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One of the most difficult tasks of any social scientist is to negotiate the links between
abstract ideas and concrete instances of these ideas (Ellsworth, 1977; Alford, 1998). There
is always a tension between our theoretical concepts and their empirical manifestations.
As Alford notes, ‘Abstract concepts never perfectly fit the complexity of reality. Evidence
never contains its own explanation’ (p. 29). There are numerous examples of researchers
who cleverly devise experiments, select field settings or interpret contexts in ways that
deftly traverse the divide between theory and data, but there are few guidelines for novice
researchers attempting to pry understanding and explanation from the contexts they
study, or struggling to align theories and contexts.

As social scientists who have warily and not always successfully traversed the divide
between theory and data, the intent of our chapter is to encourage more systernatic atten-
tion to the choice of context and to provide some suggestions for selecting contexts that
have a high likefihood of impacting consumer and marketing theory. We restrict our atten-
tion to the problem of selecting contexts for interpretive research because context is a
prominent characteristic of much interpretive consumer research, yet as a discipline we
have devoted little discussion o the way to make research contexts matter theoretically.
Looking at the carefully crafted thick descriptions used to unfold theoretical insights in
the best interpretive research, the novice reader can come to believe that any context
studied carefully will render new theory. In fact, the esteemed sociologist Howard Becker
argues that every context is perfect for studying something, but the ‘something’ that
should be studied often eludes us (Becker, 1998). The subtle nuances of sampling, domain
parameters and timing and range of data collected that enabled the new insights often
appear to the novice as lucky accidents of setting or observation rather than structured
researcher choices, Certainly, serendipity and thoughtful observation play an instrumen-
tal role in interpretive work. Thick description of a context can help activate novel and
useful insights about markets and consumers, but, as we argue, serendipity and thick
description are rarely sufficient to trigger such insights. A compelling context, no matter
how richly depicted, cannot substitute for theory. Moreover, we argue research contexts
are likely to differ in the kinds of insights they generate, with some contexts more likely
to spawn interesting insights. Surfacing theory is critical for both scholars and practi-
tioners. For scholars, good theory always builds on prior theory; contexts are compre-
hended through theoretical lenses. For practitioners, surfacing implicit theory may
suggest how to make sense of a data set in the service of improved strategy implement-
ation, or the desirability of alternative theoretical perspectives that could drive alterna-
tive interpretations of data to suggest new strategic directions.

Our chapter consists of fourgections. In the first two sections we briefly discuss the
importance of context and some of the potential dangers of context for researchers
employing qualitative data. In the third section, we discuss how to make context work for
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researchers in the area of consumer culture theory. Here we discuss how prior studies in
CCT {Consumer Culture Theory) have used context and examine how theory and context
come together in these studies. Through our discussion of interpretive research con-
tributing to consumer culture theory over the past 20 years, we provide some guidelines
for selecting contexts that pay off. Finally, we conclude by reflecting on the role of context
in qualitative data analysis more generally.

The importance of context

Contexts are of fundamental importance to researchers in developing and testing the-
ories. In simple terms, a theory is a story about why acts, events, structure and thoughts
occut. The process of theorizing consists of activities such as abstracting, generalizing,
relating, selecting, explaining, synthesizing and idealizing (Sutton and Staw, 1993).
Contexts give theoretical stories veracity and texture. However, exactly how contexts
enabie and enrich theoretical insights often remains implicit. Sometimes we have difficulty
articulating the crucial role of contexts in developing a better understanding of consumer
behavior. At the most fundamentai level, contexts engage our emotions and our senses,
stimulate discovery, invite description and excite comparison.

Contexts engage our emotions and our senses

We find ourselves inspired, our passions inflamed by powerfully evocative contexts.
Researchers have been visually stunned by Niketown (Pefialoza, 1998; Sherry, 1998); fas-
cinated by the fervent commitments of X-Philes (Kozinets, 1997), organoleptically
enthralled by skydiving (Celsi, Rose and Leigh, 1993), white water rafting (Arnould and
Price, 1993) and the Burning Man Festival (Kozinets, 2002). Researchers have also been
transformed into fantasy game avatars (Martin, 2004), moved to intervention by the
poignancy of the plight of the homeless (Hill and Stamey, 1990) or the end-of-life deci-
sions of the elderly (Price, Arnould and Curast, 2000), converted into Apple Newton wor-
shipers (Mufiiz and Schau, 2003) or sucked into ardent neotribal brand and lifestyle
communities (Cova, 1997). The power of contexts to engage our emotions and our senses
also gives them the power to transform our lives and the lives of others.

Contexts stimulate discovery

In particular contexts, well-trained researchers grasp intuitively that there is a novel con-
struct or relationship to be discovered (e.g., Becker, 1998; Wells, 1993). Simply paying
attention to provocative nataral occurrences is one of the most useful heuristics for gener-
ating research questions (McGuire, 1997). This involves ‘cultivating habits of observation’
that focus attention on productive aspects of experience including unexpected, non-
obvious relations (ibid., p. 3). But it alse involves analyzing one’s own behavior in these
settings, and role-playing behavior drawing on similar and opposite types of experiences
{McGaire, 1997). Contexts and occurrences that seem puzzling or paradoxical move us to
search for explanations or resolutions from our own unique combination of perspectives
derived from our theoretical exposures: they stimulate discovery (Fiske, 2004).

Contexts that engage our emotions, imaginations and senses may be opportune for
‘revelatory incidents” (Fernandez, 1986), locating ‘negative cases’ (Emigh, 1997) and
‘dwelling in theory’, (Burawoy, 1998). Of course, researchers’ previous scholarship, or what
Glaser and Strauss (1967) call ‘theoretical sensitivity’ informs this intuition, A prepared
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mind facilitates researchers’ ability to absorb experiences from a context and translate
them into insights that contribute to theory.

The consumer behavior Odyssey (Belk, Wallendorf and Sherry, 1989), a watershed
event in academic consumer research in North America, was motivated by the conviction
that the exploration of novel consumption venues such as swap meets or eclectic roadside
attractions could spark new theoretical understanding, a proposition borne out in subse-
quent research (Belk, 1995; Sherry and Kozinets, 2001; Arnould and Thompson, 2003).
While these researchers stress the value of thick description in obtaining these insights,
equally important is the foundational training in anthropology, sociology and psychology
that informed their scholarship (Belk et al., 1989). This foundational training is what pro-
vides researchers with the scholarly intuition needed to detect the theoretical interest of
contexts {McCracken, 1988).

Contexts invite description and excite comparison

To communicate novel constructs or relationships we must characterize contexts in terms
that are in some ways conventional to a community of researchers. We do this by approach-
ing phenomena as cases of something already known (Walton, 1992). Part of the pleasure
and fascination of contexts arises from our sense that they compare in some interesting
way with things we already know (e.g., Burawoy, 1998), Contexts excite comparison.
Commercial white water rafting is a service encounter but it differs from other service
encounters in theoretically interesting ways. Raft trips are longer, more intimate, more
hedonic, and take place in environments under minimal control of the service provider
(Arnould and Price, 1993). One corollary of the invitation to comparison is that such com-
parisons also reframe difference and similarity in interesting ways. Thus, when framed
appropriately by descriptive comparison, an individual’s purchase of a treat becomes a
self-gift (Mick and Demoss, 1990); brand loyalty becomes a brand relationship (Fournier,
1998); forgotten brands in the kitchen pantry become invisible brands (Coupland, 20035);
heirlooms become inalienable wealth (Curasi, Price and Arnouid, 2004); scruffy handicraft
production in West Africa emerges as a regional market cluster of networked relationships
(Arnould and Mohr, 2005). Notice that these scientific transformations are at the same
time metaphorical ones; and it is often the case that thinking metaphorically about one’s
data can lead to theoretical insight (Lakoff and Johnson, 1980).

The dangers of context

Evocative, surprising, engrossing contexts are not unlike the taboo objects that inflamed
the desire of Indiana Jones, his many nemeses and fans in the famous movie series (Smith
et al,, 2005). They are fraught with danger for researchers as well. Although contexts can
be dangerous in other ways, we restrict attention to the dangers associated with researchers
and readers becoming overabsorbed in contexts,

The researcher overabsorbed in contexts

One of the most important dangers is that the researcher will become overabsorbed in
contexts. Such overabsorption may waste resources by keeping researchers in the field too
long and may hinder theoretical insights because of an inability to manufacture distance
from informants’ lives (McCracken, 1988). The researcher walks a fine and nebulous line
between absorption in the context that enables thick description and the analytical
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distance needed to uncover theoretical contributions and get on with the crafting of
science. Here researchers wrestle with the inevitable paradox between the need for inti-
mate familiarity with and distance from context.

In some cases, informants’ plights can overwhelm scientific goals, creating 2 tension
between directly affecting consumer’s lives through immediate assistance and improved
understandings that can inform long-term marketing strategy and social policy. For
example, researchers studying homelessness, juvenile delinguency, consumer literacy, race
inequities, drug and alcohol abuse, access to health care and a host of other issues must
balance empathy for their informants with scientific or policy goals.

At other times, the researcher is caught up in the emotional and sensory dimensions of
a context and unable to attend to or sort out the dynamic ¢lements and processes con-
tributing to that experience. To imagine this overabsorption and how it might interfere
with doing research, assume that you have been asked to do ethnography of a roller
coaster ride. In this case, riding the roller coaster allows access to your own physical and
emotional experience of the event but (at least in our case) is too absorbing to allow atten-
tion to anything else. Only by getting off the roller coaster and observing others can you
distance yoursell enough to trace the reactions of others and examine how the experience
of a roller coaster ride is patterned and sociaily situated. Metaphorically, getting off the
roiler coaster enables the analytical distance to uncover how the experience is produced
and unfolded within a social space.

Overabsorption in a context can alse make it impossible to break free of taken-for-
granted assumptions that parameterize and structure the context (Zaltman, 1983). The
use of bi-gender, bi-racial and bi-disciplinary research teams is a tactic often used to get
bevond taken-for-granted aspects of a single researcher’s perspective that may constrain
insight (Arnould and Price, 1993; Crockett and Wallendorf, 2004; Thompson and Haytko,
1997). Feminist and post-colonial scholars have demonstrated how Western male
researchers often background gender and other power relationships that not so subtly
color their results (Thompson, Stern and Arnould, 1998). Hirschman (1993) recognized
this in her content analysis of the Journal of Marketing. Bristor and Fischer (1993) more
specifically pointed out several specific areas where taken-for-granted influences of gender
affect consumer research on emotions.

Anthropologists refer to the danger of compelling contexts in the myth of ‘going
native’. In this myth, the anthropologist is so beguiled by cultural context that he or she
throws scientific commitments to the wind and throws him or herself wholeheartedly into

‘his or her adopted culture. I short, he or she assimilates to the context, much as did

Odysseus on Circe’s island. The ‘going native’ problem in marketing may be better recog-
nized as “becoming a consultant’ or ‘becoming an empathetic social activist’. Absorbed
by immediate managerial or social problems, the researcher can offer solutions but is
unabie to envision how these solutions refer to anything more general.

Contexts overabsorbing our readers

Contexts are dangerous not only for the way they threaten to swallow researchers, but for
the way contexts can overabsorb our readers, Readers are prone to remember the context
better than the theoretical insights rendered. Similarly, readers sometimes judge the
context as worthy or unworthy of scientific inquiry rather than assessing what theoretical
insights can be rendered through study of that particular context. For example, two of the
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present authors were once advised by colleagues that a study of white water rafting would
never be published in a major marketing journal: the river rafting market was too small
and the wilderness setting too unusual. And indeed the critics were correct. However, they
mistook thé substantive context for the theoretical context; the theoretical context
enabled top-tier publications modifying theories of service encounters, service satisfac-
tion drivers and the tactical role of front line service personnel {Arnould and Price, 1993;
Arnould, Price and Tierney, 1995, 1998). Many contexts for qualitative research are
extreme. The extremities of these research contexts evoke critiques of ‘generalizability’,
but often the extremity of variables and values enables researchers to derive theoretical
insights. Going to extremes is at heart a defamiliarizing tactic that helps us transcend
some of the assumptions we have in overly familiar contexts. Further defamiliarizing in
extreme contexts helps theoretically interesting factors emerge more readily. For example,
Holt (2002) interviews informants living at the fringe of consumer society to uncover how
brands operate as cultural resources. Kozinets (2002) investigates how the anti-commer-
cial Burning Man Festival reproduces notions of market and exchange that it sought to
escape in the first place.

Mook (1983) persuasively argues the need to distinguish between population and the-
oretical generalizability (see also Stewart, 1998). Mook advocates using extraordinary
contexts to examine how constructs operate at extremes or as venues where complex inter-
actions between constructs surface. He views extraordinary contexts as opportunities for
uncovering the boundaries of how, when, where and under what conditions our theories
apply. For example, research in more mundane contexts has shown the unfolding and
dynamic character of satisfaction, and the power of ‘extras’ even in brief, everyday service
settings (Fournier and Mick, 199%; Price, Arnould and Deibler, 1995), both theoretical
insights established in the extreme context of river rafting.

How to make context work for you
In applied marketing research, a focus on context has fueled something of a revolution in
practice, including the propagation of qualitative research as a valued research tool. In the
service of improved product design and positioning, and improved target marketing,
applied researchers have conducted research in a vast array of purchase and consumption
sites, ranging from grocery store aisles to stadium parking lots, teenagers’ bedrooms,
kitchens, TV rooms and even showers for a host of corporate sponsors (Belk and Kozinets,
2005; Bl Boghdady, 2002; Kottak, 2003; McCarthy, 1998; Sherry and Kozinets, 2001).

Research context choices foreground or background particular theoretical arguments
(Alford, 1998). Some researchers highlight the features of a specific context to argue that
it can make some constructs, construct relationships or processes salient to observation.
They also leave latent aspects of contexts unexamined. An individualistic focus may
background the role of social collectivities in shaping the consumption of Harley
Davidson motorcycles (Holt, 1997), world systems theory may silence the gendered voices
in descriptive participant observation (Thompson, Stern and Arnould, 1998), or a focus
on rituals may background the role of myth in patterning commercialized celebration
(Stern, 1993).

One role of foregrounding context in studies employing qualitative data has been to
highlight bias in previous studies in terms of both the populations and the processes
studied. Research foregrounding samples of homeless, illiterate, middle-class minosity,
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women, European migrant and non Euro-American consumers has examined the bound-
aries of our knowledge by sampling understudied consumer groups. Research has also
foregrounded neglected consumption processes through context selection such as gift
giving, disposition, presumption, play, ritual and so on. In this section of the chapter
we will focus selectively on research addressing sociocufltural, experiential, symbolic and
ideological aspects of consumption published in the Jowrnal of Consumer Research to
uncover how to make contexts work. This research primarily employs qualitative research
methods and has been summarized by Arnould and Thompson (2005) under the thematic
title *Consumer Culture Theory’ (CCT).

How consumer culture theory studies use context

We can begin by asking whether a CCT research project emphasizes variations in con-
sumers or variations across spatial or temporal circumstances as the foundation for theory
building. Of course, some CCT research varies both dimensions and other CCT research
does neither. Figure 9.1 provides a few examples of CCT research characterized along
these axes,

As illustrated in the figure, some CCT researchers foreground variations across spatial
or temporal circumstances in their research questions. For example, the theoretical
insights garnered by Kozinets {2002) from his exploration of the Burning Man Festival
depend on a spatial and temporal environment that contrasts with everyday consumer life,

Foreground
variations across spatial
A or temporal circumstances

What is different that we can What is different that we
understand about some can understand abcut
consumer phencmena by some consumer
examining the interaction of phenomena by studying
understudied consumers and constimers in this context?
spatial and temporal

conditions?

Coulter, Price and Feick (2003) Kozinsts (2002)

Crockett and Wallendorf (2004} Tian and Belk (2005)
Foreground ) i Background
variations in  What is different that we can What is different that we can variatgio:]s in
consumers  understand about some understand abgut some consumers

consumer phenomena by consumer phenomena by
examining how understudied applying a different
consumers respond? metaphorical or theoretical

template?
Allen (2002} Fournier {1998)
Adkins and Ozanne (2005) Coupiand {2005}
v
Background

variations across spatial
or temporal circumstances

Figure 9.1  Theoretical contributions linked to variations in consumers and environments
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not on variations in consumers, His reseasch asks: what is different that we can under-
stand about some consumer phenomena by studying consumers in this context?
Specifically, what boundary conditions of consumer resistance and marketplace emanci-
pation may we find at the Burning Man Festival? In another case, Tian and Belk (2005)
study how work self and home self contend for dominance in the domain of the work-
place. Researching valued possessions and the extended self in a novel spatial~temporal
context (e.g., work) uncovers new theoretical insights.

By contrast, Allen’s contributions (2002) do not depend on particular spatial or tem-
poral circumstances. He could have studied choice contexts other than students’ choices
of higher education institutions. Instead, his research asks: what is different that we can
understand about some consumer phenomena by examining how understudied con-
sumers respond? Specifically, how does cultural capital infiuence the way consumers
make choices? Here sampling consumers across levels of cultural capital helped to gen-
erate his theoretical contribution. In another paper, Adkins and Ozanne (2005) study
low-literate consumers in order to understand the impact of literacy on buying behav-
ior. Their implications derive from understanding how stigma linked to a consumer
characteristic that varies among consumers is negotiated and mediated in market trans-
actions. In a third study, Bernthal, Crockett and Rose (2005) reveal how individual
differences in cultural capital resources pattern lifestyle regulation through credit cards
and consumer debt.

Theoretical insights contributed by Crockett and Wallendorf (2004) depend on the
interaction between consumer differences and spatial circumstances. They focused on
African Americans in neighborhoods that varied in their racial composition to investigate
the interplay between African-American families’ everyday provisioning and political ide-
ology. Their research asks: what is different that can we understand about some consumer
phenomena by examining how an understudied consumer and spatial sampling interact?
Specifically, how do African-American consumers employ normative political ideclogies
to make marketplace choices when their marketplace access is inhibited? Similarly,
Coulter, Price and Feick (2003) examine & novel context {a transitional economy that
represented something of a tabula rasa as far as brands are concerned) to explore varia-
tion in the way consumers’ brand loyalty and commitment develop out of new political
ideologies.

Finally, theoretical insights may come from the way a phenomenon is studied rather
than from variations in consumers or settings. For example, Fournier’s (1998) now classic
article investigating consumers’ relationships with brands was not particularly dependent
on the context {other than North American) or the variation in consumers, but rather her
insights were gleaned from the theoretical and metaphoerical ternplate of relationships that
she brought to her study of consumers and brands. Her research asks: what is different
that we can undersiand about some consumer phenomena by applying a different
metaphorical and theoretical template? More recently, Coupland (2005) examines house-
hold practices that surround brands that we do not think much about but are just there —
invisible brands. As with Fournier (1998), her theoretical insights derive from examining
common customer activities with a new template that reveals hidden theoretical over-
sights,

Although the figure provides a starting point for thinking about what theoretical argu-
ments to foreground in our selection of a sample and context, a more nuanced read of the
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way aspects of a context enable a theoretical payofl is required. In the next section, we
select interpretive research examples corresponding to four different areas of theoretical
coniribution to consumer culture theory in order to uncover some of the particulars of
the interplay between theory and context.

The interplay of theory and context

Table 9.1 provides a summary of some of the ways that choice of research contexts has
enabled theoretical insights. The table foliows Arnould and Thompson’s (2005) framing
and is organized around four categories of theoretical contributions associated with inter-
pretive research in the Journal of Consumer Research, inciuding consumer identity pro-
Jjects, marketplace cultures, sociohistoric patterning of consumption and mass-mediated
marketplace ideologies and consumers’ interpretive strategies. It is important to keep in
mind that, although we have elaborated a particular point of contribution for the research
represented, often this is not the only or even the most important contribution made by
this piece of research. Moreover, this table is not intended to be all-inclusive. Much
research that makes an equivalent or greater contribution to our understanding of con-
sumer culture is not represented because of space constraints.

One thing that stands out in the table is that the value of contexts lies sometimes in
its isolation of a group, process, variable or relationship that is critical for theoretical
development. Moreover, across the four domains of theoretical contribution, a parti-
cular foregrounding strategy is often dominant, although multiple foregrounding
strategies are present in each domain. In addition, many studies illustrate the theoreti-
cal value of selecting contexts that allow researchers to observe extreme values in
domains of interest. These extreme values uncover and test our taken-for-granted
assumptions about consumer beliefs and activities and help us identify the range over
which particular patterns of behavior apply (Davis, 1971; Mook, 1983). Finally,
examination of the table reveals that interpretive researchers often employ variants of
quasi-experimental designs in order to uncover processes and differences among con-
SUmer responses.

Implicit in the table is that many perspectives are not yet represented {Fiske, 2004). For
example, Adkins and Ozanne (2005), listed first in the table, make theoretical contribu-
tions to our understanding of consumer identity projects by studying illiterate consumers
i a society where illiteracy is stigmatized. Further fruitful contributions might be made
by exploring marketplace choices and behaviors of illiterate consumers in environments
where illiteracy is not stigmatized, such as some third world contexts, or by exploring
how consumers with other stigimas such as disabilities manage or negotiate those stigmas
through marketplace choices (Baker and Kaufman-Scarborough, 2001; Kaufman-
Scarborough, 2000). Alternatively, rather than isolating a group of consumers who are
illiterate we might look for purchase contexts, such as gray markets or second-hand
stores that may stigmatize consumers (Bardhi and Arnould, 2005) and examine how con-
sumers negotiate and respond to that stigma. Hence, for each of the theoretical perspec-
tives represented in the table, other fruitful theoretical perspectives are not represented,
but could be.

Next we detail how isolating groups, processes and variables, going to extremes and
drawing on some of the principles of experimental design in researcher choice of context,
can facilitate theoretical payoffs,
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Table 9.1  (continued)

Select

Aspects of context that enabie

theoretical payoff

interpretive
research

Select theoretical payoff

Theory

Contexts

Study

The West evokes powerful mythic :
and historical associations for

Americans

Marketers and consumers’ cultural
memories and multiple cultural

Servicescape
theory

Western Stock

Pefialoza (2001)

Show and rodeo

representations reproduce the mythic
tropes structuring the servicescape
Consumers use advertising as a
cuitural resource in their

Observing groups active in inter-

Cultural

Adolescents at
English high
schools

Ritson and

personal identity formation and
very involved in popular media

Reality TV represents itself as

authentic

theory of

Elliott (1998)

interpersonal interactions

advertising

Authenticity depends on imaginative
familiarity; paradoxical relationships
between the exotic and the familiar
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and the Mole TV
show viewers

Adversarial authority-based

Advertisements can be power

Cuirurai

Natural health
consumers

Thompson
(2004}

advertising about fundamental

question of weli-baing

discourses that allocate anthority
and animate consteilations of

theory of

advertising

consumer beliefs and behavior
Between-brand differentiation

Hegemonic gicbal brand and

jocal competitors

Cultural

Starbucks and

Thompson and
Arsel (2004)

evolves via a dialectic between

branding
theory

jocal competitors

efforts to ‘own’ the category and
consumer-marketer resistance

The body is a fundamental site
for the play of sociai, cultaral
and historical influences

Demonstrates the role of ideology

in seif concept

Self concept

Self narratives
theory

Thompson and
Hirschman
(1993}

of 30 male and

female consumers
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Isolating groups

A large number of studies illustrate the value of isolating groups. Notice that such studies
have made theoretical contributions in each of the four domains outlined in Arnould and
Thompson (2005). For instance, studies of the homeless test the boundaries of theories
of seif-possession relationships contributing to our understanding of consumer identity
projects (Hill and Stamey, 1990). Belk’s (1988) theory suggests that homeless and other
dispossessed groups are likely to seek self-restoration through objects, a pursuit that
focuses on a more limited range of optious than those of middle-class consumers.

Numerous interpretive studies isolate a group to enhance our understanding of mar-
ketplace cultures. For example, study of a non-elective (e.g., gay) consumer subculture
contributes to our understanding of marketplace cultures by testing the boundaries of
theory about subcultural values examined in other subculture research with elective sub-
cultures {Kates, 2002). Kates (2004) argues this subculture provides a good case of an
internally heterogeneous subculture given its ‘rich oral and written histories that support
a wide variety of dynamic contents, forms, and meanings’ (p. 383). Examining emerging
or dissolving subcultures also coatending with internal heterogeneily might further
advance our understanding.

Isolating groups is also used to enhance our understanding of the sociohistoric pat-
terning of consumption. Studies of immigrant consumers outside of North America
expose how North American consumer culture exerts an acculturating effect separate
from home and host cultures (Askegaard, Arnould and Kjeldgaard, 2003), a fact con-
cealed in studies of imumigrants to North America (Pefialoza, 1994). Studies of immi-
grants varying in social classes test the boundaries of post-assimilationist theory
developed primarily around lower class immigrants (Oswald, 1999). We could thus envi-
sion a re-inquiry of Pefialoza (1994) that sampled upper-class Mexican immigrants’ accul-
turation in the US.

Finally, our understanding of mass-mediated marketplace ideologies and consumers’
interpretive strategies is enhanced by research that isolates groups. For example,
Thompson (2004) examines how advertising in the natural health marketplace deploys a
Gnostic mythos that weds science and spiritualism. This mythic discourse is uncovered by
tsolating an interpretive community of marketers and consumers. Similarly, Ritson and
Elliott (1998) enhance our understanding of advertising as a cultural resource by focus-
ing on high school students who are both highly involved in popular media and active in
interpersonal identity formation.

Isolating processes

Other interpretive studies isolate processes. Again, across all four areas of interpretive
research we see examples of this theoretical foregrounding of processes. Mick and
DeMoss (1990) contribute to our understanding of consumer identity projects by
examining the process of intrapersonal gift giving over a range of circumstantial and
motivational conditions. Qur understanding of marketplace cultures is also enhanced
through studies that foreground process. Holt (1995) is able to isolate a variety of con-
sumption practices by focusing on an-activity that is temporally, spatially and sccially
bound — in this case a baseball stadium event. An event at a racetrack, casino, soccer
field, football arena or cricket pitch couid perhaps have facilitated a similar theoretical
contribution.
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Numerous studies foreground processes as the keys to understanding the sociohistoric
patterning of consumption. For example, Curasi, Price and Arnould (2004} examined
cherished possessions within households and between generations, a focus that brought
to light the interdependent roles of narrative, storage, use and display in intergenerational
object transfers. Their design heiped to reveal the process whereby alienable property is
transformed into inalienable wealth. Arnould’s (1989) focus on the adoption of non-local
consurer goods in Niger not only highlighted deviations from expectations based on
Western models but brought to light competing acculturative globalization processes.

Finally, isolating processes aids research directed at understanding the interplay
between mass-mediated marketplace ideologies and consumers’ interpretive strategies.
For example, multiperspectival ethnography of consumption among intergenerational
groups of female family members at the American Girl Place reveals the deep involvernent
of the American Girl brand with both family history and national ideologies concerning
gender, race, freedom and other issues (Kozinets et al., 2005).

Isolating variables or relationships

Sometimes authors use context to hold certain variables constant or relax them and
examine a familiar process when they do so. Numerous examples of research that con-
tributes to our understanding of consumer identity projects use some variant of this strat-
egy. For example, Schau and Gilly (2003) looked at consumers” self-presentation tactics
in on-line contexts where resource constraints are relaxed dramatically (¢f. Solomon,
1983). Only imagination and technology access posed limitations on consumers’ digital
self-presentations. Mick and Buhl {1992) examined the emergence of variable life themes
and projects via consumers’ reception of advertisements, holding some potential influ-
ences of sociocultural and family heritage constant,

Others have informed our understanding of marketpiace cultures by isolating, con-
trolling or relaxing a variable through their choice of context. For example, brand com-
munity formation and reproduction processes in on-line environments relax the
geographic criteria employed in classic community studies (Mufiiz and O’Guinn, 2001).
Temporary social collectivities organized around commercial brands such as Volvo or
Ford Broncea illustrated the existence of a postmodern virtual community.,

Our understanding of the sociohistoric patterning of consumption and the interplay of
marketplace ideologies and consumers’ interpretive strategy has been strengthened
through research that isolates, controis or relaxes a particufar variable. For example,
examining reality TV has enabled intriguing insights into consumers’ interpretation of
authenticity (Rose and Wood, 2005). We may also delve into consumer authenticity by
investigating simulated products or environments {Grayson and Martinec, 2004).

Going to extremes

As discussed earlier, the virtue of a particular context may be that it facilitates sampling
of extreme values on dimensions of interest. Many of the examples we have already dis-
cussed use this foregrounding of extremes to test boundaries of our understanding or
uncover processes otherwise undetectable. Cosmetic surgery and tattooing make pro-
found and permanent marks upon the physical substrate of self-concept and image.
Schouten (1991} found discussion of aesthetic surgery helped expose precipitating factors
and consequences of consumers’ role transitions. Bonsu and Belk (2003) found that study
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of post-mortem identity in Asante led to new insights into consumer identity theory. The
processes of post-mortem identity construction were more highly salient in Asante than
in many cultures.

For the study of risk, Celsi, Ross and Leigh (1993) sought out a high-risk consumption
subculture. The fact that the high levels of risk in skydiving do not vary significantly with
experience enabled Celsi et al. (1993) to theorize novel insights into the way consumers
acclimate to risk over time. Discontinuation of the focal brand of a product threatens
extinction of a brand community. Mufiiz and Schau (2003) found that this circumstance
opened up a wealth of insights into quasi-religious narratives underlying the workings of
this community, processes that would have been difficult to observe in a prospering brand
community (Schouten and McAlexander, 1995),

Drawing on principles of experimental design

Table 9.1 also iHustrates how drawing on the principles of experimental design in
researcher selection of contexts foregrounds shifts in consumers’ practices. For instance,
some CCT research incorporates aspects of a before-after experimental design. Repeated
probing of consumer experiences before and after renovation of an iconic shopping mall
enabled Maclaran and Brown (2005) to isolate the impacts of a utopian ideclogical
current evoked by the mall. In a study of the early diffusion of cosmetics brands in
Eastern Furope, longitudinal study in a shifting cultural landscape provided a natural lab-
oratory for study of emerging brand commitment and involvement {Coulter, Price and
Feick, 2003). In particular, the use of branding strategies and large varieties of different
brands were introduced to Hungary and Romania over the course of the research. Other
contexts that might provide good opportunities for the study of the evolution of these
constructs include Vietnam and China.

Much interpretive research resembles experiments in the way the contexts supply
natural study boundaries. Many of the examples in Table 9.1 explore contexts with
natural boundaries that parameterize what and who is included and not inciuded in the
study. For example, the Mountain Man Rendezvous took place in discrete locations and
unfolded over a course of days (Belk and Costa, 1998). The same is true of the Burning
Man Festival. Niketown, ESPNZone, Nature et Découvertes, Powerscourt, gift stores and
American Girl Place share with other retail environments studied by interpretive
researchers the convenience of enclosure in four walls. Similarly, a bus tour of Gettysburg,
a Thanksgiving feast and a white water rafting trip exhibit convenient temporal bound-
aries that facilitate observation. Swap meet studies have documented a host of behavioral
and symbolic processes within clearly bounded environments. On-line sites typically
require participants to log in and out; behavioral rules may not cross these cyber bound-
aries. A semi-isolated population and market space in Pennsylvania allowed Holt (1997)
to focus more clearly on between-group variations in lifestyle choices.

In summary, a discussion of Table 9.1 provides a number of guides for making deci-
sions about context choices. A good context helps researchers isolate a group, process,
variable or relationship that throws light on factors that are critical for theoretical devel-
opment. Good contexts may aiso facilitate sampling of extreme values on dimensions of
interest. Finally, certain contexts may usefully incorporate aspects of experimental
design including where researchers can ask before-after types of questions or examine
consumers within natural boundaries that constrain who and what is studied.
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Conclusion

In this chapter we have argued that researchers can harness the potential of contexts by
strategically using them to background or foreground particular theories, deciding the-
oretical issues to leave behind and those to invite in. Ultimately a thoughtful use of
research contexts may contribute to a better understanding of our lives as human beings
and consumers. We have suggested some specific guidelines for thinking about contexts,
inviting researchers to select contexts that test the theoretical boundaries of constructs
and relationships; contexts that are prototypical or exemplars of important consumer
phenomena; and contexts that highlight responses at odds with prior research. Neverthe-
less, in closing, it is important to introduce two additional points,

First, what constitutes a good context in the abstract is not necessarily the same as the
context that will engage your emotions and senses. A good context is not necessarily the
same as one that will stimulate your sense of adventure and discovery. Neither is it one that
does not converge with your own experience and your horizon of expectations. ‘Good’ con-
texts are those that fascinate the researcher and hopefully her audience as well. Ultimately
contexts should fit researchers as much as they fit theoretical domains. Contexts that are
readily accessible and exciting to one researcher may be inaccessible and/or unexciting to
another, Holt (1995) sat in the bleachers at Chicago Cubs baseball games not just out of
intellectual curiosity, but also out of an abiding affection for the Cubs. Kates (2002) mobi-
lized shared demographics that enabled him to hang out with members of the gay com-
munity in Foronto, measuring his own responses against the responses of others, Martin
(2004) lurked in an on-line gaming contmunity in which he himself was involved. Pefialoza
(1994) bad to overcome class and linguistic barriers to gain acceptance from immigrant
consumers aithough shared ethnic affiliation facilitated entrée. Researchers look for a
match not only between a context and a theory, but also between a context and themselves.

Second, while we have argued for a more systematic examination of the relationship
between context and theory in advance of selecting a context, contexts that are culturally
significant and sociologically rich, intrinsically interesting some would say, have proved
to support an array of theoretically compelling studies in part because they reflect great
diversity and depth of significance for vast numbers of people. Harley Davidson rallies,
baseball games or the Western Stock Show (Pefialoza, 2001) are locales in which diverse
groups of people congeal around events and symbols that are powerfully resonant for
North Americans. Similarly, Asante funerals play a very fundamental role in social order-
ing processes and their enactment draws in participants from all corners of the social spec-
trum (Bonsu and Belk, 2003). Selecting a consumer context that is significant in the lives
of many people and that seems to have paradoxical or problematic elements in the
researchers’ own mind, when combined with careful study and thick description, s Jikely
to result in a meaningful story with theoretical power.

Note

I, The authors thank Russelt W, Belk for extending our time line and providing multipte helpful suggestions
for improving the manuscript,

References

Adkins, Natalie Ross and Julie L. Ozanne {2005}, “The low literate consumer’, Journal of Consumer Research,
32 (June), 93-106.

Malking contexts matter 123

Alford, Robert R. (1998), The Craft of Inguiry: Theories, Methods and Evidence, New York: Oxford University
Press.

Alles, Douglas (2002}, ‘Toward a theory of consumer choice as socichistorically shaped practical experience:
the fits-like-a-glove (FLAG) framework’, Journal of Consumer Research, 28 (March), 515-32.

Arnould, Eric 1 (1989}, “Toward a broadened theory of preference formation and the diffusion of innovations:
cases from Zinder-Province, Niger-Republic’, Journal of Consumer Research, 16 (2), 239-67.

Arnould, Eric J. and Jakki J. Mohr (2005}, ‘Dynamic transformations of an indigenous market cluster: the
leatherworking industry in Niger', Jownal of the Academy of Marketing Science, 33 {Summer), 25474,

Arnouid Eric J. and Linda L. Price (1993), ‘ “River Magic™: hedonic consumption and the extended service
encounter’, Jowrnal of Consumer Research, 20 (June), 24-45.

Arnould, Eric I and Craig J. Thompson (2005}, “‘Consumer culture theory (CCT): twenty years of research’,
Journal of Consumer Research, 31 (March), 868-83.

Arnould Eric 1, Linda L. Price and Patrick Tierney (1998), ‘Communicative staging of the wilderness ser-
vicescape’, Service Industries Journal, 18 (3), 90-115.

Askegaard, Sgren, Eric 1 Arnould and Dannie Kjeldgaard (2003), ‘Post-assimilationist ethnic consumer
research: qualifications and extensions’, Journal of Consumer Research, 31 (June), 16071,

Baker, Stacey Menzel and Carol Kaufman-Scarborough (2001), ‘Marketing and public accommodation: a ret-
rospective on Title 11 of the Americans with Disabilities Act’, Journal of Public Policy & Mavketing, 20 (Falb),
297-305.

Bardhi, Fleura and Eric J. Arnould (2005}, “Thrift shopping: combining utilitarian thrift and hedonic treat bene-
fits’, Journal of Consumer Behaviour, 4 (4), 223-33.

Becker, Howard S. {1998), Tricks of the Trade: How to Think About Your Research While You're Doing It,
Chicago: University of Chicago Press.

Belk, Rassell W, (1988}, ‘Possessions and the extended self”, Journal of Consimer Research, 15 (2), 139-68.

Bellk, Russell W (1995), ‘Studies in the new consumer behaviour’, in Daniel Miller {ed.), Adcknowledging
Consumption, New York: Routledge, pp. 58-95.

Belk, Russell W, and Janeen A. Costa (1998), ‘The mountain man myth: a contemporary consuming fantasy’,
Journal of Consumer Research, 25 (3), 218-40.

Belk, Russell W, and Robert V. Kozinets {2003), ‘Videography in marketing and consumer research’, Qualitative
Market Research, 8 (2), 128-42,

Belk, Russell W, Melasie Wallendorf and John F. Sherry (1989), “The sacred and the profane in consumer
behavior: theadicy on the Qdyssey’, Journal of Consumer Research, 16 {June), 1--38.

Bernthal, Matthew J., David Crockett and Randall L. Rose (2003), ‘Credit cards as lifestyle facititators’, Journal
of Consumer Resemcl’t 32 {Jung), 130-46.

Bonsu, Samuel K. and Russeit W. Belk (2003), ‘Do not go cheaply into that good night: death-ritual consump-
tion in Asante, Ghana', Jowrnal of Consumer Research, 30 (June), 41-55.

Bristor, Julia M. and Ezieen Fischer {1993), ‘Feminist thought: implications for consumer research’, Journal of
Consumer Research, 19 (March), 518-36.

Burawoy, Michael (1998), ‘The extended case method’, Socielogical Theory, 16 (1), 4-33.

Celsi, Richard, Randall Rose and Thomas Leigh (1993}, ‘An exploration of high-rigk leisure consumption
through skydiving', Journal of Consumer Research, 20 (Juney, 1-21.

Commuri, Suraj and James W Gentry (2003), ‘Resource allocation in households with women as chief wage
earners’, Journal of Consumer Research, 32 (September), 185-96.

Coulter, Robin A., Linda L. Price and Lawrence Feick (2003), “The origins of involvement and brand com-
mitment: insights from postsocialist Central Europe’, Jownal of Consumer Research, 30 (September),
170-83.

Coupland, Jennifer Chang (2005), ‘Invisible brands: an ethnography of households and the brands in their
kitchen pantries’, Journal of Consumer Research, 32 (1), 196-13..

Caova, Bernard (1997), ‘Community and consumption: towards a definition of the “linking value” of product or
services’, European Journal of Marketing, 31 (3), 297-316.

Crockett, David and Melanie Wallendorf (2004), “The role of normative political ideology in consumer behav-
ior’, Journal of Consumer Research, 31 {December), 511-29.

Curasi, Carolyn, Linda Price and Exic Arnould (2004), ‘How individuals’ cherished possessions become fami-
lies’ inalienable wealth’, Jowrnel of Consumer Research, 31 (December),

Davis, Murray S. (1971), ‘“That’s interesting! Towards a phenomenology of sociology and a saciology of phe-
nemenclogy’, Philosopfy of the Social Sciences, 1 (December), 30944,

El Boghdady, D. (2002}, ‘Naked truth meets market research’, The Washington Post, 24 February, Hl, Hd4-H35.

Ellsworth, Phoebe C. {1977}, ‘From abstract ideas to concrete instances: some guidelines for choosing natural
research settings’, American Psychologist (Augast), 604-15,

Emigh, Rebecca 1. (1997), “The power of negative thinking: the use of negative case methodelogy in the devel-
opment of sociological theory’, Theory and Society, 26, 649-84.




124 Handbook of gualitative research methods in marketing

Fernandez, James W, {1986), FPersuasions and Performances: The Play of Tropes in Culture, Bioomington:
Indiana University Press.

Fiske, Susan T. (2004}, ‘Developing a program of research’, in Carol Sansone, Carolyn C. Motf and A.T. Panter
{eds), Handbook of Methods in Social Psyeholegy, Thousand Qaks, CA: Sage Publications, pp. 71-90.

Fournier, Susan (1998), ‘Consumers and their brands: developing relationship theory in consumer research’,
Journal of Consumer Research, 24 {4), 343-73.

Fournier, Susan and David Glen Mick (1999), ‘Rediscovering satisfaction’, Journal of Marketing, 63 (October),
3-23.

Glaser, Barney G. and Anselm L. Strauss (1967), Discovery of Grounded Theory: Strategies for Qualitative
Research, New York: Aldine de Guyter.

Grayson, Kent and Radan Martinec { 2004), ‘Consumer perceptions of iconicity and indexicality and their infiu-
ence on assessments of authentic market offerings’, Journal of Consumer Research, 31 (September), 296-313,

Henry, Paul C. (2005), ‘Social class, market situation, and consumers’ metaphors of (dis)empowerment’, Journal
of Consumier Research, 31 (Maxch), 766-79.

Hill, Ronaid Paul and Mark Stamey (1990), “The homeless in America: an examinatior of possessions and con-
sumption behaviots’, Journal of Consumer Research, 17 (3), 303-21.

Helt, Douglas B. (1995}, ‘How consumers consume: a typology of consumption practices’, Journal of Consumer
Reseqrch, 22 (June), i-16.

Holt, Douglas B. {1997), ‘Poststructuralist lifestyle analysis: conceptualizing the social patterning of consump-
tion’, Journal of Consumer Research, 23 (Maich), 326-30.

Heilt, Dougias B, (2002), "Why de brands cause trouble? A dialectical theory of consumer culture and brand-
ing’, Journal of Consumer Research, 29 (Juse), 70-90.

Holt, Douglas B. and Craig I Thompson (2004), ‘Man-of-action heroes: the pursuit of heroic masculinity in
everyday conswmption', Journal of Consumer Research, 31 (September), 425-40.

Joy, Annamma S. (2001), ‘Gift giving in Hong Kong and the continuum of social ties’, Jowrnal of Consumer
Research, 28 (September), 23956,

Joy, Apnamma S. and John E Sherry (2003), ‘Speaking of art as embodied imagination: a multi-sensory
approach to understanding aesthetic experience’, Journal of Conswiner Research, 30 (September), 259-82.
Kates, Steven M. (2002}, ‘The Protean quality of subcultural consumption: an ethnographic account of gay con-

sumers’, Journal of Consumer Research, 29 (December), 383-99,

Kates, Steven M. (2004), ‘The dynamics of brand legitimacy: an interpretive study in the gay men’s community’,

Journal of Consumer Research, 31 (September), 455-65,

Kaufman-Scarborough, Carel (2000), ‘Seeing through the eyes of the color-deficient shopper: consumer issues
for public policy’, Jowrnal of Consumer Policy, 23 (December), 461-93,

Kaottak, N. (2003}, ‘A pilot market research study of the oasis tents & Jets tailgating, presentation to the
New York Jets January 23, 2003, Ethnographic Solutions, LLC (retrieved Aprit 28, 2005 from http://www.
ethnographic-solutions.com/pages/nyjets.htm).

Kozinets, Robert V. (1997), ““{ want to believe™: 2 nethnography of the X-Philes’ subculture of consumption’,
in Merrie Brucks and Debbie J. Maclnnis {eds), Advances in Consumer Research, vol. 24, Provs, UT:
Association for Consumer Research, pp. 470-75.

Kozinets, Robert V. {2001), ‘Utopian enterprise: articulating the meaning of Star Trek’s culture of consump-
tion’, Journal of Conswner Research, 28 (June), 67-89.

Kozinets, Robert V. (2002), ‘Can consumers escape the market? Emancipatory #uminations from Burning
Man’, Journal of Consumer Research, 29 (June), 20-38,

Kozinets, Robert, Johs F. Sherry, Mary Ann McGrath, Stefania Borghini, Nina Diamond and Atbert Muniz
(2005), ‘American Girl: the family brand’, in Geeta Menon and Ashkary R, Rao (eds), Advances in Consumer
Research, vol. 32, Valdosta, GA: Association for Consumer Research, pp. 1011,

Lakoff, George and Mark Johnson (1980), Metaphors We Live By, Chicago: University of Chicago Press.

Maclaran, Pauline and Stephen Brown (2003), “The center cannot held: consuming the utopian marketplace’,
Journal of Constmer Research, 32 (September), 311-23.

Martin, Brett A.S. {2004), “Using the imagination: consumer evoking and thematizing of the fantastic imagin-
ary’, Journal af Consimer Research, 31 (June), 136-50.

McCarthy, M. (1998), ‘Staiking the elusive teenage trendsetter’, Wl Streer Jowrnal, 19 November, B1: B10.

MeCracken, Grant (1988), The Long Interview, Thousand Oaks: Sage University Press,

McGuire, William J, (1997), ‘Creative hypothesis generating in psychology: some useful heuristics’, dnnmal
Review of Psychology, 48, 1-30.

Mick, David Glen and Claus Buhl (1992}, ‘A meaning-based model of advertising experiences’, Jowrnal of
Consumer Research, 19 (3}, 317-38.

Mick, David Glen and Michelle Demoss (1990), *Seif-gifts: phenomenological insights from four contexts’,
Jowrnal of Consumer Research, 17 {December), 322-32.

Mook, Douglas G. (1983), *In defense of external invalidity’, American Psychologist (April), 379-87.

Muaking contexts matter 125

Mufiiz, Albert and Thomas C. O’Guina (2001), *Brand communities’, Journal of Consiumer Research, 27 (Mazch},
41232

Mufiiz, Albert and Hope Schau (2005), ‘Religiosity in the abandoned Apple Newton brand community’, Journal
of Consumer Research, 31 (March}, 737-48.

Oswald, Laura R. (1999), ‘Culture swapping: consumpiion and the ethnogenesis of middle-ciass Haitian immi-
grants’, Journal of Consumer Research, 25 (Maxch), 303~18.  *

Peftaloza, Lisa (1994), ‘Atravesando fronteras/border crossings: a critical ethnographic exploration of the con-
sumer acculturation of Mexican immigrants®, Journal of Conswmer Research, 21 (June), 32-54.

Pefialoza, Lisa (1998), ‘Just doing it: a visual ethnographic study of spectacular consumption behavior at Nike
Town’, Consumption, Markets & Culture, 2 (4), 337-400.

Pefialoza, Lisa (2001), ‘Consuming the American West: animating cultural meaning at 2 stock show and Rodeo’,
Journal of Conswmer Research, 28 (December}), 369-98.

Price, Linda L., Eric J. Arnould and Carolyn Folkman Curasi (2000}, ‘Older consumers’ disposition of special
possessions’, Journal of Consumer Research, 27 {2}, 179-201.

Price, Linda L., Eric J. Arnould and Sheila L. Deibler (1995), ‘Service provider influence on consumers’ emo-
tional response to service encounters’, Internaiional Journal of Service Industry Management, 6 (3}, 34-63.
Ritson, Mark and Richard Eliiott {1998), “The social uses of advertising: an ethnographic study of adolescent

advertising audiences’, Journa! of Consumer Research, 26 (December}, 260-77.

Rese, Randall L. and Stacy L, Wood (20035}, ‘Paradox and the consumption of authenticity through reality tele-
vision’, Journal of Conswmer Research, 32 {September), 284-97,

Schau, Hope Jensen and Mary C. Gilly (2003}, “We are what we post? Self-presentation in personai web space’,
Journal of Consumer Research, 30 (December), 385404,

Schouten, John W, (991}, ‘Selves in transition: symbeolic consumption in personal rites of passage and identity
reconstruction’, Jowrnal of Consumer Research, 17 (March), 41226,

Schouten, John and James H. McAlexander (1995), ‘Subcultures of consumption: an ethriography of the new
bikers’, Journal of Consumer Research, 22 (Jung), 43-61.

Sherry, John F. (1998), ‘“The soul of the company store: Nike Town Chicago and the emplaced brasdscape’, in
John F. Sherry {ed.), ServiceScapes: The Concept of Place in Contemporary Markets, Chicago, IL: NTC
Business Books, pp. 109-46, :

Sherry, Jobn F. and Robert V. Kozinets (2001), ‘Qualitative inquiry in marketing and consumer research’, in
Dawn facobucci and L. Krishnamurthi (eds), Kellogg on Muarkering, New York: John Wiley & Sons,
pp- 165-94.

Smith, Scott, S. Jason Cole, Dan Fisher, Jeff B. Murray and Molly Rapert (2003), ‘Gearhead pilgrimage: the
Queen Mary summit of Indiana Jones’, film presented at the Annual Conference of the Association for
Consumer Research, 31 September, San Antonio, TX.

Solemon, Michael R. (1983}, “The role of products as social stimuli: a symbelic interactionism perspective’,
Journal of Consumer Research, 10 (December), 319-29.

Stern, Barbara B. (1993), ‘Consumer myths: Frye's taxonomy and the structural znalysis of consumption text’,
Journal of Consumer Research, 22 (September), 165-85.

Stewart, Alex (1998), The Erhnographer's Method, Thousand Oaks, CA: Sage Publications.

Sutton, Robert |, and Barry M. Staw (1995), “What theory i§ not’, Administrative Science Quarterly, 40, 371-84,

Thompson, Craig 1. {2004), *Marketplace mythology and discourses of power’, Journal of Consumer Research,
31 (June), 162-81.

Thompson, Craig 1. and Zeynep Arsel (2004), "The Starbucks brandscape and consumers’ (anticorporate)
experiences of glocalization’, Jowrnal of Consumer Reseqrch, 31 (December), 631-43.

Thompson, Craig J. and Diana L. Haytko (1997), “Speaking of fashion: consumers’ uses of fashion discourses
and the appropriation of countervailing cultural meanings’, Journal of Consumer Research, 24 (1), 15-42.
Thompson, Craig J. and Elizabeth C. Hirschman (1993), ‘Understanding the secialized body: a poststructural-
ist analysis of consumers’ self-conceptions, body images, and seif-care practices’, Jowrnal of Consumer

Research, 22 (September), 139-53.

Thompson, Craig T, Barbara B. Stern and Eric 1 Arpould (1998), ‘“Writing the differences: postmodern
pluralism, retextualization, and the construction of reflexive ethnographic narratives in consumer research’,
Consumption, Markets, and Culture, 2 (September}, 105-60.

Tian, Kelly and Russell W. Beik (2005), ‘Extended sclf and possessions in the workplace’, Journal of Consumer
Research, 32 (September}, 297-310.

Waiton, Johs (1992), ‘Making the theoretical case’, in Charles C. Ragin and Howard S. Becker (eds), Whar is a
Case? Exploring the Foundations of Social fnguiry, Cambridge: Cambridge University Press, pp. 121-37,

Wells, William D. (1993), ‘Discovery-oriented consumer research’, Jouwrnal of Consumer Research, 19 (4),
489--504.

Zaltman, Gerald (1983), ‘Presidential address’, in Richard P. Bagozzi and Alice M. Tybout (eds), Advances in
Consuimer Research, vol. 10, Provo, UT: Association for Consumer Research, pp. 1-5.



