global brand 

manager Mr. 

Merchiore: D. is not 

intending to shock but 

D. Stylelab is launched: 

‘clockwork orange meets 

vertigo instead of Flash Gordon 

meets American Graffiti. 

 

The first D. interactive games 

are introduced 

RR Elected one of 

the most 

influential people 

of the world 

(select magazine) 

 

The most beautiful 

representation of 

the Yalta 

“next to luxurious 

lingerie and t-shirt of 

Kelvin Klein, D.’s 

jeans is of course 

representing the spirit 

of the time.” 

 

D. is following G-sus 

and Speiwok. Sport is 
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to inspire; the aim 

now is more to wake a 

nostalgic feeling than 

to shock.  

conference.  

 

D campaigns are 

changing from 

easy to thought 

stimulating. 

being translated in 

street wear. 

1998 Soldiers during the 

first WW shooting 

behind fences.  

 

Old + worn + dirty. 

Campaigns with older 

people doing ‘dirty’ 

things.  

Lauch of D. footwear. 150 items 

per season. Inspired a.o. by the 

skating scene. 

 

 

 

Campaigns are 

dark, provocative 

but amusing. 

 

‘the collection has 

something with 

uniforms, very 

tacky, on the 

verge between 

beautiful and ugly.  

 

Ranking 9th in 

Denim sales in the 

Netherlands. 

D. has fabulous 

apparel, large, long 

and with caps. For the 

‘Altos’, a Dutch sub-

culture of alternative 

neo-hippy youngsters, 

without ideals but 

tending towards 

dark/pessimistic223. 

1999 ‘Stop crime now’ 

campaign. Young, 

eccentric and faintly 

retro. 

 

Nuns wearing denim 

outfits. 

 

‘The luxury of dirt’ 

‘Time frames’ collection: the 

watch is launched in 

collaboration with producer and 

brand Fossil. 

 

‘Dirty denim’with hair/fur. 

 

 

‘now that even 

Bill Clinton is 

wearing denim, 

youngsters want 

something else. 

Street credibility 

is of utmost 

importance for 

denim producers.  

 

The many colours (11 

different washings) 

allow skaters, clubbers 

and sportsmen to 

gather together and be 

mates.  

 

Dutch actress Angela 

Schijf and Dutch pop 

band Junkie XL are 

                                                 
223 For  a complete description: 

http://www.schooltv.nl/eigenwijzer/?vak=1540862&thema=1540766&onderwerp=1540764&item=216

527&nr=2157342&template=templates%2Finfoblok.jsp 
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aimed at expressing 

the core value of the 

brand. Focusing on the 

value of ‘careworn’. 

 

 

G-star and Levis 

are seen as main 

competitors. D. 

has a more 

innovative image, 

Levis introduces 

ludic personas but 

is more classic, G-

star is focusing on 

product 

development. 

brand ambassadors.  

2000 Joanna campaign: a 

Polish celebrity is 

created by D. and 

promoted. The core 

value ‘fake-real’.  

 

The characters King 

Frank as well as a 

photographer Frank 

Stephenson are also 

created to ironically 

look at classic model 

postures.  

 

UK ad: ‘Individual’, 

for the individual in 

everyone.  

D. is ‘upgrading’ through the 

purchase of the company Staff, 

producing for high-end 

designers (see above).  

 

Denim D. gallery in NY opens, 

to strengthen the D.-arts 

connection. Locally famous 

artists are asked to use the shop 

as a canvas. 

 

Flagship stores also in Milan, 

Tokyo, Paris with the Art idea. 

Shops must be filled with local 

memorabilia. 

‘an attempt to 

deflate the trend of 

designers paying 

celebrities to wear 

their brand.’ 

In the US the 

‘dressing down’ trend 

helps D. 

 

The fake celebrities 

and photographer 

campaigns generate a 

lot of exposure. Press 

actually did not 

understand right away 

that they were fakes.  

2001 ‘Daily African’ 

campaign that put rich 

Africans above poor 

EU and USA people.  

 

‘eternal youth’ and 

‘save yourself’ 

Denim gallery: limited editions 

of denim produced with local 

artists. 

 

55DSL is changing towards a 

‘feel at home’ and vintage 

feeling. 

Africa campaign 

wins many 

prestigious prizes.  

 

Youth campaign: 

‘the seamless 

results we are all 

Many people tried 

actions suggested by 

the ‘save yourself’ ads 

and react online. 

 

Local architects 

making furniture for 
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campaigns showing 

androgynous-like 

youth drinking urine 

or inhaling oxygen. 

 

U-music is introduced in the 

UK to promote new talent, 

something that producers are 

allegedly not interested in.  

 

First edition of International 

Talent Support, aimed at young 

designers.  

striving for’. 

 

D. is really saying 

something and 

being honest 

instead of just 

tackling social 

themes or image. 

 

 

D. declare that the D. 

feeling really works. 

 

D. has been inspired 

by truck drivers, now 

a lot of military and 

uniforms.  

 

2002 The fake personage of 

‘Donald Diesel’ is 

introduced. A parody 

on the big corporation. 

Lives in a country 

where consumer care 

has disappeared.  

 

Young punk 

alternative protesting 

in favour of mothers, 

small defenseless 

animals, physical 

affection.  

 

Wrestler ad in US.  

 

Psyche shoe: cult object 

 

Lagerfeld collaboration 

 

Purchase of majority in fashion 

house M. Margiela 

 

Design competitions 

Wrestler ad 

perceived as not 

being as 

controversial as 

previous ads. Also 

as  mainstream’. 

 

 

Association in Dutch 

press with eclecticism 

and Alcohol 

2003 ‘The global D. 

individual market 

research’ showing  

young people talking 

seriously.  

U-music is launched 

internationally 

 

 

A spoof and 

comment on 

individualism. 

Still very many 

associations with G-

star. Replay as most 

innovative brands. Not 

Levis.  
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‘Today we work hard’ 

conveying that it’s 

hard to e.g. wake up 

and go on vacation. 

Resistant clothes 

needed. 

2004 ‘Save nature’ 

campaign, loving 

nature too much will 

not help. 

‘Dreams’ interactive 

campaign, aimed at 

bringing consumers to 

the website to send in 

their dreams.  

 

First edition of Diesel New Art: 

Diesel Wall allows artists to fill 

wall in Berlin and Milan.  

RR named # 5 

most influential 

person on earth by 

The face 

magazine. 

 

 

Much upheaval in the 

UK on the ‘hedonistic 

pleasure’ campaign. 

 

More than 300 people 

sent in their dreams 

online.   

2005 ‘The future: a musical 

to believe in’ aimed at 

creating a positive 

feeling towards the 

future with Latin vibes 

and end 70s elements.  

 

‘Hedonistic pleasure’ 

campaign, portraying 

a.o. a naked back of a 

man entrenched by 

women legs (‘boots’ 

ad also ‘watches’ and 

‘feet’). 

 ‘the kinkiest 

images so far. 

Subverts the codes 

of luxury 

advertising.  

‘watches’ ad 

perceived as gay. Feet 

and boot as 

mainstream.  

 

More associations 

with the gay scene, 

and shops as sexy.  
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2006 ‘camouflage tales’ and 

‘angels’. ‘D. Heaven’: 

Angels as rock stars. 

 

Focus not on luxury 

anymore but on 

‘premium’.  

Cult object: Ruben bag. 

 

Leather jackets 

 

Presentation of D. in the NY 

fashion week. According to 

Wilbert Das the collection is 

inspired by Indians and the 

tough image of the police.  

 

‘We purposely create 

buzz’(Dutch marketing 

manager).  

 

Celebrities Demi Moore and 

Heather Grahan invited on the 

catwalk. Bon and the Dalai 

Lama are often mentioned in ext 

communication.  

Angels campaign 

generate a lot of 

media exposure.  

 

 

D. stands for escape 

and dreams.  

 

Feminine jeans line is 

not successful. 

 

In D. jeans your arse 

looks great, that’s 

important. 

 

D. is associated with 

happiness, luxury, hip, 

and being ‘in’. (more 

sources). 

 

2007 ‘mens and womens’, 

‘human affaires’, 

‘Global warming 

ready’: why should 

global warming 

change our life for 

worse? 

 

‘Human after all’ 

showing younger 

people cooking a 

pancake in a space 

vehicle.  

Focus on innovation through 

technology. The website is 

offering a deep-blue-sea 

experience. Avatars are e.g 

created with techniques from 

the popular movie ‘the matrix’.  

 

Launch of D. Style Lounge, d.’s 

e-commerce 

 

Opening of huge art shop in 

Antwerp, Belgium.  

The women 

leather jacket is 

particularly 

appreciated 

because it looks 

e.g. like a corset 

and is ‘theatrical’. 

 

New romantic 

silhouette from the 

80s. 

 

The boot of 1200h EU 

is perceived as not 

competing but being 

an alternative to 

Chanel.  

 

‘young  people have 

the tendency to 

change the meaning of 

brands, but not with 

D. They rather drive a 

tank empty to grab 

their new items.  
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D. fragrances 

: mass customisation 

campaign  

 

Launch of D. fragrances ‘D. 

fuel for life’. 

2008 ‘live fast’ campaign. 

Male and female 

models performing 

women tasks while 

running/hurrying 

 

RR: Luxury has 

became vulgar. 

 

Black-Gold campaign 

akin to ‘blair witch 

project’ sphere. 

Lauch of the ‘Black-

Gold’collection. New values are 

‘suspiciousness and mystery’.  

 

Fiat 500 by D.: ‘the urban 

survival vehicle’.  

 

DSL XXX worldwide party in 

honour of the 30years existence. 

On the same occasion limited 

edition of jeans for 30 EU ‘dirty 

denim’.  

Lauch of D. tv videos showing 

new personages from the dirty 

saga 

Consumers of 43 

years old drive a 

long way to come 

to Amsterdam to 

buy D. jeans. 

 

 

2009 ‘Black-Gold’ 

campaign: suspicion 

and mystery. 

Coincides with the 

stopping of D. style 

lab. ‘As diesel was the 

alternative for gas in 

the 70s, Oil is the new 

black gold’.  

John Galliano develops the 

children collection. 

 

Introduction of the interior 

fashion line at the ‘salone del 

mobile’in Milan.  

 

Lauch of a new more 

sophisticated fragrances line 

with L‘Oreal. 

 Reactions to the new 

BG collection by the 

public in the shops is: 

confusion.  

 

 

Appendix 4-2: Valuation of marketing input 
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The rationales for the ratings are the following:  

Advertisement  

These activities consist of the advertisements related to the campaigns aimed at introducing 

the new collections every year, i.e. the spring/summer and autumn/winter ones.  

- ComInp (acI, avII, paI):  Technically the advertisements do not require much 

consumer engagement to be effective, nor was that the company’s intention. We rated 

value in class two because of the presence of some degree of intertextuality. The ads 

are not aimed at creating communities, but are aimed at the masses.  

- ConInp (acI, avIII, paII): As a result consumer activity around the advertisements is 

not very high. However, it becomes evident that because of their intertextuality, and 

because Diesel anticipates extant trends, consumers sometimes have to ‘get’ the 

message, i.e. they must add some meaning to the ads, they must ‘connect a few dots’ 

to get it. Consumers spend time with activities related to the brand, some discuss it on 

the internet, but as we have commented before these comments may be more due to 

the prevalent ethos of the United States than to the company’s ads. It is, however, also 

true that many consumers feel that those messages are reflecting their persona exactly; 

some weblogs commenting on the Be Stupid campaign for instance, show how the 

campaign is voicing consumer thoughts, whereas peers accuse them of having co-

opted the company messages (see e.g. comment in footnote 4).  

Public Relations  

These consist of activities aimed at getting credibility more than exposure and this is achieved 

by seeking collaborations with the press and with celebrities. The owner of the company is a 

celebrity himself and generates news, and the main aim of public relations is indeed to create 

news, but also to make sure referential people talk about the brand. 

- ComInp (acII, avIII, paIV): Ambassadors and friends and journalists must 

spontaneously create content. The aim is to stimulate, tease them to do so. Reactions 

are as expected though, for instance, the story of Renzo Rosso offering a lift to the 

Dalai Lama in his personal airplane generates some resonance but that was also why 

this story has been told repeatedly. Moreover public relations imply activating key 

decision makers (or what some may call selectors or gatekeepers) but not consumers 

directly. They have to know and ‘understand’ the celebrity or buy the specific 
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magazine though. I have rated glue-value higher because Diesel tries to seek 

allegiance with specific micro-cultures gravitating around these celebrities.  

- ConInp (acII, avII, paII): The “friends of Diesel” are sought after, for instance, by 

appointing brand ambassadors hired amongst regular consumers, but I did not find 

many spontaneous activities, gatherings, and discussions as a result of these activities, 

or at least less than expected. 

  

Presence marketing  

Local marketing managers  seek allegiance with and involve local celebrities, artists, and 

other ‘friends’. Sometimes they organise events.  

- ComInp (acIII, avIV, paIV): Marketing officials (a presence-marketer is a separate 

function within the company) must be reactive to local happenings and identify those 

that are in-line with the company values and make sure the brand name is associated 

with them. The values as well as the intended glue value are rated higher because it is 

the explicit aim of such activities to achieve ‘local relevance’(literally, in the words of 

company representatives).  

- ConsInp (acIV, avII, paIII): Typically these activities are successful, consumers like 

to.get a free shower and free Diesel underwear for instance. The result is some 

resonance in local maybe more specialised media, and exposure in weblogs and 

discussion groups, but the effect is not to be found in spontaneous gatherings or 

community forming; no rebellion but rather obedience. However, for consumers 

telling the story also means reinforcing a sense of belonging to those ‘who where there 

as well’.    

 

Competitions 

 We have described most of these in section 4-6 and positioned them as teasing activities. 

- ComInp (acII, avII, paV): Input is lower for the company, as consumers have to react 

for the action to be effective. The content is produced by consumers but, in as much as 

I understand figurative art or music, there is quite some stylistic conformity. Glue 

value is rated higher because discrimination is sought after: the company is addressing 

one specific community (musical, artistic), or wants to create it.  
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- ConsInp (acIV, avIV, paIII): The Diesel U:Music initiative to produce and distribute 

young artists is already around for some ten years, a special website is dedicated to 

show this history  and the U:Diesel radio facebook site has about 1700 friends and 

sporadic threads. However, I found no evidence of fervent spontaneous communities 

around these initiatives, at least not as much as one would expect; consumers may be 

more moved by individual reward (status) rather than by belonging.  

 

Web, online activities 

These activities were briefly addressed in section 4-6 as well. The aim of the company is to 

use the internet to support the innovative side of the image, i.e. to experiment with rather than 

to reproduce offline campaigns.   

- ComInp (acIV, avIII, paIV): The company is looking for customer engagement 

through the internet, but leaves little room for consumers to engage spontaneously. 

The initiatives are always defined by the company. Since the initiatives are well 

thought-out, there is little room for consumers to ‘fill in the blanks’. Diesel creates a 

world, an online experience (e.g. the deep-water immersions in 2007), but there are no 

means for consumers to contribute to their creation. Maybe the company is hoping for 

the creation of communities around these initiatives, but the ‘information rich’ content 

allows for little peer-activity. 

- ConInp (acIII, avII, paIII): Consumers do react but not massively. With some 

exceptions, according to the company a request for sending in movies about dreams 

generated some 300 videos, still not a lot, however, given the exposure of the 

campaign. Again, I have found little evidence of spontaneous consumer activity 

around the brand neither offline nor on the internet. It is true though that consumers 

have to take care of these websites. Comments are limited to the company’s activities, 

and not introducing e.g. new topics or suggestions. 

 

Membership  

With the creation of the cult-card Diesel aims at creating an exclusive Diesel club and maybe 

enhancing customer loyalty. 
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- ComInp (acII, avI, paV): The company declares that the messages one card member 

gets are personalised, but looking at the discussions and promotion of the card it 

becomes clearer that the value that the company rests on with this initiative is merely 

efficiency, i.e. getting discounts and access. 

- ConsInp (acIII, avII, paII): Consumers have to register for the card, check the mail and 

react to it to gain the advantages. Advantages are mostly individual, except maybe for 

the chance to go to Diesel company events; I found no fervent communal activity 

around the cult-card members. 

 

Appendix 4: Calculation of the medians 

The numbers appearing in the tables underneath refer to the amount of time that ranking 

occurred. For instance for Activation the six (hence N=6) marketing initiatives where 

relegated to class I once, class II three times and so on. The median is obtained by taking the 

mid-value of the observations, in our case between 3 and 4, and looking for its position in the 

table. If the position is between two classes a + is added.  

Activation 

HyPo classes Company Input  Consumer Input 

I 1 1 

II 3 1 

III 1 2 

IV 1 2 

V 0 0 

Median for N = 6 II III 

 

Adding Values 

HyPo classes Company Input  Consumer Input 

I 1 0 

II 2 4 

III 2 1 

IV 1 1 
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V 0 0 

Median for N = 6 II II 

 

Peer Activity 

HyPo classes Company Input  Consumer Input 

I 1 0 

II 0 3 

III 0 3 

IV 3 0 

V 2 0 

Median for N = 6 IV II+ 

 

 

Appendixes to chapter 5 

 

5-1 Evaluation of input in marketing activities 

 

Packaging 

The bottle’s labeling.  

- ComInp (acII, avII, paIV) : In order to read the texts on the bottle consumer must take 

it and e.g. turn it around. Consumers will probably also want to show their peers what 

they have found; all this means the user must make an effort, but is rewarded. The 

benefits are quite explicitly stated, but there is some degree of intertextuality. The 

mimesis of a bottle actually talking to you attaches glue value to the labels. In other 

words, one hopes that people get surprised by it and hence show it or talk about it with 

their peers.  

- ConsInp (acII, avIII, paII): Consumers did respond to these stimuli, many are the 

comments reported in the newspapers about the texts on the bottles. However the 
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extent of consumer activation input is not that high. Consumers just have to take the 

bottle, turn it around and read. Consumers are adding some values though. This is 

mostly evident from the fact that different sorts of persons interpret it in different 

ways, children are amused by some elements, ‘thirty-somethings’ by others (e.g. being 

naughty). Communal activity does not go beyond commenting on the action. 

 

Public relations 

We summed up these activities as consisting of the following: Open up headquarters, publish 

books, organise tours, make sure the press has something to talk about, and finally some 

classic lobbying at the government to get regulations approved, but also to get press exposure.  

- ComInp (acII, avIII, paIV): As we have seen e.g in section 5-5 company executives 

have been very actively trying to influence the marketing environment to, as it were, 

prepare the ground for addressing the next consumer group with a promotional 

campaign. The company is looking for interaction, but not necessarily with 

consumers. The kinds of values to get across though are quite tailored to the publics, 

like e.g. business people or students.  By the same token the Glue Value is also higher: 

company executives thrive on this and exploit it continuously, like for instance when 

becoming appointed as government officials, or as a columnist, or speaker at business 

conferences. This is akin to what we have called looking for interaction in an ‘iterative 

fashion’ in the hope to become important in specific communities, or to give meaning 

to these.  

- ConsInp (acIV, avII, paII): Some people go to the seminars and read the columns. 

Others sent in furniture to dress the offices. So consumers were activated by company 

initiatives, and even generated content. This content however, or else the terms in 

which consumers express themselves, are not departing from that of innocent, rather 

imitating it. Consumers are not spontaneously forming gatherings and communities, in 

other words consumer react, take initiatives but the glue value is still quite low.  
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Promotions 

These are actions intended to increase sales of the product by attaching more or less 

temporary rewards to the purchase act. In particular we have seen the BigKnit and Buy 

One Get One Tree actions aimed at stimulating the sales of smoothies, but not necessarily 

through price reductions.  

- ComInp (acIV, avII, paV): These actions are presupposing consumer input, they 

explicitly ask for consumer input. In the Big Knit case this input should involve 

creative activity. The company intended to stimulate sales in the winter, the effect was 

to reinforce the image of the bottle. Glue value is higher because it was also the 

intention, or expectation, of the company that people would gather to learn how to 

knit. The company expected some consumer activity around the actions. 

- ConsInp (acIV, avII, paIV): Consumers respond, organize gatherings and knitting 

events. Also the Buy One Get One Tree action generates a large response. However, 

the actions reinforce the intended anthropomorphic connotations or personality of the 

bottle and the natural image implied in the company values. In this sense consumers 

are not adding new values, despite their fervent activity. Glue value is high, for the 

Big Knit consumer activity is mostly communal. The Trees campaign does not have 

elements that stimulate communal activity, despite about 86.000 adjacent new trees 

(from the company website, by september 2011).  

 

Advertisements  

Every year the most important campaign would start in January. After the festivities the 

company thought people might need something healthy. (See also table 5-3).   

- ComInp (acI, avII, paII): The ads are quite straightforward in making the benefits of 

the drink explicit, i.e. the aim is to explain to people what the drink implies. However 

some intertextuality is built in with e.g. the presence of the creative director in the ad, 

or inserting bunnies in them. The intended exposure depends on the intended 

consumer group (e.g. national exposure was only sought after when the product was 

made available in supermarkets).  

- ConsInp (acI, avIII, paII): consumers are passive in receiving the message, however, 

the aesthetics of the campaigns are not appealing to everyone. In other words, the 



295 
 

overt repetition of the natural element as well as a ‘childish’ style and tongue-in-cheek 

humor does generate not so much controversy, but demising comments.    

 

Presence marketing 

These are mainly events linked with music. Most famously the Fruitstock and Village Fete 

events organised by the company itself. 

- CompInp (acIV, avII, paIV): The amount of consumer activity required is quite 

obviously high, however, this instrument has been used by the company to concretise 

the values of the brand. Not only is the story of the inception of the company linked to 

such an event, but these gave the company the opportunity to e.g. invite local farmers 

and celebrities to reinforce for instance the ‘Local Produce’ and Writers Club’ sides of 

the image.  

- ConsInp (acIII, avIV, paIV): Consumers respond massively. So much so that allegedly 

the London based Fruitstock event had to be reduced (although that happened in 

concomitance with the intention of reinforcing the ‘Small’, more personal side of the 

image ). I put category four in the evaluation of the add values indicator, because the 

popularity of the events as well as the intensity of comments about them show how the 

brand became important in some people’s life as a result.  

 

Interactive media 

So far I have already discussed marketing initiatives that presuppose interactivity to be 

effective. Interactive media refers to the internet, but also to the ‘bananaphone’, electronic 

but necessarily digital.  

- ComInp (acIII, avIII, paIV): The company already searched for consumer action when 

the internet was not yet developed, by using the banana phone instead of a helpdesk or 

similar. The message was that one could call when bored, not only to complain. So the 

company looks for consumer action, but again it is a means to convey the brand’s 

quite defined values. Also, a weblog or a newsletter are not that interactive (by 

definition). The glue value, when looking at internet initiatives as well, is sought after, 

e.g. by eliciting comments on whimsical happenings in the company office.  
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- ConsInp (acIII, avIII, paIII): Allegedly the company founders were quite surprised by 

the amount of response to these media. In the newspapers I have found many 

comments about the bananaphone as such, praising it as an innovative, whimsical way 

to connect with consumers, thus adding to the intended personal, friendly image of the 

brand. However I didn’t find a lot of group activity as a result of these actions, but 

consumer activity is about sharing.  

Now I have analysed in more detail the roles of the company and of consumers in the 

attribution process of value to the brand, or the signification process. Let’s see if we can 

connect the dots and conclude on the position of the marketing approach of Innocent on the 

HyPo dimension. 

 

Appendix 5-3: Calculation of the median 

Activation 

HyPo classes Company Input  Consumer Input 

I 1 1 

II 2 1 

III 1 2 

IV 2 2 

V 0 0 

Median for N = 6 II III 

 

Adding Values 

HyPo classes Company Input  Consumer Input 

I 0 0 

II 4 2 

III 2 3 

IV 0 1 

V 0 0 

Median for N = 6 II III 
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Peer Activity 

HyPo classes Company Input  Consumer Input 

I 0 0 

II 1 2 

III 0 1 

IV 4 3 

V 1 0 

Median for N = 6 IV III 

 

Appendixes to chapter 6 

 

Appendix 1  

Mini advertising 1957-1969 

 

1957? Austin 7 Find the ordinary in an Austin 7 9 happy young people with musical 

instruments wondering around the 

car. 

1961 Austin 850 Countryman Business before pleasure Typical British gentleman saluting  

1961Morris Mini  Wizardry on wheels! The revolutionary mini-minor 

Morris. Happy family with the 

woman driving 

1962 Morris Mini A Mini for me, for you, for 

everyone 

Happy man sitting in the red car 

and women with umbrella outside. 

1963 BMC Morris Cooper  Now! The sensational Morris Mini 

Cooper 

Text focusing on the speed of the 

car.  

1964 BMC Morris 850 Mini The car that goes with sun and fun 6 young beach goers, in bikini with 

surfing board. 

1964 Morris Mini BCM Today’s car is a mini Man  getting to the car where a 

woman with a doggy is seated and 

smiling.  

1964? Austin Super Seven How luxurious can an Austin 

Seven get 

The red car with two people in it 

well dressed. Two crowns on the 

roof. A golden rag underneath.  

1964 BMC Mini Win the millionth mini Prize: if you buy a bmc now you 
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get the millionth mini 

1965 BMC Morris 850 Mini 

Australia 

“Incredible” A night club, fancy dressed people 

and a butler. 

1966, November. Mini 

Austin/Morris 

Today’s car is a mini A woman with a groceries bag, the 

slogan is written on that. The man 

in the car smiling. Text explaining 

all the functional properties. 

1966 Morris mini  Vernunft! Unfocussed picture of the car 

moving. 

1967 Austin Mini  Car with Union Jack paint is used 

at the British Pavillion of the 

Montreal world fair. 

1967 cooper S BMC won Monte and no doubt 

about it 

The rally car with text focusing on 

functional benefits. 

1967 Morris mini  Mini-Fahrer haben’s schwer! Outskirts of big town. Modern 

women in miniskirt and man next 

to her.  

1968 Austin Mini Mini 200.000 The smallest success 

in motoring history.  

The red car is celebrated as the 

most exported British car.  

1969 Morris Mini When everything else goes wrong, 

Mini will still love you 

Blank canvas background. A white 

mini with a woman embracing it. 

196x? Austin 850 Austin (BMC) The car in the outskirts of town, 

under a bridge. 

196x? Austin Morris clubman Happy days 

 

Happiness is (car pic) shaped. UK 

cottage with mother and two kids 

going to school.  

196x? Mini Force’s sweetheart Referring to the military forces. 

Portraying four cars customized for 

the army. Text explaining the 

functionalities of the car.  

196x? Mini countryman de luxe Austin  The car drawing, in green. Text 

explaining the luxury features. 

Does not look luxurious. 

196x? Cooper S 1000 and 1275 The car that won the Monte Drawings o the racing car 

196x? Mini Leyland Everybody has a soft spot for the 

mini 

A blond woman in the passenger’s 

seat smiling. Focus on the soft 

seats. 

 

Mini advertising 1970-1979 
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1970  Midlands Bank and Lucas Bright 

eyes (headlights) use the mini in 

their ads as first car, and as cheap 

one.  

Dunlop in Italy uses the car to 

promote radial tires. Michelin in 

DE. Relating to the cheap prices of 

the products 

 

1971  La mini est une grosse voiture 

L’avantage c’est qu’on peut s’en 

servir. 

Gangsters in black and white 

picture. Text with functional 

properties of the car. 

1973? Lelyland Mini Cheap Thrill Canvas background with an orange 

Mini 1275GT. 

1974 Innocenti e TU sei uno dei Mini o uno dei 

tanti? 

Lichtenstein picture of ‘I want you’ 

woman.  

1974 Mini: pour qui preferent l’original 

aux copies 

Four cars with the speed and the 

price stated. And ‘for the same 

reason that the world does not need 

a small car you do not need four 

minis.  

1974 Mini Leyland UK Before you buy a foreign car check 

what the foreigners are buying 

Rear side of a Mini with an Italian 

number plate. Text explaining that 

it is even cheaper in the UK and 

that there are more mini’s than any 

other car on the road. Great value 

for money. 

1974 1074: minimisez vos problems. Large white background with small 

mini and slogan. 

1975 Mini Leyland UK You’ll never feel small in a Mini.  The car in front of a London Hilton 

Hotel with upper-class people. 

Text explaining that you can take 

the car everywhere, next to the fun, 

speed and reliability. 

1977 Mini clubman  Sit in one of the new minis, you 

feel ten feet tall. 

Celebrity Eric Sykes is convinced 

by the functional properties of the 

car.  

1977 Mini LS This year’s greatest value on four 

wheels 

The car is portrayed and all the 

details mentioned, with 

handwriting. 

1978 Mini Leyland Mini. It’s like falling in love.  Romantic pictures with one women 



300 
 

 

So individuell wie die Leute die zie 

fahren 

197x? French Mini --- The car (yellow)in French street 

outside big city. Two men on the 

bicycle with baquette 

19xx? Mini 1000 

AUTHI (ES) Automoviles de 

Turismo Hispano Ingleses. 

Escamotage to sell in Spain 

(market protection). First produced 

in 1967  

Esto es un coche/para ustedes, que 

no quisieron comprar qualquier 

cosa/Mini 1000LS 

Portraits of the car/family portrait 

/engine, wheel, interior. 

 

Mini advertising 1980-199x 

 

198x? Austin Rover Mini 

Piccadilly 

Mini Piccadilly Sparkling blond women and car on 

stage. 

198x? Mini Ritz Very 80ies, flashy and modern. 

Neon lights. 

 

 

198x? Mini City Mini City Balloons and colours (yellow)  

198x? Austin Rover Mini 

Piccadilly 

Mini Piccadilly Sparkling blond women and car on 

stage. 

1991 Cooper  La poudre (The car) L’allumette 

(the key)  

The car, the key, instructions as 

how to drive it (simple) 

Last mini Advert (19xx?) Avoid the last minute crush The Cooper packed with people.  

 

Appendix 2: USA magazines  

When BMW decided to introduce the new MINI in 2001 the aim was to leverage on inherited 

values, but also to reposition the brand within a defined target market. One clue of how BMW 

addressed the market after the introduction can be derived from the target markets of the 

magazines in which BMW advertised the car: 
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2002 2003 2004 2005 2006 2007 2008 2009 

Cars 

Men 

Urban 

Music 

 

 

Fashio

n 

Cars 

Men 

Urban  

 

Travel/nature

? 

Business 

Film 

Culture/art 

Cars 

Men 

 

Music  

Nature/trave

l 

Business 

Africans 

Hispanic 

Car 

Men 

Urban 

Music 

Travel/natur

e 

Business 

Film 

Motor/cyclin

g 

Car 

Men 

 

Music  

 

Busines

s 

Sport 

 

Car 

Men 

Urba

n 

Music 

Car 

 

Urban 

Music 

Travel 

Busines

s 

 

 

 

 

 

 

 

Sport

s 

USA Advertisement of Mini [m18] 

The magazines are typically ‘Lifestyle’ ones that focus on the emergent ‘creative class’; i.e. 

young urban, mainly male, professionals and also very much in line with the intended target 

groups that are described above(see values section) except for a couple of detours. In 

particular in 2004 advertisements appeared in two ‘ethnic’ magazines: African Americans 

onWheels, Hispanic and Hispanic Business. On the issue of Africans a quick Google search 

on the internet delivered an interesting discussion224 as the story goes that BMW issued a ‘non 

urban dictate’ i.e. did not want to address ethnic minorities in the media. Discussions about 

the issues confirm that Mini is not a car for Latin or African minorities, so the dictate of 

BMW is ‘more like judicious use of ad dollars in a recession’225. Indeed the introduction of 

the Mini in the US was focused on Mini’s view of driving, that is about taking long trips, 

getting lost, putting on miles, modifying your car, feeling the tiers hold on a sharp turn, thus 

making driving a hobbyist adventure instead of focusing on status and machismo (Holt & 

Quelch 2004). These last features characterised attitudes of Latin or African based minorities 

but are also in line with the fun and cute associations with the car. 

The Film related magazines are, in a way, an Obvious choice, given that Mini purposely 

addressed films instead of TV as a three dimensional medium (next to games, [17]). Explicit 

fashion and women’s magazines were avoided interestingly, since men were the primary 

target group in the USA as opposed to Europe were women were also in the picture [8]. 

 

 

                                                 
224 http://www.radioink.com/Article.asp?id=1454056&spid=24698 

225 http://www.theroot.com/blogs/racism/bmw-disses-black-people 




