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ABSTRACT 

The aim of this doctoral research is to explore new forms of cultural production that are currently 

transforming the global marketplace cultures of today. Prior research has given rise to a number of 

viewpoints on how we should think about the accelerating globalization of markets and what 

particular cultural dynamics are at play in shaping the constantly evolving marketplace cultures. 

These include approaches stressing the logics of cultural assimilation or adaptation, models of 

cultural globalization and glocalization as well as the postmodern fragmentation of markets. This 

thesis maps out central tendencies in cultural theory regarding these approaches and directs attention 

to the logics of ‘translocal’ cultural production, emphasizing the role of translocal practices and 

communities as central constituents of transnational marketplace cultures. Digitalized and neo-tribal 

forms of cultural production are investigated as particular empirical examples of such emerging 

modes of translocal marketplace cultures. In addition, the thesis elaborates on new methods and a 

conceptual perspective suitable for their study. 

Four essays interrogate a series of interlinked research issues and form the main output of this 

doctoral research. Two of the essays are methodological and two empirical illustrations of the 

proposed methods. Essay I investigates how netnographic methods can offer a better understanding 

of the transnational nature of online cultural phenomena and argues that a better understanding of 

the new ‘translocal sites’, such as transnational online communities and consumer networks, can 

open up new research opportunities on an increasingly global consumer culture. Essay II gives an 

empirical illustration of netnographic methods and investigates the nature of translocal cultural 

production in web-based communities by examining new forms of environmental dialogue and 

political participation in a global traveller website. Essay III explores how videographic methods can 

be used in the study of consumer and marketplace cultures, thus paving the way for the final Essay 

IV in which videography is applied in a multi-sited ethnography of a translocal, neo-tribal consumer 

culture in extreme sports. Empirical insights are based on two primary sets of data: netnographic 

data gathered from online community (Essays II) and ethnographic data gathered from five 

countries (Essay IV). 

The findings demonstrate that, most importantly, consumer culture and markets can no longer be 

conceived or studied only in terms of national, territorial, geographical or locally bound identity or 

community. This research argues that a distinctive cultural logic which is inherently translocal, i.e. 
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transnational but local in various localities and sites, is currently transforming marketplace cultures. 

It views markets as gradually disintegrated, rootless and de-territorial entities that are connected 

primarily through sociability established via translocal practices. These practices on the other hand 

are constantly being produced, negotiated and contested in transnational communities of people, 

including online communities, gathered around particular consumption activities. 

Regarding the existing literature, the proposed perspective calls attention to the ultimate site of the 

marketplace, re-conceptualizing it as continuously evolving and translocal ‘social site’ in which 

participants engage in. Building on practice theory, this site consists of both mental and bodily 

practice elements (such as doings and sayings) as well as material arrangements (setups of material 

objects which compose the entities where practices are carried out). This site is neither static nor 

bound to a location and therefore by studying it new fruitful research possibilities opens up into 

global marketplace cultures. In addition, new research methods including netnography and 

videography are proposed that are particularly suitable for analyzing translocal marketplace 

phenomena. 

 

Keywords: consumer culture, marketplace cultures, cultural globalization, translocal practices, 

consumer tribes, online communities, practice theory, ethnography, netnography, videography 
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1 INTRODUCTION 

 

1.1 Background and research interest 

In this doctoral research I wish to seek a better understanding of the nature of transnational 

consumer and marketplace cultures of today by considering a number issues that have been brought 

about by new forms of cultural production linked with the transnationalization and translocalization of 

our contemporary lives. The point of departure for my project was simply to consider how recent 

cultural and technological transformations such as the increasing hyper-mobility of people, things 

and ideas as well as new means of digital communication and connectivity across the globe are 

presently changing the way we live our lives as consumers. As I was quickly convinced that these 

current transformations are of great relevance to researchers, managers and policymakers alike and, 

on the other hand, that they are extremely complex phenomena and not completely understood in 

the present theoretical discussions, my attention was gradually directed toward more specific 

questions that center on how we should come to think about and conceptualize the transnational 

dynamics that are currently at play in shaping contemporary consumer culture and markets. 

The main interest in this thesis is on investigating the cultural aspects of consumption and markets. 

Although consumer culture1 and the cultural have a variety of meanings, in my thesis they refer 

primarily to the distinct ways people live and make sense of their lives in the consumer society. 

Examples of the ways in which consumer culture influences, guides and constrains human behavior 

can be highlighted by questions such as: How do people make sense of their various consumption 

choices and practices? How do people interpret and give meanings to consumption objects and 

activities? How is consumption shaping identities and lifestyles? What role do products and services 

play in people’s lives in general? Why do some brands summon global desire while others do not? 

How do people deal with the downsides of consumption such as environmental degradation and 

                                                

1 ‘Consumer culture’, in more general terms, refers to a society where consumer goods obtained through market 

exchange play a key role in the construction of culture, identity and social life (Hämäläinen and Moisander 2007) 



2 

unethical products? How do people seek communion and join various, often consumption-oriented 

groups in their search for meaningful lives? 

In particular, the focus of my thesis is the global cultural tendencies that consumer and marketplace 

cultures inevitably entail. As many of the abovementioned questions highlight, it is increasingly 

difficult to talk about consumption without reference to global forces and cultural flows, such as 

those produced by global media, technology, finance, ideas and mobility. Therefore, the central 

argument of this thesis is that theorizing consumer culture and markets requires more attention to 

the new transnational cultural forms that are currently emerging and constantly being produced and 

mediated by rapidly changing global cultural flows. It may even become impossible – or to at least 

some degree unintelligent – to engage into cultural analyses and conceptualize markets that only 

reside within a certain geographical location or specific national borders. 

Additionally, I wish to emphasize that it is no longer justifiable to conceive consumers only as 

members of a particular single culture or nationality. Instead, consumers tend to adopt and navigate 

between new, multiple roles and identities through which they make sense of their mundane 

everyday behavior, and which, at least in some instances described in this research, may remind 

more of cosmopolitan features than those of national. Taking into account the increasing hyper-

mobility of people, boundless technological possibilities, and wealth of information that for example 

the internet and mobile devices are making instantly and effortlessly accessible, it is necessary to seek 

for new, comprehensive approaches and concepts to be advanced in this regard. 

A multitude of cultural theories and research perspectives have been suggested during the years for 

investigating consumer culture and the globally mediated marketplaces. In addition, the transnational 

cultural relations have been a favorite topic among social researchers for over a hundred years now 

and continues to do so. Therefore, it is necessary to note that an enormous corpus of cultural 

theorizing can be traced back within various fields of study – ranging from cultural anthropology, 

cultural geography, sociology, social-psychology, cultural studies, literary criticism, postmodern 

theory, critical studies, media and communication studies and so forth – all of which build on 

diverse presumptions about what culture and cultural mean. On the other hand, I think that this may 

bewilder anyone attempting to engage in cultural analyses but, on the other hand, a wide-ranging 

theoretical base may give access to many theoretical tools and ideas that can be useful in new 

applications. 
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I wish to position this doctoral research within a fairly young research tradition dedicated to cultural 

approaches in consumer and market research, and more specifically Consumer Culture Theory 

(CCT) (Arnould and Thompson, 2005; see Chapter 2.2.1). CCT tradition can be regarded as an 

emerging field in consumer research which has adopted a cultural orientation in its approaches. 

However, as Arnould and Thompson note, it does not represent a single theory or perspective. 

Instead, it is a collection or bricolage of approaches and theoretical ingredients that are borrowed, to 

a large extent, from other influential fields in social and cultural research. Overall, CCT brings 

together interpretive approaches in consumer research and addresses sociocultural, symbolic, 

experiential and ideological aspects of consumption. It therefore promotes a distinctive body of 

knowledge in consumption and marketplace behaviors (Arnould and Thompson 2005). 

Although my analysis focuses mainly on the existing body of work within CCT stream, the thesis 

underlines that it is important to recognize how different approaches in cultural theorizing produce 

different sweeps of knowledge and understanding. In order to contribute to CCT tradition, I will 

map out and draw insights from a number of relevant and prominent terrains of cultural theorizing 

that have been occupied with conceptualizing transnational consumer culture: postmodern theory, 

cultural studies and media and communication theory. Further justifications for these choices will be 

presented later on in this thesis, but most importantly it can be claimed that the existing theories 

within cultural consumer research either have tended to borrow approaches, ideas and concepts 

from these selected ones (postmodern theory and cultural studies) or they are otherwise extremely 

potential but in some sense neglected sources of ideas (media and communication theory). 

The overall purpose of my thesis is to map out what types of approaches in cultural research have so 

far been emphasized into transnational consumer and marketplace cultures and to elaborate on a new 

conceptual and methodological perspective that can serve as a solid and useful basis for investigating 

new, emerging forms of transnational cultural production. To explicate what I mean by these new 

forms, and more accurately to position this work, the reminder of this introduction gives an 

overview of the existing theoretical discussion, its central themes, concepts and key challenges that I 

wish to bring forward and address. Thereafter, a brief summary of the proposed thesis and its 

objectives are given. 

 



4 

Transnational Research on Marketplace Cultures 

The previous work on transnational consumer culture and markets has origins in globalization 

debates initiated by research traditions concerned especially with international relations, sociology 

and cultural aspects of globalization. Since its beginnings, the debate has often been characterized 

problematic in the sense that it has progressed dichotomies between the global and the local, the 

hegemonic and the marginal and the dominant and the oppressed that may bear only little 

resemblance to what is actually happening in the world. In this literature, for instance, conceptions 

and future scenarios of global consumer culture have tended to build on two main types of 

reasoning: cultural homogenization and cultural heterogenization (e.g. Appadurai 1990; 1996; Kraidy 2005, 

16). 

Earliest commentators of the globalization debate stood in favor of the homogenization argument, 

stressing that the cultural dominance of certain powerful institutions like transnational media, 

multinational corporations and dominant nation-states have a tendency to produce global culture as 

a ‘monoculture’ in which individuals have only little room for agency. Although much of this work 

came from media focused studies (Hamelink 1983; Mattelart 1979; 1983; Schiller 1971/1992; 1976; 

Boyd-Barrett 1977; Tunstall 1977; and other perspectives Gans 1985; Iyer 1988), increased attention 

was directed towards a rather pessimistic view of the future often labeled as the Americanization or 

commodification of culture. Typical for this position was to hold a holistic conception of culture in 

which the individual is depicted as a kind of passive and oppressed subject at the mercy of global 

structures/forces. The second, more mainstream view is quite the opposite: it focuses on culture as a 

pluralistic phenomenon and views global culture inherently as ‘multiculture’ where postmodern 

difference and diversity is celebrated in an increasingly interconnected yet fragmented world (see for 

example Tomlinson 1991; Roach 1997). This view regards individuals and communities as holding 

an active role locally in resisting and adapting cultural meanings to fit their particular tastes, values 

and desires. 

In the cultural consumer research and CCT tradition, it has also been acknowledged that the 

aesthetic snapshots of global youth and popular culture have become unmistakable signs of global 

culture, at least in terms of worldwide communication and brandscape (MTV, Facebook, iTunes, 

Nintendo Wii, Nike, Coke, Starbucks, MacDonalds, etc.). However, despite some fervent critics who 

may believe in ‘Disneyization’ or ‘McDonaldization’ of consumer culture and society (e.g. Ritzer 
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1993; Klein 2000), most of the approaches emphasize multicultural and pluralistic views of global 

culture, in which consumers embrace an active position in resisting global cultural forces and engage 

playfully in co-creating new meanings and post-modern identities from new available cultural and 

symbolic resources (e.g. Firat and Venkatesh 1995; Firat 1996; Firat and Dholakia 2006) or re-

negotiate global or dominant culture to fit their local socially and historically particular contexts (e.g. 

Robertson 1992; Wilk 1995; Tomlinson 1999; Peñaloza and Gilly 1999; Thompson and Arsel 2004; 

Askegaard, Arnould and Kjeldgaard 2005; Kjeldgaard and Askegaard 2006; Kjeldgaard and Östberg 

2007; Üstüner and Holt 2007). 

Several streams of transcultural research can be indentified in this regard. Interestingly, previous 

accounts have studied transnational consumer and marketplace cultures most often in relation to 

certain geographical, ethnic, national or other territorial boundaries. In particular, a large number of 

investigations has been occupied with studying consumption related acculturation and assimilation 

processes in the context of transcultural migration or ethnic minorities. In this stream, researchers 

have focused on identifying the ways in which immigrants adapt to their new marketplace 

environments as they leave another behind (Ücok and Kjeldgaard 2006). The majority of these 

studies deals with immigrants in North America (e.g. Wallendorf and Reilly 1983; Mehta and Belk 

1991; Peñaloza 1994; Oswald 1999; Peñaloza and Gilly 1999), although a number of examples can 

be found in other contexts (e.g. Ger and Østergaard 1998; Askegaard, Arnould and Kjeldgaard 2005; 

Ücok and Kjeldgaard 2006; Üstuner and Holt 2007).  

Assimilation in these studies refers to an immersion in the culture of settlement by means of moving 

away from the culture of origin, whereas acculturation does not assume a loss in the values and 

norms of the original culture in the process of learning new ones (Ücok and Kjeldgaard 2006). A 

common finding in these transcultural studies is that they most often assume either an unidirectional 

or two-directional, bi-cultural standing in their analyses. Although critique and extension to these 

approaches have been presented, for instance in post-assimilationist (e.g. Askegaard, Arnould and 

Kjeldgaard 2005) or transmigrant models (Ücok and Kjeldgaard 2006), they continue to focus 

heavily on national and ethnic identities as key entities in their theorizations and therefore bound 

culture merely to a territorial location (of destination or departure). 

In another important research vein, global market-mediated cultural forces and cultural adaptation 

or ‘glocalization’ processes have been the main focus (e.g. Wilk 1995; Ger and Belk 1996; Ger 1999; 

Thompson and Arsel 2004; Kjeldgaard and Askegaard 2006; Kjeldgaard and Östberg 2007; Üstuner 
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and Holt 2007; Heinonen 2009). These accounts have investigated how global hegemonic 

brand/marketscapes and structures interact with different local market cultures. Drawing largely on 

models of glocalization (Robertson 1992) and structures of common difference (Wilk 1995), these 

studies have stressed intercultural dynamics of how local cultures adapt or re-interpret global 

influences and market-provided meanings and consumption practices. However, this body of work 

also conceptualizes culture and cultural identity mainly in terms of certain national, ethnic and 

territorial contexts. In addition, frameworks of cultural domination, ideology and resistance 

characterize many of these prior approaches. 

What seems to remain troublesome is that many of the existing accounts in this research stream 

have relied or built on models of global-local or center-periphery dynamics (although sometimes 

improved ones) which may have proven too simplistic. I consider this as the first key challenge in 

the present transnational research and concur with Appadurai (1996, 32) when he argues that the 

new global cultural economy has to be understood as a more complex, overlapping and disjunctive 

order. 

The ‘New’ Mediascape and Global Flows 

From the point of view of my thesis, the second key challenge transforming the global consumer 

and marketplace cultures is the rapidly changing ‘mediascape’. In existing literature the notion of 

mediascape proposed by Arjun Appadurai (1990; 1996) has been widely used in explaining the 

complexity inherent in transnational cultural production. 

Appadurai, who is an anthropologist and specialist in transnational cultural studies, defines 

mediascape as the “distribution of the electronic capabilities to produce and disseminate information (newspapers, 

magazines, television stations, and film-production studies), which are now available to a growing number of private 

and public interests throughout the world, and to the images of the world created by these media” (1996, 35). It is 

hence described as a key vehicle in the global cultural production together with other major global 

flows – people, finance, technology and ideology. The suffix -scape used by Appadurai directs 

attention to the more fluid forms and irregular shapes of these media-created landscapes and also 

imaginary worlds connected to them. 

The most important feature about mediascapes is that they produce “large and complex repertoires 

of images, narratives and ethnoscapes to viewers around the world, in which the world of 
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commodities and the world of news and politics are profoundly mixed” (Appadurai 1990, 52). 

Mediascapes are thus building blocks of what Appadurai (1996) has named ‘imagined worlds’, that 

is, multiple worlds that are inherently constituted by historically situated imaginations of persons and 

groups spread around the globe. The mediascape has a tendency to circulate and disseminate cultural 

meanings, representations and values, in other words cultural flows, which are used by consumers as 

cultural and symbolical ingredients in their daily lives, for example in their identity work. 

The lines between realistic and the fictional landscapes people see and experience therefore become 

blurred and the further away these audiences are from the direct experiences, the more likely they 

are to construct imagined worlds of their own. Although it is important to note that people around 

the world live in such imagined worlds and are able to contest and sometimes even subvert the 

‘official’ imagined worlds and create their own ones, the mediascape in many cases has been argued 

to produce strikingly homogenous, globally spread consumer cultures. This is also pointed out by 

Appadurai (1990, 52) when he writes that the mediascapes tend to be produced either by private 

(corporations) or state interests as “image-centered, narrative-based stories and strips of reality out 

of which scripts can be formed of imagined lives…”. In most instances, previous work has regarded 

mediascape as an institution controlled by the multinational companies or powerful nations (e.g. 

Sklair 1998, Jameson 1998) stressing mediascape’s decisive role as a rather unidirectional and 

dominating enterprise. 

Despite the notion’s wide application, a general finding of this thesis is that theories building on the 

concept of mediascape have, for some reason, neglected perhaps the biggest transformation that the 

media has faced so far: the internet and the social web. Whereas prior work has stressed the 

electronic dissemination and production capabilities of media-created images and texts (e.g. TV, 

radio), the nature of digital forms of production have not been considered or properly challenged 

before. Therefore, I argue in this thesis that the mediascape is under a fundamental change which is 

on its way to produce new forms of consumer agency, identity and sociability. 

Most importantly, due to emerging social web, consumer empowerment and democratization of 

cultural production have already been recognized as important drivers of new sorts of cultural 

transformation (e.g. Firat and Dholakia 2006). In this sense, the worldwide dissemination of creative 

and cultural ideas and resources (such as values, meanings, identities and ideologies) has taken a 

major twist towards a new logic which is very different from that of the more traditional media (TV, 
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radio, news, magazines, advertising and entertainment industry). For instance, to an increasing 

degree, consumers are now able to access information and knowledge that is more transparent, co-

created, peer-to-peer and unbiased by the global media industry. Moreover, consumers have new 

possibilities of communicating, participating, sharing and producing their own content in interaction 

with other consumers or consumer groups by means of online technologies – even from remote 

locations of the world. This arguably implies that the “new” mediascape has further blurred the 

boundaries of global and local, time, space and presence. As a result, we have been welcomed, 

indeed, to a whole new neighborhood and condition “where we have come closer to even with 

those most distant from our selves” which Appadurai himself first began to envision (1996, 178). 

The Birth of Consumer Neo-Tribes 

The third challenge relevant to transnational cultural production, I argue, is the birth of consumer tribes 

which has spurred considerable attention among consumer culture theorists (e.g. Cova and Cova 

2002; Cova, Kozinets and Shankar, 2007). Although modern society is often seen in the light of 

growing individualism due to the weakening of social and family bonds, local ties and more 

traditional forms of community, it has been proposed that new neo-tribal and post-modern forms of 

community will eventually replace, at least to some degree, the traditional forms of community. This 

observation, originally made by the French sociologist Michel Maffesoli (1988/1996), has recently 

inspired consumer researchers to inquire further into consumer tribes, collectives and communities 

that are organized around different consumption interests, lifestyles, values, practices and material 

culture itself. 

According to Maffesoli’s (1988/1996) view, the social existence of our society seems to occur more 

and more through the ‘little masses’, heterogeneous fragments of society, groups distinguished by 

their members’ shared lifestyles and tastes. In his view, these neo-tribes cannot be understood as 

their more traditional counterparts, archaic tribes because they do not have similar fixity, longevity 

or physical boundaries. Rather they are affection-based collectivities that are fluid, ephemeral and 

defined only in terms of conceptual boundaries. In addition, the contemporary social life is marked 

by membership in multiplicity of overlapping groups in which people are free to move in-between, 

and in which the roles one plays become the main sources of identification. 

In cultural consumer and marketing research, Maffesoli’s ideas have been applied with the focus on 

different consumption activities. For example, consumer tribes gather around common interests and 
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lifestyles (e.g. Schouten and McAlexander 1995), fashion (Rinallo 2007), fandom and gaming 

(Kozinets 2001; Jenkins 2006; Brown 2007), leisure activities (Celci et al. 1993; Cova and Cova 2001; 

2002; Goulding et al. 2002), online communities (Kozinets 1997; 2001; 2002a; Kozinets and 

Handelman, 1998; Giesler, 2006), iconic brands (Muñiz and O’Guinn 2001; Holt 2004; Muñiz and 

Schau 2005; Belk and Tumbat 2005; Schau, Muñiz, and Arnould, 2009), retro brands (Brown et al. 

2003) and also everyday convenience products (Cova and Pace 2005). In this context it has been 

argued that consumer tribes and collectives summon around products and brands that are able to 

link like-minded people together (Cova 1997). 

More specifically the notion of consumer tribe is defined by Cova and Cova (2002) as “a network of 

heterogeneous persons – in terms of age, sex, income, etc. – who are linked with a shared passion or emotion; a tribe is 

also capable of collective action, its members are not simple consumers, they are also advocates”. Consumer tribes 

thus tend to embody the re-rooting or displacement of individuals from their traditional social 

context, and they are motivated by the search of shared experience, belonging and meaning – for 

instance in the case of rave dancers (Goulding et al. 2002), roller skaters (Cova and Cova 2001), or 

alternate photographers (Cova and Cova 2002). In addition, they are distinguished from the masses 

by their inherently unstable, small-scale, affectual, temporal and de-territorialized nature. 

Varieties in which consumer tribes proliferate highlight the fact that these tribes are in many sense 

hybrid cultural forms (Moisander, Rokka and Valtonen 2010): They re-appropriate different cultural 

resources, modes and forms that circulate through the markets and media – including the global and 

local, to see what kinds of hybrid forms are forged within them (Cova et al. 2007). Thus, Maffesoli’s 

neo-tribe metaphor can help us in comprehending the multiplicity of situations, experiences and 

logical as well as non-logical actions that constitute our global consumer society. 

Arguably, this implies that more attention should be directed away from national and geographically 

bound investigations of consumer culture to include also transnational, de-territorialized and post-

nationalistic approaches which are more in tune with neo-tribalized consumer collectives. Therefore, 

I argue that neo-tribal realities and their dynamics can be conceived as key forces transforming 

transnational consumer and marketplace cultures of today. 
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Summary of the Proposed Study  

In this thesis, I wish to address several interlinked issues in prior research on transnational consumer 

and marketplace cultures. A distinctive focus is suggested in which attention is directed to the logic 

of translocal cultural production, emphasizing the role of translocal practices and communities as 

central constituents of transnational marketplace cultures. In doing so, a new conceptual-

methodological perspective is considered which aims to overcome some of the aforementioned 

challenges and to produce new theoretical and methodological insights. 

The proposed perspective builds on the work of Arjun Appadurai (1996) who insists that 

contemporary consumer culture cannot be adequately studied at the level of nation-states or local 

markets but needs to be theorized in terms of global cultural flows, processes and sites. In 

Appadurai’s view, cultural globalization needs to be regarded as “transcultural” and “translocal”. 

This means that existing center-periphery models (even those that might account for multiple 

centers and multiple peripheries) cannot any longer be used for understanding global cultural 

economy but rather the established boundaries between local and global are mixed and mediated in 

complex ways (Appadurai, 1990). 

Thus, I argue for a new analytical focus which underlines that culture is inherently translocal, i.e. 

transnational and local at the same time, and is continuously being negotiated, shaped and produced 

by “translocal communities” (Appadurai, 1996). Translocalization of marketplace cultures therefore 

refers to the fact that new forms of translocal sites, practices and communities are currently 

emerging that are not delimited to the nation-state, geographical or territorial location, but are 

regarded both smaller and larger than them. As particular sites of cultural production, translocal 

spaces, practices and communities arise from various transnational cultural flows of analogue and 

digital communication as well as movement of people, things and ideas across space. What they have 

in common is that they create new forms of agency for translocal actors who operate in a network 

of various localities (both physical and virtual). 

In this perspective, translocal practices are understood as new forms of entities that are organized by 

trans-spatially connected sites or networks of interconnected localities. This approach is inspired in 

part by media theorist Marwan M. Kraidy (2005, 155) who, for instance, uses the term translocal in 

the context of international communication studies to refer to connections between several local 

social spaces for exploring hitherto neglected local-to-local links as an alternative for investigating 
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global-to-local cultural dynamics. Similarly, Erik Kit-wai Ma (2002, 131) uses the concept of 

translocal spatiality in the sense of a “local-to-local” spatial dynamic which consists of a web of 

interconnected translocal spaces that organize and maintain translocal social practices of a 

community. “Translocality” is thus understood as a particular cultural dynamic between localized 

lifeworlds in faraway sites (Ma 2002, 133). In doing so, it illuminates and gives rise to a cultural logic 

in which marketplace cultures are “translocally inspired and locally accomplished” (Ma 2002). 

To conceptualize and provide more concrete examples of such new cultural forms, the present 

thesis investigates contemporary neo-tribal cultural production as a particular form of translocal 

marketplace cultures. As already highlighted, consumer neo-tribes who are neither tied to any 

particular single location nor entirely locally embedded, employ to a significant degree new translocal 

spaces, such as those enabled by the new mediascape and the social web. Therefore, they can be 

regarded as particularly good, although by no means the only examples of translocal cultural 

production. Two empirical studies were conducted that serve to illustrate this crucial point both in 

online and offline contexts: consumer neo-tribes are not bounded by geographical, spatial or 

temporal proximity but rather they are established and sustained by sociability through shared 

translocal practices. 

In contrast to the work on translocal practices by Kraidy (2005), who is primarily concerned about 

transnational identities and bi-cultural communication processes between nations, the present thesis 

directs attention towards a post-nationalistic and de-territorialized view of marketplace cultures. 

More precisely, my claim is that that contemporary identity and sociability are to a lesser extent 

determined by the more traditional social and cultural markers, such as national identity, family 

relations, social classes, demographics, geographical or local socio-cultural environments and 

community. Instead, new forms and sources of identification are emphasized that are increasingly 

fluid, ephemeral and hybrid in character. In this sense, an approach is considered in which 

marketplace cultures are conceptualized and conceived as gradually disintegrated, rootless and de-

territorial entities that are weaved together primarily through sociability established via translocal 

practices. I argue that such an alternative approach to the existing ones brings forward a number of 

important yet thus far neglected possibilities for research. 

Another distinction from existing work on translocality should be emphasized. Rather than focusing 

on translocal spatiality per se (Ma 2002), the proposed approach emphasizes the role of translocal 
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practices and community as central constituents of transnational marketplace cultures. By analyzing 

neo-tribal consumption communities, attention is directed towards the ways in which translocal 

marketplaces cultures are established, reproduced and are maintained primarily through translocal 

practices. This leads us to consider a practice-oriented approach (e.g. Reckwitz 2002; Schatzki 1996; 

2001; 2002; Schatzki, Knorr Cetina and Von Savigny 2001) which emphasizes that practices are in 

fact the fundamental site of sociability and cultural production, and therefore promising locus for 

any cultural analyses. 

Consequently, this thesis goes as far as to elaborate on the ultimate “site” of the marketplace, and 

building on practice-theory, conceptualizing it as a continuously evolving and translocal social site in 

which participants engage in. This site consists of both mental and bodily practice elements (such as 

doings and sayings) as well as material arrangements (setups of material objects which compose the 

entities where practices are carried out). This perspective also points out that the marketplace is to 

be analyzed as a dynamically evolving social site in which marketplace activities and performances 

take place and which determines them intelligible, desirable or accepted. The site is under constant 

motion, re-organization and re-arrangement and not bound to any particular location. Understood in 

this way, this thesis argues that the translocal site opens up fruitful and promising ground for further 

transnational investigations. 

Regarding the existing literature in consumer culture theory (CCT), translocality or translocal 

inquiries into marketplace cultures have not received considerable attention although they seem to 

point out important dynamics in transnational cultural production. In addition, despite the growing 

interest in consumer neo-tribes and post-modern communities of consumption, relatively few 

studies can be found in which they have been considered as particular sites of transnational cultural 

production, or at least we seem to lack conceptual tools in their study. Regarding the new conditions 

brought about by the new mediascape and especially the social web, it also seems to be true that 

rigorous transnational cultural analyses are almost non-existent in online environments. Therefore, 

this thesis argues that rather than viewing transnational marketplace cultures as global, local or 

glocal, it is suggested that the emphasis on translocalities (and connections between and within 

locales) allows us to conceptualize transnational processes that currently take place. 

Furthermore, it is suggested that new methodological approaches are required that are in line with 

the proposed approach. First, it is pointed out that netnographic methods are especially suitable for 
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investigating translocal online communities. However, previous studies have not employed 

netnography in this regard, and therefore, a new practice-oriented netnographic approach into 

transnational online environments is developed. Second, in order to respond to similar challenges in 

off-line environments, a videographic approach was examined and improved to better capture 

transnational marketplace dynamics. 

In conclusion, my thesis advocates for future research on translocal marketplace cultures in 

consumer culture theory. The central argument of my work is that diverse transnational cultural 

flows produced by the increasing mobility and connectivity – exemplified by for instance by the new 

mediascape and new forms of neo-tribal identity, community and practices – have a tendency to 

create translocal marketplace cultures. This sort of cultural production has given rise to new forms 

of translocal experiences, encounters and spaces that create translocal practices and communities 

that are important markers of our contemporary lives. From this perspective, and by means of four 

research essays, novel methodologies including netnography (Essay 1 “Netnographic Inquiry and 

Translocal Sites” ) and videography (Essay 3 “Videography in Consumer Research” ) are developed and 

empirical insights drawn from two empirical studies conducted both in online (Essays 2 

“Environmental Dialogue in Online Communities” ) and off-line neo-tribal marketplace settings (Essay 4 

“Brothers in Paint” ). 
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1.2 Research design and objectives 

As this thesis consists of several research essays, a summarizing umbrella of objectives and research 

questions are outlined next. Then, a description of how the original papers contribute to these 

objectives is given, and their research design explained. 

The overall research task of this thesis is to study new forms of translocal cultural production from 

the perspective of transnational consumer culture research. More specifically, the aim is to 

investigate and conceptualize the current translocal dynamics of marketplace cultures. As an 

illustrative example, contemporary neo-tribal cultural production is examined as a particular form of 

translocal marketplace culture by means of two empirical cases. Thus, the purpose of this research is 

to: 

Contribute to a better understanding of translocal marketplace cultures by empirically exploring and theoretically 

elaborating on the contemporary, neo-tribal forms of cultural production that have recently emerged in the market. 

In this task, a number of sub-objectives need to be addressed, including: 

1. How is transnational cultural production understood in different traditions of cultural theory, and what 

approaches and key concepts have been employed? 

2. How are new forms of translocal community, identity and practices produced and negotiated in transnational 

consumer cultures? 

3. How can translocal marketplace cultures be studied empirically? 

To these ends Chapter Two is aimed at mapping out the existing research on transnational 

marketplace cultures in cultural theory in order to grasp its origins and philosophical roots. Chapter 

Three builds up the theoretical perspective of the thesis as well as summarizes the empirical settings 

and methodological approaches from the research papers (Essays 1-4). Chapter Four concludes the 

thesis by discussing and summarizing its contributions. 

It needs to be clarified, that although these objectives and thesis chapters are listed and reported in a 

rather linear and straightforward way, the research process however has very little resemblance with 

such linearity. In fact, these objectives are the result of iteration where the researcher has been 

moving back-and-forth between theory and empirical fieldwork. Such emergent design is typical for 
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qualitative and interpretive research (Moisander and Valtonen 2006), and through it the ideas and 

conclusions contained in this thesis were finally put together. 

The four essays in my thesis constitute the main output of this doctoral work, although the 

following Chapters 2 - 4 work to contextualize and justify them, and bring them into one coherent 

perspective and approach which is advanced throughout this thesis. The objectives and research 

designs for individual essays are described below and summarized in Table 1. 

Essay I “Netnographic Inquiry and New Translocal Sites” sets out to consider how netnographic inquiry 

would benefit from investigations into transnational consumer cultures. The central observation 

made in this essay is that prior work on the digitalized and neo-tribal consumer networks and 

communities has left transnational perspectives in many ways empty of theoretical and empirical 

work. In addition, it is pointed out that also the majority of past approaches studying global aspects 

of marketplace cultures have been silent on online environments, especially in terms of rigorous 

empirical approaches. Therefore, a novel approach, building on practice-theory and netnographic 

methods, is set forward addressing the aforementioned gaps and encouraging new empirical work. 

This conceptual-methodological essay is based on a review of literature which maps out especially 

post-modern, sub-cultural and online cultural perspectives in consumer research. Building on this 

literature (which is analyzed more extensively in Chapter Two), the essay directs attention to the 

transnational online communities and translocal social practices in the production of marketplace 

cultures. It is fair to note also that this essay was principally written on the basis of experiences 

gained throughout the empirical work in Essay II. Logically, Essay II was prepared before Essay I. 

Essay IIi “Environmental Dialogue in Online Communities” investigates empirically how transnational 

online communities bring about new forms of cultural practices, identities and community. A 

transnational online community of “global travellers” in which consumers participate from around 

the world was studied by means of netnographic methods. The community consisted of 139.906 

registered members from 244 different countries who represent diverse personal backgrounds in 

                                                

i Joonas Rokka was responsible for drafting and writing the article based on his original research problem as well as for 

conducting the empirical research and analysis. Johanna Moisander’s role was decisive in formulating the interpretive and 

conceptual framework of the article. The findings and implications are the contribution of both authors. 
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terms of gender, age, professional skills and travel experience. The community site had been fairly 

active for more than five years, the members having posted a total of 280.169 forum entries across 

45.914 forum threads at the time of data collection (2006-2008). Therefore, it was concluded that 

the community offers in many ways a good empirical case for exploring transnational online 

communities and cultures. The essay’s objective is to inquire what role transnational online sites play 

in setting the stage for new forms of cultural production and dialogue, through which particular 

forms of consumer identity, community, citizenship and culture are being created and negotiated. 

The analytic focus is on translocal dialogue on environmental and sustainable aspects of travelling 

through which global travellers make sense of their travelling and negotiate ‘environmental 

citizenship’ as a form of cultural practice. The empirical analysis unfolded by examining 78 of the 

most active members of this group, while the final round of analysis was based on 70 selected 

discussion threads that were representative of the community. Hence, Essays II can be considered as 

an empirical case study (Stake 2003) of a transnational web-based community of consumption. 

Essay IIIii “Videography in Consumer Research” is the second methodological paper in this thesis. Its 

primary objective is to elaborate how videography could be advanced as a more formidable method 

to study consumer culture and markets. In addition, the essay was produced in tandem with 

empirical fieldwork (Essay IV) and therefore takes advantage of the insights generated in action. 

More specifically, the approach was to review how audiovisual methods have been used in consumer 

research so far and to identify what hurdles videographic research still needs to overcome in order to 

become a more prominent mode of study. It is pointed out that videographic methods are very 

attractive to the consumer research community but still rarely applied for a number of reasons. The 

essay works on this problem by drawing on disciplines outside consumer research, namely 

documentary film theory and visual ethnography, to find answers that could help facilitate future 

videographic inquiry. Regarding the general objectives of this thesis, this essay shows that 

audiovisual aspects in particular are fundamental but often neglected elements of marketplace 

cultures and their dynamics. 

                                                

ii The article is based on literature review on audiovisual methodologies by Kristine de Valck and Joonas Rokka. The 

article benefited from hands-on experiences and insights from audio-visual methods that were applied in a research 

project originated and led by Rokka. De Valck was responsible for writing and putting together the final version of the 

article. All authors have contributed equally to the findings and implications of the article. 
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Essay IViii “Brothers in Paint” explores how neo-tribal marketplace cultures come into being, how they 

are organized and how they evolve. Employing practice-theoretical approach and drawing especially 

on Schatzki’s ideas, the study sets out to conceptualize translocal neo-tribal marketplace culture and 

its dynamics via a constantly evolving nexus of practice elements and material arrangements. The 

analytic focus in this essay is therefore directed to off-line, transnational cultures of which neo-tribal 

consumer collectives are particularly good examples. The essay reports a multi-sited ethnographic 

study on consumer tribes gathered around the extreme sport known as paintball. This team-based 

sport is currently being played in over 110 countries and provided access to a transnational, rapidly 

changing marketplace culture in an intriguing setting. The empirical study was significant: 

ethnographic fieldwork was carried out in five large-scale international paintball tournaments, in 

European Millennium tournaments (Malaga, Nürnberg, Toulouse, London and Paris) and in the PSP 

World Cup (Orlando) in 2008. In Millennium tournaments there were around 130 paintball teams 

from 20 countries and in the World Cup tournament in Orlando more than 500 teams participated. 

Our data consists of approximately 100 informal interviews, 20 videotaped interviews, 400 recorded 

photographs, 50 hours of videotaped paintball practices in tournaments and casual settings. Due to 

the videographic emphasis in our analysis, essay IV consists of a research paper and a videography 

(video format publication) which serves to complement and support the written paper. 

                                                

iii Joonas Rokka was responsible writing the article based on his original research problem and interpretive framework. 

The article is the result of Rokka’s research proposal and plan to collect data accordingly. Joel Hietanen’s role was crucial 

as a key informant and main responsible for the collection of empirical data. The empirical fieldwork was carried out by 

Hietanen and Rokka. The videography was composed, produced and edited by Hietanen and Rokka. All authors have 

contributed equally to the findings and implications of the article. 
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Table 1 Overview of Individual Essays 

Essay 
no. 

Research questions Research approach Data, materials Analytic focus 

I How netnographic inquiry 
could benefit investigations 
into transnational online 
cultural phenomena from a 
conceptual-methodological 
point of view? What role the 
new “translocal sites” such as 
online communities and 
consumer networks play in 
such transnational cultural 
production? 

Elaboration on prior 
transnational cultural 
research approaches 
and netnographic 
explorations into 
online communities 
and consumer 
collectives. Insights 
are drawn from 
empirical work (i.e. 
Essay II). 

Conceptual and 
methodological 
essay. 

Practice-oriented 
netnographic 
methods for 
transnational 
cultural inquiry. 

II How web-based online 
communities bring about 
new forms of translocal 
cultural dialogue? What is the 
role of online sites in cultural 
production and in 
dissemination of knowledge 
and dialogue through which 
particular forms of 
consumer-citizenship is being 
created and sustained? 

Netnographic study of 
a transnational web-
based online 
community of global 
travelers consisting of 
139,906 registered 
members from 244 
different countries.  

Netnographic 
materials collected 
from online 
community forum 
discussions. 

Data was collected 
in 2006-8. 

Cultural practice of 
environmental 
citizenship and the 
negotiation of 
sustainable 
consumption 
practices and 
lifestyles. 

III How to advance videography 
as a rigorous academic 
method to study consumer 
culture and markets? What 
set of beliefs, assumptions, 
and practices guide 
audiovisual inquiry in 
consumer research? 

Critical examination 
of research disciplines 
outside consumer 
research (visual 
ethnography and 
documentary film 
theory) and insights 
from empirical study 
(i.e. Essay IV). 

Conceptual and 
methodological 
essay. 

Practice-oriented 
videography for 
studying tribal 
consumer culture 
and markets. 

IV What opportunities the 
emerging practice-oriented 
approach opens up for 
conceptualizing tribal 
consumer culture and 
marketplace dynamics? How 
such marketplace cultures 
come into being, how they 
are organized, and how they 
evolve? What is the role of 
consumer tribes in translocal 
cultural production? 

Multi-sited 
ethnographic study of 
consumer tribes 
gathered around the 
extreme sport of 
paintball. Fieldwork 
carried out in large 
scale-paintball 
tournaments in six 
countries. 

Ethnographic 
materials including 
approx. 100 
informal 
interviews, 20 
video-taped 
interviews, 50 hrs 
of video footage, 
400 photos, 
magazines, online 
discussions. 

Data was collected 
in 2008. 

Practice-oriented 
perspective for 
analyzing the ‘site’ 
of the tribal 
marketplace culture 
via constantly 
evolving nexus of 
practice elements 
and material 
arrangements. 
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2 PHILOSOPHICAL ROOTS OF TRANSNATIONAL 

CONSUMER CULTURE THEORIES 

The objective of this chapter is to inquire into and map out some of the most promising 

perspectives and approaches to transnational consumer culture that cultural theory entails. The first 

section (2.1) gives a brief background regarding the philosophical foundations of cultural theory, 

discussing the principal tendencies and perspectives in social and cultural inquiry. The second 

section (2.2) analyzes the variety in transnational consumer culture research by mapping four 

prominent fields of cultural theory. In particular, the intention is to highlight the distinctive 

perspectives as well as ontological and epistemological stances seeking to theorize consumer culture 

and the global marketplace cultures. 

2.1 Philosophical foundations of cultural theory 

Broadly speaking, the debate in all of social and cultural theory, as well as in this thesis, is about the 

constitution of social life: the nature of social existence, what it consists of and the character of its 

transformation (e.g. Schatzki 2002, xi). It is occupied with how we should come to understand and 

interpret social life and action. However, different social/cultural research traditions or schools of 

thought are linked to distinctive epistemic cultures, i.e. sets of research conventions, sets of 

presumptions and customary practices that create certain standards and obligations that researchers 

are to follow. Epistemic cultures are cultures that create and warrant knowledge, and so to say 

arrangements and mechanisms which make up “how we know what we know” (Knorr Cetina 1999, 1-2). 

They are essentially based on philosophical foundations, including ontological and epistemological 

paths which guide and constrain research traditions in how they come to understand and enact 

empirical research, and how they contribute to theoretical knowledge and methodological 

advancements. Before moving on to the study of transnational consumer culture specifically, the 

following two sub-sections review main varieties of social ontologies in cultural theory and outline 

principal perspectives in culturalist theorizing. 

2.1.1 Social ontologies in cultural theory 

Every epistemic culture, theoretical and methodological position is governed by certain ontological 

and epistemological presuppositions. Ontology deals with the characteristics of reality, or what there is 
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in the world, and therefore has important consequences for research traditions. Social/cultural 

theory is most often divided into two distinctive, opposing ontologies of individualism and societism 

(e.g. Schatzki 1996; 2002, 2005; Reckwitz 2002). According to philosopher Theodore R. Schatzki 

(2002), the former ontology entails that individual subjects and possibly also their relations are the 

basis of social phenomena, whereas the latter takes that social phenomena cannot be reduced to 

individuals but rather complex social organizations of individuals. This fundamental divide is closely 

linked with nominalism and contextualism. Schatzki (2002, xiv) explains that nominalism contends 

that the character and transformation of sociality can be explained solely through the properties of 

and relations among the particular entities (such as self-identity) that compose social life. 

Contextualism, on the other hand, opposes nominalism arguing that these matters must be referred to 

a context (such as particular historical, political, and cultural conditions or structures, systems of 

meanings, discourses, or social practices), different from these entities, in which the latter exists. The 

“context” hence entails a setting or backdrop which envelops and determines social phenomena. As 

implied, individualist ontologies are nominalist in character whereas socialist ontologies deal with 

one or more contextual arrangements (Ibid, xiv). In addition, more recently, another distinction has 

been made between the humanist and posthumanist ontologies. This third dimension directs attention 

to the ways in which other entities than humans (such as technology or nature) may exert significant 

agency, or at least challenge the humanist agency, in social life (Ibid, xv). 

Epistemology, or the theory of knowledge, builds up another important foundation for a research 

tradition. It consists of the shared beliefs of what is considered as knowledge, how it is produced, 

what are its sources and limits. As depicted by Thomas A. Schwandt (2003), epistemology deals with 

dimensions of understanding and especially “ways of understanding understanding”. He emphasizes the 

analytical importance of several features always present in any qualitative inquiry and which 

characterize much of cultural research: the roles of presuppositions, inter-subjectivity, reconstruction 

and reproduction, active engagement as well as the role of language in making interpretations about 

phenomena. Regarding these properties, Schwandt (2003) maps out three important epistemological 

stances to better understand the wide arrays of work in social inquiry: interpetivist, hermeneutic and social 

constructionist. All of these philosophies embrace different perspectives on the aims and practice of 

understanding human actor, different ethical commitments, and different stances of methodological 

and epistemological issues of representation, validity, objectivity and concerns of what constitutes 

knowledge and how it is to be justified. The three mentioned epistemological positions are next 

described in some detail. 
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First of all, the interpretivist philosophies take that to understand a particular social action (e.g. gift 

giving, marriage or some consumption activities) the inquirer must grasp the meanings that 

constitute that action. It means that human action is always taken as meaningful, indicating that it 

has certain intentional content which can only be understood in terms of the systems of meaning to 

which it belongs. Hence, to “find” meaning in one’s action, or to understand what a particular action 

means, requires that one interprets a particular way what the actors are doing (Schwandt 2003, 296). 

The main varieties or processes of interpretation can be labeled, according to Schwandt (2003, 296-

300), as follows: 

 Empathic identification (also called as intentionalism) is a stance where the researcher tries to break 

out of her/his historical circumstances to reproduce meaning or intention of the actor. It is an 

psychological reenactment – getting inside the head of the actor to understand what he or she is 

up to in terms of motives, beliefs, desires, thoughts and so on. In this sense it shares, at least to 

some extent, an objectivist epistemology. But, Schwandt points out, for instance Clifford Geertz 

(1976/79) indicates that this understanding can arise also from the acts of “looking over the 

actors shoulders” and trying to figure out (through observing and by conversing) what the actors 

think they are up to rather than trying to “get inside the actors head”. 

 Phenomenological sociology (and ethnomethodology) analyzes how meaning is created in the 

communication, conversations and interaction between people and it studies especially how the 

everyday, intersubjective life world (Lebenswelt) is constituted (e.g Harold Garfinkel 1967; 

Alfred Schütz 1962; 1932/1967; and Erving Goffman 1959). The aim in this approach is to 

grasp (analyzing talk/conversation and interaction) how we come to interpret our own and 

others’ actions as meaningful and to “reconstruct the genesis of objective meanings of action in 

the intersubjective communication of individuals”. 

 Language games, in turn, takes that human action is meaningful by virtue of system of meanings to 

which it belongs, and therefore emphasizes the role of language and social action as subjects of 

meaning systems. Wittgenstein’s term of “language games” is usually used to refer to those 

systems of meaning (including institutional and cultural norms, action-constituted rules) from 

which understanding can be sought (e.g. Giddens 1979; 1984; 1993; Habermas 1967/1988; 

Wittgenstein 1958).  

 Philosophical hermeneutics offer a critique of the interpretivist theory of human action and meaning. 

It presents a radically different way (compared to previous three perspectives) of representing 
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the notion of interpretive understanding which, according to Schwandt (2003), is based on the 

works of Gadamer (1975; 1977; 1981) and Taylor (1985a,b; 1995) and was inspired by 

Heidegger. It stresses the importance of an iterative part-to-the-whole interpretation where the 

researcher needs to understand the context in order to interpret a text written in that context. 

Firstly, the hermeneutics contend that understanding is not a “procedure, or rule-governed 

undertaking”; rather it is the very condition of being human. Understanding is interpretation. 

Secondly, in the act of interpreting (of “taking something as something”), socio-historically 

inherited “bias” or prejudice is not regarded as characteristic that the researcher needs to get rid 

of. On the contrary, understanding requires the engagement of one’s biases. Moreover, in this 

view understanding is not a reproduction of the researcher’s understanding but it is produced in 

the dialogue, participation, conversing and encounter with the alien or what is not understood. 

This is a radical departure from the interpretivist idea that human action has meaning and that 

the meaning can be “discovered” by the interpreter.  (Schwandt 2003, 300-2). 

To elaborate a little further, philosophical hermeneutics and social constructionist philosophies (like 

deconstructionist, critical and some feminist theory) in turn have their origins in the movement away 

from an empiricist, logical atomistic and (realist) representational accounts of meaning and 

knowledge (Schwandt 2003, 304). Social constructionist philosophies aim to overcome the 

“representationalist” epistemologies in the sense that knowing is active instead of passive. It takes 

that we are all constructivist if we all believe that the mind is active in constructing knowledge, and 

therefore contends that human beings do not find or discover knowledge as much as they construct 

or make it. This can be exemplified in Potter’s (1996, 98) words in the sense that “the world… is 

constituted in one way or another as people talk it, write it, and argue it”. Along the same lines, 

Denzin (1997) argues that discourse is the material practice that constitutes representation and 

description. We hence invent concepts, ideas, models and schemes to make sense of the experience, 

and we constantly modify them in the light of new experiences. Further, as the hermeneutics 

philosophies stress, we do not construct our interpretations in isolation but against our prior 

experiences, practices and shared understandings (Schwandt 2003, 305). To summarize, social 

constructionist accounts object what could be termed “meaning realism/objectivism” and (like 

philosophical hermeneutics) critique the meaning as an fixed object or entity, while supporting a 

view of individuals as self-interpreting beings and that language constitutes this being. But unlike 

philosophical hermeneutics the social constructionist hold that there is no truth to the matter of 

interpretation. (Ibid, 307). 
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2.1.2 Perspectives in culturalist theorizing 

Next, attention is directed more specifically to the ways in which legacies of culturalist theorizing 

have treated the ‘cultural’ or the ‘social’ and their underlying assumptions. Leaning firmly on 

Reckwitz’s (2002) systematic analysis, it is proposed that although cultural theories are often vaguely 

lumped together based on at least superficial theoretical commonalities, and because of their 

seemingly similar vocabularies, they tend to disguise important conceptualizations and differences in 

theoretical perspectives. Thus, four typical theoretical positions in cultural theory will be listed 

below. It is important to glance into the origins of these varieties in order to form a satisfactory 

overall scheme for the subsequent analysis that will follow. 

In tracing the foundations based on which cultural theory at present has been built, Reckwitz (2002) 

first contrasts cultural theory briefly with two fundamentally different, classical schools (and their 

distinctive vocabularies) which have sought to explain the ways and forms of social action in the 

modern social theory. The first, purpose-oriented school emerged at the end of 18th century as a result of 

Scottish moral philosophy, and is often connected to the Scottish utilitarianists, the Rational Choice 

Theory and eventually to more recent work by Icek Ajzen and Martin Fishbein. In their agenda, 

human and social action is explained as primarily driven by goal-oriented, rational and intentional 

behavior of individual actors, describing the human subject as ‘homo economicus’. Social order was 

hence created as a product of combining the individual interests in a nominalist fashion. The second 

school, norm-oriented theory of action, based its understanding and focus – as opposed to the first 

classical socio-theoretical school – in its socialist and contextualist contentions. Instead of looking at 

the motivation and individual purposes they presented the proper perspective of ‘sociology’ in trying 

to grasp the conditions of social action by pointing to collective norms and values, or to ‘rules’ 

which express the social ‘ought’. This school, which is occupied with describing the ‘homo 

sociologicus’, echoes most importantly the names of Emily Durkheim and Talcott Parsons. The 

third classical school, cultural theories emerged as a result of ‘culturalist revolutions’ in 20th century 

social philosophy. It contends that social order is not a product of mutual normative expectations, 

but embedded in collective cognitive and symbolic structures in a shared knowledge which enables 

and constrains social actions. And unlike classical figures of homo economicus and sociologus, 

cultural theories take into account the implicit, tacit and unconscious layers of knowledge which 

ultimately build up “symbolic organization of reality” (Ibid., 246). 
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It is quickly revealed that by nature ‘cultural theories’ are based on different theoretical and 

contextual standpoints and need to be systematically and critically questioned. What they have in 

common in explaining and understanding social action is, according to Reckwitz (2002, 244), that 

they are all founded upon the premise of having “recourse to symbolic structures of meaning”. 

However, differences arise on a very basic level regarding cultural-theoretical vocabularies and, in 

particular, the distinctive ‘locations of the social/cultural’. Reckwitz (Ibid., 245) points out that 

different schools in cultural theorizing offer opposing locations of the social and conceptualize the 

‘smallest unit’ of cultural analysis very differently: in minds, in discourses, in interactions and in practices. 

The elementary forms of these cultural genealogies can be summarized in more detail as follows 

(Reckwitz 2002): 

 Culturalist mentalism, perhaps the longest tradition in cultural theories, locates the social or 

collective in the “minds” of people. In this view, the mind is conceived as the place for the 

social because the mind is the place of knowledge and meaning structures. Therefore, the 

smallest unit of social analysis is the mental structures. For instance, in the objectivist 

structuralism in anthropology by Lévi-Strauss (1950; 1962) human behavior is the result of 

the ‘unconscious’ mind. In contrast to this, subjectivist structuralism, such as Schütz’s 

(1932/1967) social phenomenology, aims to grasp and reproduce the subjective perspective 

of the mental acts of consciousness. In both cases “the idea that mind is a substance, place, 

or realm that houses a particular range of activities and attributes” (Shatzki 1996, 22) and 

which can be accessed by the interpreter prevails. 

 Culturalist textualism contrarily rejects the idea that symbolic structures are situated “inside” 

the mind. Instead it claims that symbolic structures lie “outside”, in chains of signs, in 

symbols, in discourse and in communication or “texts”. In order to explain structures of the 

social world, one must stay on the level of signs and texts and their materiality where 

symbolic structures must be located and not anchored in the psychological level of minds 

(including the conscious of the collective). In this view, mental qualities turn out to be 

nothing more than very specific concepts within discourse about something which is 

described mental. Culturalist textualism has emerged in the last third of 20th centrury as a 

critique to mentalism. It also includes three sub-branches: 1) poststructuralism and semiotics 

(e.g. Foucault 1969) which have “decentred the subject” and define the social at the level of 

discourses or sign-systems; 2) radical hermeneutics or anti-mentalist structuralism (e.g. 
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Geertz 1972) which regards culture “as texts”; and 3) constructivist theory of social systems 

(e.g. Luhmann  1984) which ascribe, on the social level, the quality of observing or 

interpreting the world to communication itself (Reckwitz 2002). 

 Intersubjectivism, guided by the linguistic turn, locates the social in “interactions” or the use of 

ordinary language. The social has thus the structure of intersubjectivity, i.e. in speech acts the 

agents refer to a non-subjective realm of semantic propositions and pragmatic rules 

concerning the use of signs. Sociality therefore lies in the constellation of symbolic 

interactions between agents (e.g. Goffman). This critique to mentalism contends that 

language represents a sort of world of propositions and rules irreducible to psychological 

factors. Intersubjectivism, as classically formulated by Habermas (1981), takes that 

individuals internalize and use the content and patterns of the ‘objective’ realm of meanings 

in their mutual speech acts. Interaction is thus a process of transference of meanings which 

have been internalized in the mind. 

 Practice theory places the social in the “practices” and it can be traced back all the way to the 

founding fathers of social and cultural theorists, such as Bourdieu, Foucault, Giddens, 

Heidegger, Nietzche, Taylor, Weber and Wittgenstein. According to Reckwitz (2002, 253), 

practice is a “routinized type of behavior which consist of several elements interconnected to 

one another: forms of bodily activities, forms of mental activities, ‘things’ and their use, 

know-how and understanding, skills, emotions and motivations”. Rather than inquiring the 

essence of individual or collective experiences, or constellations of symbolic meaning and 

interaction, this stream is occupied with analyzing practices – such as a way of consuming – 

which consist of a multitude of single and often unique actions reproducing the practice, and 

which also entail certain routinized ways of understanding, knowing how and desiring. As 

conceptualized by Schatzki (1996), practice is hence a “nexus of doings and sayings” and a 

“routinized way in which bodies are moved, objects handled, subjects are treated, and things 

are described” (Reckwitz 2002, 250). However, the ‘practice turn’ in contemporary social 

theory is still a recent development (Schatzki et al. 2001). Yet, it presents another distinctively 

different way of conceptualizing the social action. 

This brief mapping thus produced a certain genealogical chart or family tree of respective cultural 

orientations, researchers and their connections (see Table 2). It serves as a background framework 

against which more recent conceptualizations of consumer culture need to be contextualized. It is 
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proposed in this thesis that only by working out these distinctive theoretical standpoints, 

presuppositions, and vocabularies theoretical and methodological advancements can be sought for 

the study of consumer culture and markets. 
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Table 2 Cultural Theories in Historical Perspective 

Time Perspective / school of though Key thinkers 

… “Homo economicus” Enlightenment philosophers; e.g. Descartes; Kant 

Late 1700s Utilitarianists; purpose-oriented theory of action Scottish Moral Philosophers 

Late 1800s “Homo sociologicus” 
 
Sociology; norm-oriented theory of action 

Weber; Heidegger; Marx 
 
Durkheim; Parsons; Simmel 

1900s “Culturalist revolution” begins  

1910s Structuralism; as classical mentalism;  de Saussure (1916) 

1920s  Heidegger (1927) 

1930s Phenomenology; as mentalist subjectivism Schütz (1932/1967); Husserl (1931) 

1940s   

1950s Structuralism; in anthropology; as 
scientific/objectivist mentalism 
 
Symbolic interactionism 

Lévi-Strauss (1950; 1962) 
 
 
Goffman (1958; 1959) 

1960s Ethnomethodology; 
 
Semiotics; as cultural textualism 
 
Hermeneutics; Wittgensteinian language games 

Garfinkel (1967) 
 
Barthes (1967; 1972; 1977) 
 
Habermas (1967; 1981); Wittgenstein (1958) 

1970s “Interpretive turn” 
 
Post-structuralism; as cultural textualism 
 
Symbolistic anthropology; as cultural textualism 
 
Theories of social practices 

 
 
Foucault (1969/1972; 1973; 1980; 1984) 
 
Geertz (1972; 1973; 1983) 
 
Bourdieu (1972; 1980/1990; 1984); Giddens (1979; 1984; 
1991; 1993); Taylor (1971; 1985; 1995)  

1980s Constructivist theory of social systems; as a type of 
cultural textualism 
 
“Linguistic turn”; intersubjectivism 

Luhmann (1984); Knorr Cetina (1981) 
 
 
Habermas (1981), Potter (1996) 

1990s “Practice turn”; practice theory 
 
 
Gender studies; critical theory 
 
Science of technology studies; posthumanism 

Turner (1994); Schatzki (1996; 2002 ; 2005); Schatzki et al. 
(2001) ; Knorr Cetina (1999) 
 
Butler (1990) 
 
Latour (1987; 1991/1993) ; Latour and Woolgar (1979) 

2000s   

Sources: Reckwitz 2002; Schatzki 2002; Schwandt 2003 
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2.2 Transnational consumer culture research 

As proposed, I will next investigate and map out in more detail four promising fields of 

transnational cultural theory: Consumer culture theories, Postmodern cultural theories, Cultural studies and 

Media and communication theory. Each of these fields has been largely occupied in conceptualizing the 

global, mediated cultural economy and are presented next in no particular order. However, 

Consumer Culture Theory (CCT) will be looked into first – and treated in greatest depth and detail – 

in order to give reasonable insight into the field within which my thesis aims to contribute. 

The following mapping will rely heavily on the most often cited research publications that have 

already critically analyzed and brought together wide-ranging volumes of literature in transnational 

cultural theory within their respective disciplines. This kind of approach is necessary within the 

scope of the thesis, which would otherwise turn into a lifelong and still incomplete mapping 

exercise. It is also worth iterating that the overall aim of this chapter is the construction of 

theoretical positioning for the present thesis. Therefore, the task is to delve into the previous key 

perspectives and their analytical approaches to show how each of them can basically be 

distinguished as alternatives for studying transnational consumer culture and markets. 

My analysis is focused on a number of questions that I consider helpful in comparing and analyzing 

the previous work: How is culture and global/transnational culture conceptualized in these fields of 

study? What are considered the focal sites of agency and central tropes of analysis? How is identity 

and community conceptualized and in what ways is culture “located”? Finally, what has been the 

main empirical focus in the existing accounts? 

To help the reader, Table 3 summarizes the main findings of the mapping that follows in the 

subsequent sections. 
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Table 3 Transnational Cultural Theorizing in Comparative Perspective 

Cultural theories Consumer Culture Theory 
(CCT) 

Postmodern Cultural 
Theories 

Cultural Studies Media and 
Communication 
Theory 

Conception of 
culture 

Pluralistic, contextual, 
socialist, humanist 

 

Pluralistic, fragmented, 
hyperreal, fluid 

Pluralistic Synthetic 

Conception of 
Global/ 
Transnational 
Culture 

Multiculture Multiculture (albeit in some 
instances monoculture) 

Multiculture (albeit in 
some instances 
monoculture) 

Transculture (albeit in 
some instances 
monoculture) 

Central Tropes of 
Analysis 

Dominance, hegemony, 
resistance, ideology, 
ethnicity, acculturation, 
assimilation/adaptation, co-
creation, co-production 

Liberatory enchantment, 
celebration of difference, 
co-creation of multiple 
realities 

Dominance, hegemony, 
resistance, ideology, 
adaptation, co-production 

Hybridity 

Site of Agency Consumers’ personal 
and/or collective identities, 
global market-mediated 
structures 

Individual’s multiple 
identities and/or post-
modern community 

Individual identities 
and/or sub-cultural 
community, global 
structures 

Transnational 
social/cultural practices 

Scope of Agency Global and/or local (in 
some recent instances 
glocal), contextual 

Global and/or local, 
contextual, inter-contextual 

Global and/or local, 
contextual (in most 
instances national and/or 
international) 

Translocal and inter-
contextual 

Conception of 
Identity 

Consumer identity project(s) Post-modern, multiple, 
decentered, neo-tribal, de-
territorialized identities 

Sub-cultural, national or 
sub-national identities 

National and 
transnational identity 

Basis of Community Local, contextual, often 
geographically, ethnically, 
nationally defined, 
consumption-oriented 
community (increasingly 
online and virtual forms) 

Post-modern, neo-tribal, 
hyperreal, virtual, imaginary, 
de-territorialized, globally 
fragmented and affection-
based community 

Sub-cultural, often 
national, ethnic or sub-
national community (also 
post-national 
conceptualizations exist 
but only few empirical 
accounts) 

National, ethnic and 
transnational community 

Location of Culture In minds (or lived 
experiences), cultural texts, 
discourses and interactions 

In cultural texts; discourses, 
symbolic representations 
and interactions 

In cultural texts; 
discourses and symbolic 
(also visual and material) 
representations 

Dialogical and discursive 
social practices 

Principal Empirical 
Focus 

Relationships among 
consumers’ personal and 
collective identities; the 
cultures created and 
embodied in the lived 
worlds of consumers; 
underlying experiences; 
processes and social-cultural 
structures 

Production and 
reproduction of discursive, 
textual, inter-contextual, 
symbolic and material 
worlds and consumer 
society 

Symbolic representation, 
signifying practices, 
negotiation, articulation 
and reproduction of 
meaning (with emphasis 
on material, institutional 
and political forces) 

Transnational discursive 
and textual (and to a 
lesser extent material) 
practices and 
communication processes 

Representative 
Accounts 

e.g. See reviews in Arnould 
and Thompson (2005); and 
Section 2.2.1 

 

 

 

e.g. See reviews in Firat and 
Venkatesh (1995); Holt 
(1997); Goulding et al. 
(2002); Firat and Dholakia 
(2006); Cova et al. (2007); 
and Section 2.2.2 

e.g. See reviews in During 
(2007); Barker (2008); and 
Section 2.2.3 

e.g. See reviews in Kraidy 
(2005); and Section 2.2.4 
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2.2.1 Consumer culture theories (CCT) 

Consumer culture theory is most consumption oriented of all cultural theories, and has its origins in 

the interpretive turn in consumer research which emerged in the 1980s. The early days of marketing 

science, from which consumer research eventually developed, can be dated back to 1930s when the 

Journal of Marketing (est. 1936) was established. It was in the 1970s that the focus in marketing 

gradually started to turn towards consumers and consumer behavior as important research domains. 

As a result, the birth of Advances in Consumer Research (est. 1969) and Journal of Consumer Research (est. 

1974) soon started to challenge the more traditional marketing bedrock which was essentially based 

on the positivist philosophy of science outlook. Yet, it was not before the beginning of 1980s that 

we could see movements towards interpretivist inquiry, for example, in the form of humanistic and 

naturalistic approaches to consumer culture (cf. seminal works by Hirschman 1986; Belk, Sherry, and 

Wallendorf 1988). The interpretivist consumer research was particularly influenced by the social 

constructivist movement in the US in 1970s (e.g. Foucault, Derrida), and towards the late 1980s, 

hermeneutics, phenomenology and critical theory also entered the field. 

The so-called second generation of interpretive consumer research stream has been iconized with 

the label “Consumer Culture Theory (CCT)” coined by Eric J. Arnould and Craig J. Thompson 

(2005). Although prior reviews of interpretive consumer research have sought to map out different 

methodological and analytical approaches (Anderson 1986; 1988; Arnold and Fischer 1994; Bristor 

and Fischer 1993; Firat and Venkatesh 1995; Hirschman 1993; Ozanne and Murray 1991; Sherry 

1991), and domain-specific contributions (e.g. Belk 1995; Sherry 2004), CCT provides a thematic 

framework across interrelated consumer research domains. 

CCT label pays tribute to the past 20 years of interpretive consumer research addressing 

sociocultural, symbolic, experiential and ideological aspects of consumption, although with a 

particular focus on articles published in Journal of Consumer Research. According to Arnould and 

Thompson (2005), in part, the CCT was designed to de-bunk enduring misconceptions about nature 

and analytical orientation of this theoretically and methodologically fragmented interpretive research 

tradition and to promote a distinctive theoretical body of knowledge in consumption and 

marketplace behaviors. In doing so, the introduction of CCT can also be seen as an attempt to 

better communicate the relevance of interpretive consumer research tradition as well as its research 

agenda outside its own community, for example, to research practitioners and marketers. All in all, 
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CCT has recently been fervently debated, promoted, and cited as one of the key markers of 

contemporary consumer research.2 

CCT does not refer to a unified, grand theory but rather to a family of theoretical perspectives that 

address dynamic relationships between consumer actions, the marketplace, and cultural meanings 

(Arnould and Thompson 2005, 868). This implies that CCT researchers nonetheless share a 

common theoretical orientation towards the study of cultural complexity, which is illustrated in the 

following definition of ‘culture’ as understood by Arnould and Thompson (2005, 869): “(r)ather than 

viewing culture as a fairly homogenous system of collectively shared meanings, ways of life, and unified values shared by 

a member of society… CCT explores the heterogeneous distribution of meanings and the multiple overlapping cultural 

groupings that exist within broader sociohistoric frame of globalization and market capitalism.” Besides having 

recourse and interest in the distribution of marketplace mediated symbolic meanings, the analytical 

focus here is directed to explore ‘multiple overlapping cultural groupings’ such as consumer 

communities or collectives as important analytic units. 

More specifically, according to Arnould and Thompson (2005, 869), CCT defines ‘consumer culture’ 

as “a social arrangement in which the relations between lived culture and social resources, and between meaningful 

ways of life and the symbolic and materials on which they depend, are mediated through markets”. This view takes a 

further assertion that consumer culture is in fact “a social arrangement” which is somehow mediated 

by the marketplace. Therefore, the definition implicitly points out that also social order is governed 

or “arranged” by the marketplace dynamics. Yet it seems to remain somewhat unclear in what way 

do the authors consider this arrangement to take shape: does it refer to a regularity or pattern of 

social life; does it entail stability of some sort or does it merely point out interdependencies from 

which it is constituted?3 

Several other facets of consumer culture are further highlighted by Arnould and Thompson (2005): 

First, CCT research assumes the centrality of consumption of market-made commodities and desire-

inducing marketing symbols to consumer culture (e.g. Holt 2002). Second, it most often 

                                                

2 In addition, Consumer Culture Theory Conference has been introduced since 2007 as an annual event to attract 

researchers and interdisciplinary approaches into contemporary consumer culture. 

3 These constituents (regularity/pattern, stability and interdependency) are most commonly used to depict social order 

(Schatzki 2002, 6-10; 24-5). 
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conceptualizes consumer culture in an interconnected system of commercially produced images, 

texts, and objects that groups use to make collective sense of their environments and to orient their 

member’s experiences and lives (e.g. Kozinets 2001). Third important feature is that consumer 

culture, due to its complexity and fragmented nature, is not some “causal force” which determines 

consumer action but rather takes the form much like a game which “frames consumers’ horizons of 

conceivable action, feeling, though, making certain patterns of behavior and sense-making interpretations more likely 

than others” (Askegaard and Kjeldgaard 2002; Holt 1997; Kozinets 2002b; Thompson and Hirschman 

1995; cited in Arnould and Thompson 2005, 869). This argument goes on to point out that culture 

so to say prefigures what is considered as intelligible and appropriate social action, and therefore it 

determines social life in a different form than causality (Schatzki 2002, 44-5; Moisander and 

Valtonen 2006). 

The conception of consumer culture in CCT can also be viewed in terms of the relevance, dominant 

thrust and commitment of CCT research. Arnould and Thompson (2005, 870) postulate that 

“consumer culture theory is organized around a core set of theoretical questions related to the relationships among 

consumers’ personal and collective identities; the cultures created and embodied in the lived worlds of consumers; 

underlying experiences; processes and structures; and the nature and dynamics of the sociological categories through and 

across these consumer culture dynamics are enacted and inflected.” Several presuppositions underlie this claim 

in my view: Firstly, it needs to be noted, that now focus is directed explicitly towards the study of 

both individual and social identities implying that they are key entities in consumer culture. Secondly, 

implicit reference is given to phenomenological understanding of consumer culture by stressing the 

“lived worlds and experiences” and their “embodiment”. Thirdly, emphasis is placed on sociological 

understanding where the processes, structures and social categories (such as class, gender, and 

community) are granted a primary focus. Thus, it can be remarked that the conceptualization of 

culture is now gaining more concrete although plural forms. 

‘Globalization’ is conceptualized in this CCT view in the sense that “consumer culture describes a densely 

woven network of global connections and extensions through which local cultures are increasingly interpenetrated by 

forces of transnational capital and the global mediascape” (Appadurai 1990; Slater 1997; Wilk 1995; cited in 

Arnould and Thompson 2005, 869). This is to say that the global cultural forces and the mediascape 

go hand in hand. Although globalization may work to erase local cultural particularizes by bringing 

the global ways to localities (e.g. Thompson and Arsel 2004), CCT does not treat globalization as a 

universalizing process or an extreme force that sweeps out local cultures and tastes. Rather it is taken 
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as a point of reference through which consumers have begun to live their lives or a concept which 

has a tendency towards ‘global unicity’ (Robertson 1992; Tomlinson 1999, 10-12). 

Within CCT, globalization is most often treated in connection to Robertson’s (1992) 

conceptualization of global but localized, i.e. ‘glocal’, structures which serve as a kind of blueprint of 

how to live and act in a consumer society. This notion is also closely related to Wilk’s (1995) idea of 

‘global structures of common difference’ referring to consumers’ tendencies to appropriate and 

translate global cultural structures such as youth culture (Kjeldgaard and Askegaard 2006), coffee 

culture (Kjeldgaard and Östberg 2007) or beauty contests (Wilk 1995) to fit the local socio-historical 

structures and particularities. In addition, globalization is theorized in connection to postmodern 

fragmentation. This means that rather than diffusing and forcing seemingly uniform and dominating 

styles or forms, globalization is the diffusion of seemingly competing styles and forms around the 

world (Firat 1996). Accordingly, the role of global media flows (together with flows of people, 

finance, and technology) is prompted crucial in circulating cultural and symbolic resources to 

consumers around the world (Appadurai 1990). 

In terms of thematic categorization, Arnould and Thompson (2005) insist that CCT has advanced 

consumer behavior knowledge by investigating sociocultural processes and structures related to of 

four principal research projects outlined as 1) consumer identity projects, 2) marketplace cultures, 3) the 

sociohistoric patterning of consumption, and 4) mass-mediated marketplace ideologies and 

consumers’ interpretive strategies. Next, each of these programs will be summarized and discussed 

and the underlying approaches and logics they entail will be analyzed briefly4. 

Consumer identity projects refers to the premise that marketplace has become a resource of mythical and 

symbolic resources through which people construct narratives of ‘self identity’ (Arnould and 

Thompson 2005, 871). In this work consumers are conceived as co-productive agents who are 

identity seekers and makers. Consumer identity projects are typically considered as goal-driven (e.g. 

Mick and Buhl 1992; Schau and Gilly 2003), although aims pursued may often be tacit in nature and 

vaguely understood, and marked by points of conflict and contradiction. Attention is also directed 

                                                

4 It needs to be emphasized once more that the CCT research programs represent only general characteristics and 

agendas in this stream of research. However, it makes sense to analyze them to uncover tendencies in their approaches 

and conceptions. 



34 

towards to relationship between consumers’ identity projects and the marketplace arguing that 

markets provide consumers with certain positions through brands and products that consumers may 

choose to inhabit. While consumers are perceived as active subjects in coping with, modifying and 

personalizing these positions (e.g. Kozinets 2001), the cultural scripts by which they live are molded 

by structural imperatives of global economy (e.g. Belk et al. 2003). 

Although the premise of CCT tradition seems to build on the collective and social dimensions in its 

examinations, it is somewhat suprising (as Moisander et al. 2009 note) that much of the work tends 

to build on existential-phenomenologist approaches which primarily focus on the individual subject, 

his/her lived experiences and (goal-oriented) identity project as the center of inquiry (e.g. 

Thompson, Locander and Pollio 1989; 1990; Thompson, Pollio and Locander 1994; Thompson 

1997; Thompson and Tambyah 1999; Thompson and Troester 2002; Thompson and Haytko 1997). 

This is the case especially in the first research program, where also other approaches exist (e.g. Belk 

1988; Mick and Buhl 1992; Hirschman 1992; Holt 2002; Schau and Gilly 2003; Murray 2002). 

As Schwandt (2003) has pointed out, phenomenologist epistemology draws from the presumption 

that the researcher tries to access the individual subject’s lived experience, or “life world”, and its 

meanings, rendering it close to culturalist mentalism of sort. Such an approach seeks to study human 

experiences as they are “lived” and conceived by the “person in the world” in particular context(s) 

and in a holistic manner. Thus, the experience is defined as a pattern that emerges from contextual 

setting, and it can be studied through interviews that reveal and describe individual experience and 

the linked personal cultural meanings (Thompson et al. 1989). It is hence a particular 

“epistemologically viable world view for exploring human experience” (Thompson et al. 1989, p. 

135) which focuses (with the help of phenomenological interviews) on the individual, first-person 

subject (e.g. Moisander et al. 2009). This feature is also congruent with the main data collection 

method applied: the phenomenological interview, in which the subject is asked to reflect and 

introspect upon personal experiences. The nature of such evidence is basically information of what 

people are thinking, feeling and experiencing. 

In terms of its conception of culture, existential-phenomenology therefore concurs with culturalist 

mentalism, where the cultural is situated in the individual’s mind. It takes that the researcher, almost 

as an instrument, is able to unveil the lived meanings in the subjects lived worlds (e.g. Thompson et 

al. 1989). However, the approach is often augmented with as hermeneutic models (e.g. Arnold and 
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Fischer 1994; Thompson 1997) in that the role of pre-understanding of studied phenomena, 

personal values and reflexivity are important for researchers when making interpretations. 

Such hermeneutic models of interpretation are closely connected to the culturalist tesxtualism, when 

they state that “human understanding is organized in terms of culturally shared narrative forms, such 

as stories and myths” (Thompson 1997). In such an approach, which is prominent in CCT, 

narratives or stories as “cultural texts” provide an important linkage between hermeneutic tenets and 

the practice of hermeneutic interpretation, together with phenomenological interviews. They give 

rise to a model of understanding which is able to highlight important aspects of contextualizing 

consumer experiences by bringing together complex cultural backgrounds of historically established 

meanings and personalized cultural frames of reference through which consumers construct 

conceptions of their self-identity. 

Marketplace cultures, the second research program of CCT highlights important aspects of 

marketplace-culture intersection, and thus center theme of this thesis. Especially, this stream 

contrast the previous individual and experience-centered approach with the focus on the collective 

and material worlds of the marketplace in its approaches. In general it highlights the consumption 

activities which foster collective identifications interwoven in shared beliefs, meanings, myths, 

rituals, social practices and status systems. In addition, as opposed to viewing members of a 

marketplace culture as “culture bearers” it conceives consumers as “culture producers” which is 

more in line with postmodern ideas. 

Guiding this line of research is the task of understanding how consumption shapes and configures 

the cultural blueprints for action and interpretation. This stream has in part paid attention to how 

marketplace cultures have influenced the processes by which consumer culture is instantiated in 

particular cultural environments (f. ex. in Third World countries). In addition, it has addressed the 

ways in which consumers forge feelings of solidarity and create distinctive cultural worlds such as 

consumption subcultures, microcultures, or tribes through the pursuit of consumption interests and 

lifestyles. In other words, the analytical focus is largely in the various ways and forms of sociality as a 

result of consumption interests and lifestyles (e.g. Celci, Rose and Leigh 1993; Schouten and 

McAlexander 1995; Cova 1997; Muniz and O’Guinn 2001; Kozinets 2001; Kates 2002; Thompson 

and Troester 2002). 

The work on marketplace cultures draws heavily on the anthropological and ethnographic 

understanding of consumer culture which has origins in naturalistic and humanistic inquiry 
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(Hirschman 1986; Belk, Sherry, and Wallendorf 1988). This view stresses the importance of 

understanding consumption from the consumer’s point of view, and the use of participant 

observation and other ethnographic methods in consumer research. By studying the ‘naturally 

occurring’ (Lincoln and Cuba 1985) material world of consumers, this approach assumes the 

researcher role as empathetic investigator in the anthropological sense. Relying most often on 

market-oriented ethnographic methods (Arnould and Wallendorf 1994), where the researcher 

immerses oneself into the context/phenomena of consumption by observing consumers in their 

natural surroundings, gains a “rich understanding” and thereafter writes an account, a “thick 

description” (Geertz 1973) of the phenomena under study. In this sense, the interpreter is primarily 

interested in learning a group’s construction of reality (Hirschman 1986). Underlying the 

interpretation and understanding of subjective meanings of social action is the “emphatic vision” of 

the researcher, which has also been the main point of critique towards this stream (e.g. Holt 1991), 

and which is once more reminiscent of Schwandt’s (2003) intentionalist approach. Hence, the 

culture is depicted here along the same lines as with ethnographers Geertz (1973) and Malinowski 

(1967). 

Research on marketplace cultures has sought to understand especially cultural production, 

assimilation and acculturation processes in particular cultural environments (e.g. Peñaloza 1994; 

2000; 2001; Peñaloza and Gilly 1999; Askegaard, Arnould and Kjeldgaard 2005; Belk, Ger and 

Askegaard 2003; Kjeldgaard and Askegaard 2006; Ücok and Kjeldgaard 2006; Üstüner and Holt 

2007). In these accounts, grounded on ethnographic fieldwork, the driving interest has been on 

understanding how consumers (or marketers) such as immigrant groups or ethnic minorities adapt 

and integrate to dominant marketplace cultures, how the dialogic and dynamic interplay between 

marketers and consumers constitute marketplace cultures and how the sociocultural structures 

influences it (Peñaloza and Gilly 1999; Üstüner and Holt 2007). The conception of culture here 

derives from a ‘dialogic negotiation’ and acculturation process between the hegemonic and marginal 

cultures, where both consumers and marketers play active roles in negotiating and inscribing 

meaning. In another important vein, marketplace culture research borrows nuanced views from 

cultural studies and postmodernist thinkers, that are discussed in more detail in the next two 

sections. This group of researchers therefore builds on ideas either from culturalist textualism or 

postmodernist (pluralist) conceptions in their treatment of consumer culture. 
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Sociohistoric patterning of consumption, the third research program in CCT, address the institutional and 

social structures that systematically shape consumption. In this view consumers are seen as enactors 

of social roles and positions. Drawing from sociological ideas, this stream of research seeks to 

understand what is consumer society and how it is constituted and sustained. In its analyses, it is 

highlighted how consumption behavior is shaped by social structures (e.g. Holt 1997; 1998; 

Wallendorf 2001; Allen 2002), gender (Bristor and Fischer 1993; Dobscha and Ozanne 2001; Fischer 

and Arnold 1990; Thompson 1996; Thompson and Haytko 1997), ethnicity (Belk  1992; Reilly and 

Wallendorf 1987; Peñaloza 1994; Peñaloza and Gilly 1999) and other social groupings like families 

(e.g. Wallendorf and Arnould 1991). 

In these accounts, according to Holt (1997), the underlying logic in consumption, cultural 

reproduction and patterning is tied to collectivities who have socialized in similar conditions (e.g. 

similarities in peers, education, work or just exposure to mass-mediated content), embedded in 

similar social relations, and tend to have similar cultural understandings. Such collectivities are not 

(always) formally organized and sometimes wildly dispersed and ambiguous unities. In addition, they 

are not necessarily a conscious phenomenon. The social patterning hence renders consumer culture 

as constituted and sustained in social processes – i.e. it is socially constructed (Holt 1997). Classical 

markers of this line research is the analysis of consumption across various social classes in society 

(e.g. Holt 1998) which build on, for example, Bourdieu’s (1984) and Veblen’s (1899/1970) work. 

It is shown by this program that consumption plays an important role in social organization. Brand 

communities (e.g. Muniz and O’Guinn 2001; Schau et al. 2009) for instance have broken some of the 

more traditional forms of community in terms of their geographical location, temporality, and 

weakened social ties. Like this example has shown, the traditional applications and theoretical 

frameworks in the sociology of consumption and marketing have become increasingly unuseful in 

the contemporary era. Therefore, there has recently been a call for postmodern approaches, such as 

poststructuralist or social constructionist lifestyle analyses in the field, as suggested by Holt (1997). 

However, it can be argued, that the analytical unit in this conception of consumer culture has always 

embraced the social/collective and its symbolic-expressive dynamics, as well as the relationships 

among consumer experiences, belief systems and practices and their underlying institutional and 

social structures (Arnould and Thompson 2005). 

Mass-mediated marketplace ideologies and consumer’s interpretive strategies, constitutes the final CCT research 

program. This stream of research studies consumer ideology  – systems of meaning that tend to 
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channel and reproduce consumers’ thoughts and actions (e.g. Hirschman 1993). The question 

guiding this research tends to come from critical and media theory (e.g. Fiske 1989; Hall 1993). It 

examines how consumers make sense of the mass-mediated messages and formulate critical 

responses (e.g. Hetrick and Lozada 1994; Hirchman and Thompson 1997; Murray and Ozanne 

1991; Murray, Ozanne and Shapiro 1994). Much of this work conceives consumers as ‘interpretive 

agents’ whose meaning-creation activities may rise from consumer identity and lifestyle ideas either 

from dominant mass-mediated representations or from deviant and resistant ideologies (Arnould 

and Thompson 2005).  

Although in the early days of cultural critics consumers were viewed as passive and oppressed 

subjects, CCT has highlighted how various forms of identity play can entail transformative 

possibilities, resistance, and exert agency over the corporate capitalist ideologies and marketing as an 

institution (Holt 2002; Kozinets 2002a; Kozinets and Handelman 2004; Murray 2002; Thompson 

2004). However, CCT research has also highlighted how economic and cultural globalization is 

shaping consumer identity projects and identity defining patterns in different social interaction 

across contexts (e.g. McCracken 1986; Wilk 1995; Belk et al. 2003; Thompson and Haytko 1997; 

Thompson and Arsel 2004). 

Mass-mediated marketplace ideologies research project can be traced back to cultural and media 

studies, and critical theory where the marketplace ideologies, and systems of meaning and 

representation (e.g. Hall 2003) have been given a primary analytical focus. Mass media, as the central 

inter-mediator in these accounts, tends to occupy a rather tenuous and in some respects a 

homogenizing role of spreading and circulating marketplace ideologies and cultural forms through 

global technologies and moments of representation. Consumer culture here relates to theoretical 

understandings of various market-mediated cultural forms and dispositions as well as their effects in 

consumer society. 

To conclude this section, CCT stream is first of all characterized by a plethora of approaches to 

consumer culture which entail different ontological and epistemological positions. The family of 

CCT researchers and their conceptions of culture hark back to diverse theoretical perspectives 

which are rooted in anthropological, sociological, phenomenological, postmodern, critical and media 

theorist orientations. CCT features consumer culture as pluralistic, heterogeneous, and contextual 

social organization where the distribution of meaning and symbolic cultural resources are mediated 

by the marketplace, and where consumers’ personal and collective identities and lived experiences as 
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central analytic categories are the dominant focus. As a result, CCT embraces an inherently 

pluralistic, contextualist and socialist view of culture. 

2.2.2 Postmodern cultural theories 

To begin with, it should be noted that many CCT views of consumer culture borrow ideas also from 

postmodern thinkers.5 However, the postmodern cultural theories are neither a coherent or by any 

means unified body of theory. In this review, some of the most influential postmodern cultural 

critiques of consumer society and global cultural economy are outlined (e.g. Appadurai 1990; 1996; 

Baudrillard 1979; Featherstone 1991; Friedman 1990; Jameson 1991; 1998; Lash 1991; Sklair 1998; 

Tomlinson 1999) and their connections to cultural consumer research emphasized (e.g. Brown 1993; 

1995; Cova 1997; Cova and Cova 2002; Firat and Venkatesh 1995; Firat 1996; Firat and Dholakia 

2006; Goulding et al. 2002;  Holt 1997). 

Postmodernity and postmodernism are both important aspects of our time. It needs to be clarified 

that postmodernity refers to our historical era in time and it exists only through its counterpart of 

modernity (which begun with the Enlightenment and the invention of scientific methods). 

Postmodernity is therefore a particular condition which has evolved from that of modern condition 

and era. Postmodernism, in turn, needs to be understood in terms of cultural style, knowledge, theory 

and philosophy. It hence refers to cultural conditions – or a ‘cultural logic’ (Jameson 1991) – that are 

associated with postmodernity (Firat and Venkatesh 1995). As a cultural style postmodernism is 

demarcated by flavors of postmodern consumer culture: hybridity, fluidity, multiplicity, 

fragmentation, juxtaposition, pastiche, irony, intertextuality, de-territorialization, rootlessness, genre 

blurring and bricolage of cultural styles and forms (such as identities and communities) (e.g. Firat 

and Venkatesh 1995; Firat and Dholakia 2006). It is often connected to the aesthetic and stylistic 

eclecticism present in artistic or pop-cultural production where there are “no rules” in combining 

influences or mixing styles and genres. 

The philosophical foundations of postmodernism draw from multiple sources, as Firat and 

Venkatesh (1995) stress. According to them, on one hand, postmodernism can be aligned with post-

                                                

5 In fact, many of the CCT researchers also publish in Consumption, Markets, and Culture (est. 2001) which has adopted 

perhaps more critical orientation as its edifice compared to Journal of Consumer Research. 
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structuralism influenced by Michel Foucault, Jacques Derrida as well as feminist thinkers (e.g. 

Harraway, Kristeva, Butler). In this sense, postmodernism rejects Saussurean structuralism, meaning 

that there are no ‘structures’ that render people passive, oppressed or without agency. In addition, it 

denies the idea common to structural linguistics that stable structure finds meaning through, for 

example, fixed binary pairs (e.g. beautiful-ugly). Rather, for post-structuralists, meaning is unstable 

being and always deferred and in process (and historically contingent) and, therefore, it cannot be 

confined to single words, sentences or texts but it is the outcome of intertextuality (Barker 2008, 18). 

On the other hand, postmodernism is influenced by cultural critiques of capitalism (e.g. Jameson) 

and contemporary consumer society (e.g. Lyotard, Baudrillard). In this way, postmodernism also 

concurs with many early critics of modernism, including Freud (unconscious subject), Hegel 

(phenomenology), Nietczhe (power and truth), Weber (rationality), Marx (alienated subject, 

capitalism as an ideology of production) and Heidegger (existential subject). Furthermore, 

postmodernist influences have been put forward by arts and architecture in their critiques of 

modernist principles of functionalism, rationalism, universalism etc. (Firat and Venkatesh 1995). 

Firat and Venkatesh (1995) note that postmoderist perspectives coincided with consumer research 

about two decade ago, playing an important influence during a period of debate, self-study and 

rejuvenation in the field. The modernist-postmodernist divide has ever since been an influential 

frame of reference in consumer research (e.g. Brown 1993; 1995; Featherstone 1991; Firat 1990; 

Firat and Dholakia 2006; Firat and Schultz 1997; Hirschman and Holbrook 1992; Holt 1997; Sherry 

1991; Thompson and Troester 2002). Firat and Venkatesh also contend that that similar postmodern 

epistemologies have been considered also in other domains such as anthropology (Clifford 1988; 

Crapanzano 1991; Marcus and Fischer 1986), cultural studies (Fiske 1989; Grossberg et al. 1992), 

geography and cultural spaces (Harvey 1989; Soja 1989), psychology (Gergen 1991) and sociology 

(Lash 1991; Turner 1990). 

In consumer research, postmodernism has challenged many fundamental, taken-for-granted 

conceptions that are of interest in my thesis such as the consumer, consumption, markets and consumer 

culture. The origin and basis for these hallmark marketing concepts, according to postmodernists, 

rests upon a general historical and philosophical notion known as modernity (e.g. Lash 1991; Firat and 

Venkatesh 1995). Postmodern cultural tendencies, in this regard, problematize the modernist flavor 

and underpinnings of the mentioned key concepts by introducing different sensibilities, new 

conditions into marketing and consumer research. Most importantly, central to postmodernism are 
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ideas of culture, language, aesthetics, narratives, symbolic modes, literary expressions and meanings, 

whereas in modernism these are all considered secondary to economy, science, concrete 

objectifications, analytical constructs, essences and metaphorical representations6 (Firat and 

Venkatesh 1995). 

A number of implications arise from postmodernist-modernist considerations regarding the consumer 

subject. As Firat and Dholakia (2006) suggest, the modernist view has a tendency to portray and 

envision human subject and the consumer as a rational, unified and cognitive subject who looks into 

the future to commit and build his or her often one-tracked life project. However, in the 

postmodernist thinking, the consumer is not a mere cognitive agent but suspicious to pluralism of 

viewpoints and projects, play, juxtaposing of alternatives, mixing of genres and conspicuous 

behaviors. Consumer is not a passive agent who collects material possessions, chooses between 

given alternatives or expresses him/herself with products. Rather the (post)consumer is active, 

communicative and creative in constructing his/her own alternatives, producing experiences and 

symbolic meanings, negotiating his/her identity or identities, while remaining non-committed to any 

single perspective, order or way of being. Moreover, the post-consumer is a communal being, who 

inhabits fragmented, temporal, affection-based and market-mediated post-consumer communities 

and tribes. In this view, it is only through such collectives that post-consumer is able to seek 

substance and meaningful experiences in life. Thus, the postmodern subject is considered in some 

sense de-centered and fragmented. (Firat and Venkatesh 1995; Firat and Dholakia 2006). 

A contradiction arises also regarding how consumption is understood. In the modernist thinking 

consumption is considered as the opposite of production. In this sense, it is the last phase in the 

production cycle where the goods are either consumed, destroyed or where the product’s value is 

eaten up, rendering it worthless. In the postmoderist view, however, consumption is a moment in a 

continuous loop of co-production and ‘doing things’. Consumers for instance employ, communicate 

and co-construct symbolic resources or myths from advertising to create and navigate meaningful 

experiences. Consumption is primarily regarded as a means for creating meaning and substance in 

life where the co-production of images, meanings, values or experiences play a central role. In 
                                                

6 In modernist use representation refers to “objective” or observable scientific representation. Therefore, it should not 

be mixed with the term associated with systems of representation which is a key framework employed for example by 

Cultural studies researchers.  
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addition, consumption is perceived as purposeful action rather than simply economic. (e.g. Firat and 

Dholakia 2006). In addition, the postmodern view emphasizes the signifying sense (rather than 

economic exchanges) of consumer culture and markets (Featherstone 1991; Firat and Venkatesh 

1995). 

Accordingly, globalization is conceived primarily as the fragmentation of markets around the globe. It refers 

to the fact that the global marketing and media technologies are currently circulating and creating 

desires, cultural forms and styles globally. Products and brands seem to be able to cross national 

boundaries and find consumers even in remote places of the world despite major cultural, political 

and social differences. In this sense globalization is sometimes viewed in cultural imperialistic terms. 

However, as Firat (1996) points out, this does not necessarily mean that there is a production of 

universal or homogeneous markets around the world but rather a tendency of ‘globalization of 

fragmentation’. In other words, all kinds of marketable commodities – for example food products 

from different ethnic or national cultures – have come to occupy fragmented niches in the global 

scale of markets. Thus, postmodern fragmentation brings about increasingly global and pluralistic 

experiences that are reflected through various forms, styles, images, simulations, sensations and 

representations which do not always fit together but are celebrated as a multicultural ‘mosaic’ rather 

than ‘melting pot’ (Firat 1996). 

Globalization is therefore not a condition where only one cultural style dominates and eradicates 

others but where various different and competing forms simultaneously blossom. Global 

mediascape plays a crucial role in the cycles of postmodern cultural production as a crucial provider 

and a source of cultural and symbolic resources (Appadurai 1990; Firat 1996). It also operates as an 

enabler of identity play and co-creative construction of experiences as well as post-communities and 

tribes (Firat and Dholakia 2006). Consumers who are exposed to such different possibilities, 

representations, products and cultural styles tend to want to experience them, challenge them, twist 

and reproduce them in a manner that not only one way of being or experiencing remains a viable 

alternative. Understood in this way, globalization refers primarily to fragmentation of markets into 

smaller and smaller segments and therefore the proliferation of a greater number of products to 

serve the increasing number of segments as well as the fragmentation of life experiences and 

consumer society (Goulding et al. 2002). 

According to Goulding, Shankar and Elliot (2002), it may also be argued that there are two main 

kinds of postmodernist camps which can be divided by the extent to which they grant control or 
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agency to the consumer. That is, whether the consumer is oppressed or liberated/re-enchanted by 

the hyperreal, simulated, spectacularized and fragmented marketplace realities in the postmodern 

condition. The first, critical postmodernism, views consumer society as ‘dystopian and alienating’ 

where consumers are seen as manipulated victims of the marketing code. This rather pessimistic 

approach, which is based for example on Baudrillard’s (1988), Debord’s (1967), Jameson’s (1990; 

1998) and Sklair’s (1998) work, is skeptical about the human society and dislikes the negative 

consequences of postmodern conditions such as the endless commodification and 

commercialization, loss of commitment to worthy causes, hedonism and the general loss of social 

compassion (Firat and Venkatesh 1995). Thus, they depict consumer culture as governed by the 

marketer created fashion systems and consumption signs, symbols, spectacle, simulacra and the 

superficial, which attract and stimulate fragmented consumers subjects (e.g. Goulding et al. 2002), 

and sometimes also create what has been called as “false needs”. The second, so called liberatory 

postmodernism is a more optimistic perspective portraying the postmodern fragmentation as a 

possibly liberating force, in the sense that consumers can exert, to some degree, agency and choose 

not to subsume mass-mediated cultural conformity (Firat and Venkatesh 1995). Goulding et al. 

(2002, 264) also note that both of these tendencies seem to co-exist still in the everyday lives of 

consumers; “one is never (or rarely totally) alienated and manipulated, but at the same time, 

“liberation comes with it consequences”. 

As indicated in the introduction of this thesis, there is also a growing tendency of the latter form of 

postmodernism to build on ideas of emerging post-consumer communities and collectives as new 

conjoined entities that shape the whole mode of life in the postmodern era. This has sparked interest 

on studying postmodern consumer tribes (Cova and Cova 2002; Cova et al. 2007) by elaborating on 

Maffesoli’s (1988/1996) argument that in contemporary society there is a transition away from mass-

media produced individualism towards alternative forms of social arrangements called ‘neo-tribes’ or 

‘post-modern tribes’ (Goulding et al. 2002). According to Maffesoli, the social existence of our 

society seems to happen more and more through these heterogeneous fragments of our society, 

groups distinguished by their members’ shared (postmodern) lifestyles and tastes. 

Neo-tribal forms cannot be understood as their more traditional counterparts, archaic tribes because 

they do not have similar fixity, longevity or physical boundaries. Rather they are affection-based 

collectivities that are fluid, ephemeral and defined only in terms of conceptual boundaries. In 

addition, it is emphasized that the contemporary social life is marked by membership in multiplicity 
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of overlapping groups in which people are free to move in-between. Maffesoli’s (1988/1996) views 

have been adapted to the study of consumption. For example, consumer neo-tribes gather around 

common interest and lifestyles (e.g. Schouten and McAlexander 1995), fashion (Rinallo 2007), 

fandom and gaming (Kozinets 2001; Jenkins 2006; Brown 2007), leisure activities (Celci et al. 1993; 

Cova and Cova 2001; 2002; Goulding et al. 2002), (iconic) brands (Muñiz and O’Guinn 2001; Holt 

2004; Muñiz and Schau 2005; Belk and Tumbat 2005), retro brands (Brown et al. 2003) and also 

everyday convenience products (Cova and Pace 2005). 

In conclusion, postmodern theories offer a fluid and complex cluster of concepts with varying 

perspectives – there is no single approach or philosophy. In general terms, however, postmodern 

views oppose foundationalism, essentialism, realism, canonical descriptions and the possibility of 

grand (or meta) narratives. They also have a great influence on all of cultural research as a critique 

aimed at taken-for-granted assumptions. Postmodernists accord that knowledge is always 

perspectival; it is not metaphysical, transcendental or universal but rather specific to particular times 

and language games, and therefore all knowledge is viewed as some sort of product of language or 

discourse. From this perspective, we both require and have multiple viewpoints (or truths) by which 

we come to interpret the complex and heterogenious human existence. 

2.2.3 Cultural studies 

This section brings about yet another closely related research terrain in cultural theory. Cultural 

studies (CS) makes no exception in that it is also a crossroad of heterogeneous and interdisciplinary 

research orientations. It does not entail a clearly-defined research methodology or fixed set of 

research questions or agenda. Instead, it is regarded as a particular tendency of doing cultural studies 

that declares an interest in critical research. Next I will describe this tendency – particularly its 

variant born in Britain – which has greatly inspired consumer researchers, not least by its 

commitment to sub-cultural studies. 

This group of researchers is occupied with the study of contemporary culture. This means that they are 

not as much interested in the cultural production related to what might be called ‘high-culture’ than 

the very mundane, ordinary culture such as soap opera, television series, movies, popular music and 

literature. Such cultural forms and modes of production are considered crucial in providing symbolic 

raw-materials, narratives, scripts and roles of social action and other cultural ingredients through 

which people make sense of their lives. 
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Cultural studies first appeared in Great Britain in the 1950s as an important break from sociology. It 

has its roots in the ‘new left’ political movement which was amongst other things concerned about 

the conditions of poor working-class in post-war Britain. This theme also became one of the 

founding works in cultural studies; Richard Hoggart’s Uses of Literacy (1957), semi-autobiographically 

written work, showed how changes in working-class life affected an individual’s ‘whole way of life’. 

In its early days, cultural studies mainly addressed long-term shifts in British post-war society and 

culture, in a retrospective manner and historical glance. Hoggart’s view of culture in which social 

action needs to be interpreted and analyzed only in terms of socially, historically, economically and 

politically contextualized frameworks soon came to characterize also the Centre for Contemporary 

Cultural Studies (CCCS), which he founded in 1964 at Birmingham University. 

Soon after its birth, British cultural studies arguably turned into at least three main directions. First, 

there was a shift in focus from the study of literature and long-standing local cultural forms to the 

new forms of cultural production that were proliferating at the time. For instance the emerging 

‘cultural industries’ of music, film, radio and television broadcasting brought about new cultural 

modes, urban styles and genres (jazz, rock and so on) – mainly from overseas – which came to 

influence the local lives of people in significant ways. This turn was highlighted for instance in The 

Popular Arts (1964) by Paddy Whannel and Stuart Hall, and later in Crossroads: The Drama of Soap 

Opera by Dorothy Hobson (1982), in Reading the Romance by Janice Radway (1984), and in Watching 

Dallas by Ien Ang (1985). (e.g. During 2007, 4). 

The second, highly important twist was the attention to the interdependency between cultural 

production and politics (and ideology) which was at the time a largely neglected perspective. As 

illuminated by the historian E.P. Thompson in his seminal book The Making of the English Working 

Class (1963; see also Williams 1965; 1979), it soon became clear that cultural identity had always had 

a strong political and conflictual component. As a result, culture came to be seen as a form of 

‘hegemony’, a concept originated by Italian Antonio Gramsci. Hegemony refers to relations of 

domination which are not perhaps visible as such. This means, for example, that the dominating and 

ruling class in society could employ hegemonic forces through cultural production by appealing to 

people’s interest of what is considered as desirable in life (way of life, family ideals, material 

possessions etc.), for instance, through the education system. Cultural studies thereafter took up the 

aim of exploring larger systems of domination, meaning that culture was thought about less in terms 



46 

of its local expressions of local communal lives and more as an apparatus within a large system of 

domination and its hegemonic effects (During 2007, 4-5). 

The third main direction of cultural studies was born when the linguistic turn directed the attention 

of cultural studies towards structuralist (and later poststructuralist) ideas in which language was seen 

as the privileged medium for cultural production and a means through which we form knowledge 

about ourselves and the social world (Barker 2008, 75). In order to understand culture this view 

takes that it is necessary to explore how meaning is produced symbolically through the signifying 

practices of language. This sort of cultural critique relied by far on forms of semiotic analyses, 

represented for example in Hall’s work Encoding, decoding (1981). This entailed that culture was 

basically broken down into discrete messages, signifying practices or discourses which were 

distributed by particular institutions and media (e.g. During 2007, 5). Semiotic analyses directed 

attention away from the rites of passage and ‘ways of life’ towards the study of signifiers in market-

mediated and produced images such as ads and the ways in which symbolic meaning was coded, 

recoded and ‘articulated’ in them. 

From the cultural studies perspective, the most important invention of the semiotic approaches was 

the way in which a particular signifier (i.e. form or medium of signs) always has more than one 

meaning, because ‘meaning’ is an effect of differences within a larger system. The polysemy of signs 

and meanings (i.e. idea that signs do not have fixed meanings) came to play an weighty role in 

leading cultural studies to describe how cultural products may be combined with new elements to 

produce different effects in different situations (During 2007, 7). The cultural production hence 

became to be seen as cultural re-production and negotiation, also hybridization. Significant 

contributions in this most recent development, which was also influenced by poststructuralists 

Foucault and Derrida, led cultural studies to theorize on important concepts of cultural identity, 

cultural representation, signifying practices, articulation and the cultural economy (e.g. Hall 

1997/2003; du Gay et al. 1997; du Gay and Pryke 2002). 

This line of work has proven extremely influential in consumer culture research perhaps because it 

came to treat economic processes and practices – such as advertising, branding, fashioning, or 

product design and innovation – as inherently cultural phenomena. In this view, meaning is 

produced at ‘economic sites’ – at work, in shops or advertising agencies – and circulated through 

economic processes, practices and mediums no less than in other domains of existence in modern 
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societies (du Gay 1997). Meaning is articulated in the various moments of the ‘circuit of culture’ 

which encompass production, consumption, regulation, representation and identity. 

From the consumer research point of view, important area of work in cultural studies was produced 

by the so-called  ‘subculture group’. To date, possibly the most influential work on subcultures came 

from CCCS7 (Goulding et al. 2002), exemplified in the book Resistance through Rituals by Hall and 

Jefferson (1976), and the work of Willis (1977; 1978; 1990), Grossberg (1992), Clarke et al. (1976), 

Hebdidge (1979) and McRobbie (1991). These scholars sought to locate subcultural movements 

within a framework of social resistance and reaction against dominant hierarchies of control 

(Goulding et al. 2002) by investigating the cultural classification of individuals into social categories 

(especially ‘youth’), demarcations of class, race and gender, as well as questions of style, taste, space, 

media and meaning (Barker 2008, 406-7). From this perspective, cultural studies have hitherto 

examined youth and subcultures as diverse as the ‘Mods’, (Hebdige 1979), ‘Teds’ (Fyvel 1997/1963), 

‘punks’ (Frith 1997/1980), ‘hooligans’, ‘skinheads’ (Clarke 1973), ‘lads’, drug users, bikers and 

counter-cultures (Willis 1977; 1978; 1990), working-class girls (McRobbie 1991), raving (Redhead 

1993) and clubbing (Thornton 1996). 

A guiding premise across these sub-cultural studies has been the intention of giving ‘voice’ to 

marginal and sometimes deviant groups of society. It can be said that these studies have tended to 

explore the more spectacular youth cultures, the visible, the loud and the radical. At the same time 

youth as an ideological signifier has come to play a role (as resisting, troubling, ambivalent and even 

violent) which also involves and is manifested by creative styles, rituals and meanings. It is 

emphasized that subcultures do not exist as authentic objects but rather ‘ways of life’ or ‘maps of 

meaning’ which make the world intelligible to its members. In addition, the ‘sub’ always has a binary 

referent (usually the dominant class or mainstream society) from which it is distinguished and 

differentiated, and to which it always depends on (e.g. Thornton 1996; Barker 2007, 410). 

Despite its great influence, the subcultural theorists have faced fervent criticism. Firstly, substantive 

problems may result from over-commitment to the category of subculture which identifies social 

                                                

7 In this connection, the Birmingham CCCS is also influenced by the Chicago School of critical studies (headed by 

Robert E. Park, Ernest Burgess, and Louis Wirth) who made breakthroughs in establishing urban studies as a specific 

field of inquiry. 
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class and particularly the powerlessness of the working class as the main catalyst (e.g. Cohen 1972; 

Lave et al. 1992; Goulding et al. 2002; Barker 2008, 417). For example, Bennett (1999) lays out a 

comprehensive postmodern critique by pointing out that working class resistance and the implied 

normalization of deviance are not sufficient to explain the nature of subcultural experiences in what 

might be termed postmodern society. Subcultural studies have also been critiqued for being largely 

restricted to investigating the category of youth (Lave et al. 1992) and for ignoring women 

(McRobbie 1991) as well as racial interconnections (Gilroy 1987). 

Secondly, many critics have asserted that cultural studies have tended to find resistance to hegemony 

in subcultural styles all too easily. For example Resistance through Rituals, a collection of essays by 

various authors, is almost exclusively concerned with developing theory of hegemony. They try to 

grasp how the traditional working-class is fragmented in various ways, for example between those 

with skilled jobs and those with less skilled, low status jobs. They claim that these subcultural 

communities, especially in the latter case, negotiate, fetishize and hybridize certain hegemonic 

cultural forms as modes of expression and opposition. Because of this the subcultures are primarily 

viewed in terms of symbolic struggle with the larger social system, thus flattening them out to plain 

political questions. (During 2007, 9; Barker 2008, 416) 

Thirdly, a major issue is that subcultural styles and elements are most often played out only in terms 

of their respective nation or society (and perhaps too often in Britain). This has also raised 

important questions about global or transnational subcultures; how should youth cultures or 

subcultural styles be understood and interpreted within the frames of global cultures? The 

emergence of global brands and international media icons, celebrities and pop stars and trends have, 

for some critics, come to represent the commodification and even homogenization of youth culture, 

and for others, the interconnections of global and local cultural developments are more complex and 

chaotic (Barker 2008, 423). 

Thus, cultural studies is largely driven by perspectives that examine the relations of culture and 

power or ideology. It is basically concerned with all those practices, institutions and systems of 

classification through which culture is inflicted in a population. In this view, culture is essentially 

concerned with culturally shared meanings which abound and are rooted in from the grounded 

terrain of practices, representations, forms of common sense, languages and customs of a specific 

society. However, the meanings are not just floating ‘out there’ to be discovered but they are 

continuously being contested and negotiated through signs, signifying practices and most notably 
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language. This can be pointed out from a large portion of studies exploring questions of 

representation, that is, on how the world is socially constructed and represented to and by us in 

meaningful ways (e.g. Barker 2008, 6-7). The individual subjects as well as sub-ordinated groups are 

considered as active agents who partake in the negotiation and reproduction of meaning through 

signifying practices and processes. 

The mediascape is primarily seen as an important dominating and hegemonic device through which 

power operates. Electronic media and the cultural intermediators (Negus 2002), such as marketers and 

advertising agencies, are primarily viewed as producers and conveyors of cultural and symbolic 

resources to the people but also as distributors of hegemonic structures (such as lifestyles or ideals) 

that guide and constrain social action. The focus on media within cultural studies has been 

prominent especially in theorizing media reception and message content (e.g. Morley and Brunsdon 

1978; Morley 1980; 1992; Ang 1985; Hobson 1982; Radway 1984; Morley and Robbins 1995). 

Although recognizing the dominant role of the mediascape, however, cultural studies has played a 

key role in articulating audience’s possibilities of negotiating and opposing the structures of 

dominance that media entails. 

Cultural globalization has received attention largely as a hegemonic force which is spurred by the 

transnational corporations and world capitalist economy. However, globalization in this context 

refers to a global cultural production where both global and local forces are at work, and where 

individuals are seen active in inscribing and negotiating meaning. Because of this, the present 

cultural studies have come to embrace a pluralist and postmodern view of culture where there is a 

movement away from post-colonialism and questions of whether globalization produces 

homogenizing cultures or reduces global cultural differences. Consequently, focus has been directed 

towards the study of how globalization is articulating all cultures and communities to one another in 

a process which allows for new fragmentations and mixes, new niches and local markets as well as 

new opportunities for self expression and co-production. 

Although culture is understood in cultural studies to be a facet of place which is often times linked 

(or locked) within boundaries of a nation or ethnicity, the cultural dynamics of globalization has led 

many writers to think of culture, identities and identifications as always a place of borders and 

hybridities rather than fixed stable entities (Bhabha 1994; Barker 2008, 27). As a result, new 

perspectives have highlighted how local articulations of global cultural flows are negotiated and 

contested, such as youth cultures, as a form of glocalization or to global-to-local cultural dynamics 
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(Robertson 1992). More recently, attention has also been directed to a new form of cultural 

dynamics in the work of Erik Kit-wai Ma (2002). In a study on alternative music subculture in Hong 

Kong, Ma (2002) illustrated how a web of interconnected translocal spaces of clubs, discos, hip-hop 

fashion shops, bandrooms and other localized spaces organized a subculture by analyzing a form 

local-to-local spatial dynamics and the reproduction of spatiality. Although this is a rare example 

with a focus on translocal cultural production, it serves to point out promising yet so far neglected 

directions on transnational cultural research. 

2.2.4 Media and communication theory 

Media and international communication research is treated here as the final field of cultural theory 

for two important reasons. First, this orientation has been most occupied with theorizing 

transnational flows of information and communication studying both the sender (or content) and 

the receiver (or uses of communication) aspects. Second, the objective to critically understand the 

cultural complexity and polyvalence of intercultural relations including questions of global 

homogenization and hybridization has been inherent to this research stream. The purpose of this 

section is therefore to draw attention into prominent media perspectives to consumer culture that 

sometimes go unnoticed within consumer research but which have a long tradition of and strong 

commitment to systematic analyses of transnational cultural production. It needs to be reminded 

here that this stream of research draws also central ideas from cultural studies discussed earlier. 

The present mapping draws substantially from the communication theorist Marwan M. Kraidy 

(1999; 2002; 2003a; 2003b; 2005) who has not only directed attention to this literature but who has 

done a remarkable job in synthesizing wide-ranging interdisciplinary works in relation to questions 

of transnational cultural production. Especially Kraidy’s book Hybridity (2005) will be used. In the 

book he came to identify and trace two particularly influential paradigms in media debate which 

have sought to explore various scenarios of global culture. Next, these two orientations will be 

briefly revisited – cultural imperialism and active audience studies – as they come to set yet another 

background for the argumentation in this thesis. 

The first global media theory orientation, often labeled as ‘the cultural imperialism thesis’, can be 

traced back to the critical political economy of international communication. Emerging in the early 

1970s as a radical critique of functionalist international communication research (see Tomlinson 

1999), the cultural imperialist position was among the first ones to make claims about the existence 
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of or tendency to global culture. Central to it is the understanding of media that originates from the 

Institute of Social Research and Frankfurt School of critical theorists including Horkheimer, 

Adorno, Lowenthal, Marcuse and Habermas, who build their work Marx’s and Gramsci’s critique of 

capitalism (Kraidy 2005, 33). Cultural imperialism is hence firmly rooted in the critical political 

economy tradition which was in its gloominess poised by the totalitarian experiences of Nazism in 

its early phases. The focus in this nascent stream was on issues such as capital, infrastructure and 

politico-economic concentration of power as determinants of international communication 

processes. Against this backdrop, a systematic social critique was originated claiming that economic 

and political relations create vast inequalities (also cultural) between nations. Founding texts of this 

‘cultural imperialism thesis’ include Herbert Schiller’s Mass Communication and American Empire 

(1971/1992) and Communication and Cultural Domination (1976), Jeremy Tunstall’s The Media are 

American (1977) and Armand Mattelart’s Multinational Corporations and the Control of Culture (1979). 

Influential were also Ariel Dorfman and Arman Mattelart (1971), Oliver Boyd-Barrett (1977) and 

Johan Galtung (1971). (Kraidy 2005, 22). 

Cultural imperialism school focused on the nation-states as primary actors in international relations, 

claiming that rich Western nation-states exported their cultural products and imposed their socio-

cultural values on poorer nations in the developing world (Schiller 1971/1992). According to Kraidy, 

this group also demonstrated that the flow of broadcast news and entertainment was biased in favor 

of industrialized countries. This is true in the sense that most media flows were exported by the 

wealthy Western countries and their content was also mainly portraying images and news in favor of 

their exporters. (Kraidy 2005, 22-23). 

The cultural imperialism did not stem from rigorous theoretical definition, because as a notion the 

term suffered from polysemic ambiquity that wrapped the thesis itself in controversy (Kraidy 2005, 

25). The founding narratives mentioned above contained a variety of definitions. According to 

Schiller (1976, 9), “the concept of cultural imperialism […] best describes the sum of the processes by which a society 

is brought into the modern world system and how its dominating stratum is attracted, pressured, forced and sometimes 

bribed into shaping social institutions to correspond to, or even to promote, the value and structures of the dominating 

center of the system”. Already this definition reveals what was considered central elements of 

transnational cultural production, although these were also being contested. 

Similar to Schiller’s definition, many of the cultural imperialists conceived culture as a holistic, 

organic entity that is closely tied with the nation-state (Kraidy 2005, 26). It was also strong in its 
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claims that individuals in the media audience were treated as passive cultural agents, and therefore 

critics were quick to point out faults in its edifice. This critique usually came from within the thesis 

founders themselves emphasizing that the cultural impacts of proliferating media need to be 

addressed in more detailed, justified and well-defined meanings in their full complexity (e.g. Fejes 

1981; Kraidy 2005). 

The cultural dominance perspective was soon – at least to some extent – redirected by shifting 

attention into multiple levels of structure and agency, hybrid forms of cultural production and more 

nuanced understandings of culture in the political economy (Kraidy 2005, 29). Critical works as 

Media Imperialism Reconsidered (Lee, 1980), The Decentring of Cultural Imperialism (Sinclair 1992), Beyond 

Cultural Imperialism (Golding and Harris 1997), Media Imperialism Reformulated (Boyd-Barrett 1998) and 

Media Imperialism Revisited (Chanda and Kavoori 2000) soon come to challenge the imperialism thesis. 

The second orientation in global media studies is usually called ‘active audience school’, although it 

is also referred to as ‘cultural pluralism’ or ‘cultural globalization’. It is based on media reception 

theory as well as cultural studies in a sense that it sits between approaches that stress media 

persuasion power (which again originates from the Frankfurt School) and approaches that render 

audience an active role (Kraidy 2005, 33). On the other hand, active audience studies directed 

attention away from the study of media content (and the attribution of powerful media effect) to the 

study of the whole communication process and understanding ‘what people do with the media’ (e.g. 

Merton 1946; Katz and Lazarsfield 1955; Katz 1959; Morley 1992). On the other hand, it first split 

into sub-disciplines including behaviorist or functionalist (‘uses-and-gratifications’) tradition (e.g. 

McQuail 1984) and cultural studies critique of the former (e.g. Ang 1991; Hall 1981/1993; Morley 

1980; 1992). 

The shift from studying media content to studying audience activity is highlighted in cultural studies 

scholar David Morley’s work. Morley’s (1980) study of the television programme ‘Nationwide’ was 

one of the first ethnographic explorations of not only media content but an audience (During 2007, 

8). It was ethnographic in the sense that it did not simply analyze the Nationwide programme but 

engaged with meetings and interviews with its viewers. Morley’s effort was fundamental in 

challenging the idea that there is a large ‘mass audience’ which was often the basic assumption in 

global media studies. The study also came to contest the limits of textualist and structuralist 

approaches in media studies which could not capture the polysemy and heterogeneousness of the 

audience and its viewing preferences, opposition and responses in general. 



53 

Even if the cultural imperialist and pluralist theorists conceive culture in different ways, they both 

recognize that global culture has been in the making for centuries. They also acknowledge that the 

global cultural production necessarily entails elements of both cultural homogenization and 

hybridization. However, the approaches are juxtaposed in their view of culture as either holistic 

monoculture or as pluralistic multiculture. In the former view, the central focus of analysis is global 

cultural dominance which stems from institutional, political and economic structures, while in the 

latter view the analysis is on the resistance and adaptation of hegemonic structures in local and 

contextual sites of agency of individuals and/or communities. In addition, the focus on media in the 

cultural imperialist mode is on the production and distribution of cultural meaning whereas in the 

pluralist mode it is merely emphasizing message/text reception and response strategies. (Kraidy 

2005, 149-150). 

Regarding more recent approaches, my interest was captured by Kraidy (2005) who suggests a 

critical alternative for theorizing intercultural relations: ‘Critical transculturalism’ framework 

emphasizes a synthetic view of culture and a transcultural view of global culture – rather than 

monoculture or multiculture. This means that in contrast to multiculturalism’s assumption of co-

existing plural cultures, transculturalism characterizes a mixture of several cultures. In doing so, it 

aims to move beyond commonplace models of hegemonic dominance and resistance by stressing 

transcultural hybridity as the central trope of analysis. Building on cultural theorists such as Mikhail 

Bakhtin (1981) and Homi Bhabha (1994), who are credited for borrowing the concept of hybridity 

from biology to language and culture, Kraidy (2005) understands hybridity as an articulation of 

transcultural links that communication processes create between power and meaning in the context 

of cultural transformation. In this way, hybridity is redefined to reflect cultural fusion in social 

issues. It targets agency in terms of people’s ability to accomplish things in the world in which they 

live, as Kraidy (Ibid., 151) remarks: “[i]f culture represents the meanings, ways of action, and ways to evaluate 

the value of actions in a society, and if cultural hybridity entails a change in those meanings and actions, then attention 

ought to be paid to hybridity’s ability or inability to empower social groups to have influence over the course of their 

lives”.   

Critical transculturalism takes a more integrative view than its predecessors by examining the active 

links between production, text and reception in the moment of cultural reproduction and 

acknowledging the material and discursive consequences of these links. It stresses an active 

intercultural exchange that leads to mutual transformation of both sides. In doing so, critical 
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transculturalism places agency in social practices (such as communication processes) – whereas in the 

cultural imperialist view agency is located in the global structure and in the cultural pluralist view it is 

sited in local individuals and/or communities. In addition, drawing from Appadurai (1990; 1996), an 

important characteristic of this framework is that it examines communication practices translocally 

and intercontextually in contrast to studying them globally or locally. This means that in this view 

social practice, acting transculturally and intercontextually, is the site of agency. (Kraidy 2005, 148-

152) 

Critical transculturalism thus focuses on power in intercultural relations by integrating both agency 

and structure in its analyses. In its view of culture, however, it is not posthegemonic. Kraidy’s (2005) 

perspective, directs attention the political and economical conditions in which hybridity – for 

example, in the form of media texts – is produced require critical understanding and orientation in 

analysis. In other words, power always operates in the production of hybridities. This means that the 

political and economical structures and changes within them cannot be ignored in analyses of critical 

transculturalism. 

However, Kraidy’s (2005) perspective is largely tied with the idea of national identity. His aim is to 

study the negotiation of translocal identities across various communities by analyzing hybrid media 

texts and their production. This means that hybridity is studied only in relation to national 

identification. In contrast to postmodern ideas of identity, this approach always assumes the fixity of 

national identity and thus fails to acknowledge the multiplicity and ephemeral forms of identification 

that are not necessarily tied to something like the place of birth or residence. For example, in 

postmodern consumer studies consumer identity is played out in multiple ways (where both time, 

place and social background begin to obscure and lose significance). This raises questions whether in 

the global, mediated marketplace there are also other interesting hybridities to be explored. It needs 

to be added to this that the existing media accounts have heavily emphasized the traditional 

electronic media (especially television, radio and press) neglecting the role of online media in the 

production of hybridities. 
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3 STUDYING TRANSLOCAL MARKETPLACE CULTURES 

The present chapter presents the overall theoretical and conceptual positioning of this thesis as well 

as the methodological aspects and analytical principles connected to it. The purpose of the sections 

below is to outline the positioning of this thesis (see 3.1), to summarize the principal empirical 

methods that are employed in this thesis (see 3.2), to argue for the selected empirical cases, to 

describe the empirical settings and the analytical process adopted as well as the materials collected in 

the fieldwork (see 3.3). 

3.1 Theoretical positioning of the thesis 

To position the present thesis, it is worthwhile to return to the basic ‘riddle’ of this thesis: How can 

new forms of translocal marketplace cultures be understood, conceptualized and studied empirically?  

By empirically exploring and theoretically elaborating on contemporary, neo-tribal cultural 

production as a form of translocal marketplace culture, this thesis sets out to contribute to the 

existing literature on Consumer culture theory (CCT). In this regard, a distinctive focus is outlined 

next in which attention is directed to the translocal sites of cultural production from a practice-based 

perspective (see 3.1.1). Accordingly, the marketplace is conceptualized as a translocal site which 

consists of a set of interconnected translocal practice elements and material arrangements that are 

established, produced and negotiated by translocal communities (see 3.1.2). 

The proposed perspective contributes to the existing literature on transnational consumer culture by 

highlighting that new forms of translocal sites, practices and communities are currently emerging 

that are not delimited to the nation-state, geographical or territorial location, but are regarded both 

smaller and larger than them. As particular sites of cultural production, translocal spaces, practices 

and communities arise from various transnational cultural flows of analogue and digital 

communication as well as movement of people, things and ideas across space. What they have in 

common is that they create new forms of agency for translocal actors who operate in a network of 

various localities (both physical and virtual). 

Regarding the CCT literature review in the previous chapter, prior research has brought up a 

number of viewpoints concerning the cultural dynamics that are at play in shaping the transnational 

cultural production. It was pointed out that many of the existing accounts have studied transnational 
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consumer and marketplace cultures as entities tied to certain geographical, ethnic, national or other 

territorial boundaries. In particular, large number of investigations have been occupied with studying 

consumption related acculturation and assimilation processes in the context of transcultural 

migration or ethnic minorities. In this stream, researchers have focused on identifying the ways in 

which immigrants adapt to their new marketplace environments as they leave another behind (Ücok 

and Kjeldgaard 2006). Majority of these studies deal with immigrants in North America (e.g. 

Wallendorf and Reilly 1983; Mehta and Belk 1991; Peñaloza 1994; Oswald 1999; Peñaloza and Gilly 

1999), although examples have emerged also in other contexts (e.g. Ger and Ostergaard 1998; 

Askegaard, Arnould and Kjeldgaard 2005; Ücok and Kjeldgaard 2006; Üstuner and Holt 2007). 

Assimilation in these studies refers to an immersion in the culture of settlement by means of moving 

away from the culture of origin, whereas acculturation does not assume a loss in the values and 

norms of the original culture in the process of learning new ones (Ücok and Kjeldgaard 2006). A 

common finding in these transcultural studies is that they most often assume either a unidirectional 

or two-directional, bi-cultural standing in their analyses. Although critique and extension to these 

approaches have been presented, for instance in post-assimilationist (e.g. Askegaard, Arould and 

Kjeldgaard 2005) or transmigrant models (Ücok and Kjeldgaard 2006), however, they continue to 

focus heavily on national and ethnic identities in their theorizations and therefore bound culture 

merely to a territorial location (of destination or departure). 

In an other important research stream, global market-mediated cultural forces and cultural 

adaptation or ‘glocalization’ processes have been the main focus (e.g. Wilk 1995; Ger and Belk 1996; 

Ger 1999; Thompson and Arsel 2004; Kjeldgaard and Askegaard 2006; Kjeldgaard and Ostberg 

2007; Üstuner and Holt 2007). These accounts have investigated how global hegemonic 

brand/marketscapes and structures interact with different local market cultures. Drawing largely on 

models of glocalization (Robertson 1992) and structures of common difference (Wilk 1995), these 

studies have stressed intercultural dynamics of how local cultures adapt or re-interpret global 

influences and market-provided meanings and consumption practices. However, this body of work 

also conceptualizes culture and cultural identity mainly in terms of national, ethnic and territorial 

contexts. In addition, frameworks of cultural domination, ideology and resistance (akin to cultural 

studies) characterize many of these prior approaches. 

Finally, it can be said that postmodern perspectives have been influential in directing attention to 

globalization of fragmentation dynamics. In addition, it has been highlighted that new postmodern 
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forms of consumer identity and community are currently emerging (Firat 1996; Firat and Dholakia 

2006). These affection-based and consumption-oriented communities and neo-tribes have been 

studied as alternative social arrangements which are inherently unstable, fluid and de-territorialized 

collectives driven primarily by common interests and lifestyles (e.g. Kozinets 2001; Muñiz and 

O’Guinn 2001; Cova and Cova 2002; Goulding et al. 2002; Firat and Dholakia 2006; Cova et al. 

2007). Moreover, it has been shown that consumer neo-tribes have a tendency to employ the ‘new’ 

mediascape in important ways. For instance, postmodern communities and tribes gather online 

around brands (e.g. Muñiz and O’Guinn 2001; Brown et al 2003; Schau and Muñiz 2005; Cova and 

Pace 2006; Schau et al. 2009), fandom (e.g. Kozinets 2001), collective innovation and consumer 

collaboration (e.g. Kozinets, Hemmetsberg and Schau 2008) as well as other sorts of social activities. 

Considering the previous approaches in consumer culture theory, however, it can be said that 

translocality or translocal inquiries into marketplace cultures have not received considerable 

attention although they seem to point out important dynamics in transnational cultural production. 

In addition, despite the growing interest in consumer neo-tribes and postmodern communities of 

consumption, relatively few studies can be found in which they have been considered as particular 

sites of transnational cultural production, or at least we seem to lack conceptual tools in their study. 

Regarding the new conditions brought about by the new mediascape and especially the social web, it 

also seems to be true that rigorous transnational cultural analyses are almost non-existent in online 

environments. Therefore, this thesis argues that rather than viewing transnational marketplace 

cultures as global, local or glocal, it is suggested that the emphasis on translocalities (and connections 

between and within locales) allows us to conceptualize transnational processes that currently take 

place. In the following, the conceptual framework of this thesis is further explicated and justified. 

3.1.1     Practice perspective on translocal sites 

The proposed conceptual framework adopts a practice-oriented approach and directs attention to 

the logic of translocal cultural production, emphasizing the role of translocal practices and 

communities as particular sites of cultural production. By adopting a practice perspective, the 

framework is inspired by so called practice turn in contemporary theory (see Reckwitz 2002; 

Schatzki 1996; 2001; 2002; Schatzki, Knorr Cetina and Von Savigny 2001; see also 2.1.2). 

In this sense, the present study contrasts with accounts that emphasize meanings, symbols, 

individuals, communities, interactions or social structures in their approaches. It also suggests that 
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transnational cultural phenomena is to be studied and analyzed via practices, and not for example by 

analyzing individuals or groups of individuals. Actions are embedded in practices and thus constitute 

individuals and social groups (Schatzki 2001). Therefore, the central idea in the practice-oriented 

perspective is that it treats practices as the “site of the social” and as a specific context where, and 

apart of which social life transpires. 

As understood by Reckwitz (2002, 249), a practice is defined as “a routinized type of behaviour which 

consists of several elements, interconnected to one another: forms of bodily activities, forms of mental activities, ‘things’ 

and their use, a background knowledge in the form of understanding, know-how, states of emotion and motivational 

knowledge.” In this sense a practice such as showering (Shove 2003; Hand et al. 2005), walking (Shove 

and Pantzar 2005), eating out (Warde 2005), researching (Knorr Cetina 1999), banking or stock 

trading (Schatzki 2002) forms a kind of ‘block’ or arrangement whose existence necessarily depends 

on the existence and interconnectedness of these elements, and which cannot be reduced to any one 

of those elements. 

Advantages in analyzing practices lie in the fact that the focus is on culturally and socially instituted 

“ways of doing and saying” in comparison to, for example, a focus on what one’s identity or 

membership in a community means. In this way, practice-perspective allows for investigations that 

go beyond meaning-making processes and narratives in their analyses, in other words, approaches 

typical for consumer culture literature. In the present view, practices are to be conceived as entities 

that are made by and through their routine reproduction and they are “routinized ways in which 

bodies are moved, objects handled, things are described, and the world is understood” (Reckwitz 

2002, 250). Such practices in their simplest condition deal with arrangements and arrays of human 

activity through which people make sense of their life and themselves (Schatzki 2001; 2002). 

Furthermore, practices are understood as routinely reproduced activities which entail shared beliefs, 

habits, knowledge, competence and desires (Reckwitz 2002; Schatzki 2002; Shove and Pantzar 2005; 

Warde 2005). 

The analytic focus of the present framework is on practices that are produced and negotiated in 

“translocal communities”. Practices of primary concern in this study are the ones emanating from 

new emerging neo-tribal collectives with members from different cultural, social and national 

backgrounds. Thus, the attention is directed towards “translocal practices”, that is, specific contexts 

that are transnational but local at the same time (Appadurai 1990; 1996). These sites are not spatial 

but particular contexts that serve as an arena for sets of events and activities to take place. To say 
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that a site or a location of culture is translocal, is to agree with Appadurai (1996, 178) in the sense 

that culture is produced by translocal communities that are not bound by spatial proximity but by 

some form of shared, imagined and mediated culture. Understood this way, translocality is viewed 

primarily as relational and contextual rather than spatial. Also, it is essentially a social achievement 

which is sometimes enabled and maintained by technologies of interactivity. 

Translocal practices are understood as new forms of entities that are organized by trans-spatially 

connected sites or networks of interconnected localities. This is to concur with Ma (2002, 131) who 

uses the concept of translocal spatiality in the sense of a “local-to-local” spatial dynamic which 

consists of a web of interconnected translocal spaces that organize and maintain translocal practices 

of a community. In other words, translocality refers to a cultural dynamic between localized 

lifeworlds in faraway sites (Ma 2002, 133). In doing so, it illuminates and gives rise to a cultural logic 

in which marketplace cultures are “translocally insired and locally accomplished” (Ma 2002). In this 

sense, the present approach is also inspired by Kraidy (2005, 155) who also uses the concept of 

translocal practices to explore connections between several local-to-local links as an alternative for 

investigating global-to-local cultural dynamics.  

In contrast to the work on translocal practices by Kraidy (2005), who is primarily concerned about 

transnational identities and bi-cultural communication processes between nations, the present thesis 

directs attention towards a post-nationalistic and de-territorialized view of marketplace cultures. 

More precisely, my claim is that that contemporary identity and sociability are to a lesser extent 

determined by the more traditional social and cultural markers such as national identity, family 

relations, social classes, demographics, geographical or local socio-cultural environments and 

community. Instead, new forms and sources of identification are emphasized that are increasingly 

fluid, unstable and hybrid in character. In this sense, an approach is considered in which marketplace 

cultures are conceptualized and conceived as gradually disintegrated, rootless and de-territorial 

entities that are weaved together primarily through sociability established via translocal practices. 

Finally, in the current approach the translocal social site consists of a nexus of social and material 

practices – and therefore includes both discursive and material practices (as well as online and off-

line ones) – that are constantly produced, maintained, transformed and contested in social 

interaction and activities. Thus attention is directed towards both human and non-human agency. In 

addition, practices are subject to constant re-organization and re-arrangement, rendering practices by 

no means static. 
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3.1.2 Marketplace as a translocal site 

The ultimate “site” of the marketplace can therefore be re-considered and conceptualized as a 

continuously evolving social site in which participants engage in and where marketplace activities and 

performances take place. This site is a specific context of human and non-human co-existence 

consisting of both mental and bodily practice elements (such as doings and sayings) as well as 

material arrangements (setups of material objects which compose the entities where practices are 

carried out). Conceptualized in this way, therefore, it is no longer necessary to conceptualize the 

marketplace in a particular geographical or national location rendering it inherently translocal. 

Accordingly, the marketplace culture, i.e. the social site, forms a kind of arrangement of 

interconnected practice and material elements whose existence necessarily depends on the existence 

of these elements, and which cannot be reduced to any one of those elements (e.g. Reckwitz 2002; 

Schatzki 2002). On the other hand, practices are collective achievements and coordinated entities 

that consist of behaviors and understandings that appear in different locations and points of time 

and are carried by different body/mind unities (Warde 2005). Thus, individual consumers act as the 

“carriers” and “performers” of the marketplace practices by doing and understanding things, using 

skills, knowhow, and motivational knowledge according to it. Therefore, it is taken that marketplace 

practices steer processes of consumption – the manner of appropriating items, the processes of 

learning, identifying, appreciating, desiring, and doing things in consumers’ lives. The presented 

framework is illustrated and summarized in Figure 1. 
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Figure 1 Site of the Markeplace 

 

 

Marketplace cultures are therefore depicted as particular sites including sets of interconnected 

components that both determine how marketplace activities – such as doings and sayings – are 

carried out and performed. Thus the framework forms a particular blueprint that embeds and 

mediates cultural production and illuminates the conditions and settings for intelligible actions. 

Consequently, it is at the heart of this conception that such marketplace culture “influences without 

controlling” (Wolcott 1995, 83-84). This viewpoint stresses culture in terms of field of practices that 

constitute the conditions for possibility of consumer agency and subjectivity. Therefore, to 

understand consumer behavior it is necessary to understand the cultural forms this marketplace 

practice makes available and offers. 

Furthermore, this perspective points out that the marketplace is to be understood and investigated 

as a dynamically evolving social site in which marketplace activities and performances take place and 
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which determines them intelligible, desirable or accepted. The site is therefore under constant 

motion, re-organization and re-arrangement and not bound to any particular location. Because of 

this, the evolution of transnational marketplace cultures needs to be grasped in terms of constant 

change arising from the fact that practices as well as their wider and looser configurations with one 

another (not to mention micro and macro level arrangements) are inherently interwoven, co-

determined, and co-determining (Schatzki 2002, 246). Therefore, different human and non-human 

doings constantly perpetuate and alter different components of the practices, and thus marketplace 

cultures. In addition, as Schatzki (2002, 246-54) points out, a number of dynamic forms and 

mechanisms characterize the evolving marketplace-dynamic: Most notably, practices progress 

through contagion, i.e. the rapid spread of practices which is often facilitated by the global 

information networks and technologies. As noted, practices or their configurations do not develop 

independently of one another but they have a tendency to blend, mix and link – and also conflict – 

in multifold of ways. This creates new hybrid forms, assemblages and analogues of practices and 

marketplace cultures that require constant attention. 

The proposed theoretical lens brings into consideration that practices co-evolve and are co-created 

in the interplay of consumer-marketer exchanges (e.g. Shove and Pantzar 2005). If consumption 

occurs as items are appropriated in the course of engaging in particular practices (Warde 2005) it 

follows that the marketplace is inherently tied to and dependent of such practices. Therefore, it is via 

interconnected consumer and marketer practices – and via their changes and transformations – that 

a marketplace culture is fundamentally constituted and defined. 

It is also important to note that the current approach is not necessarily post-hegemonic. Although 

some critical consumer research accounts in this field (e.g. Peñaloza 1994; Peñaloza and Gilly 1999; 

Holt and Üstüner 2006) are concerned about how globalization processes always involve power and 

hence they may cause inequalities in society, the recent work on postmodern consumer tribes 

(Maffesoli 1988/1996; Kozinets 2001; Cova and Cova 2002; Cova et al. 2007; Firat and Dholakia 

2006) resides in some sense outside such ‘critical imagination’ (Ozanne and Murray 1991; Murray et 

al. 1994). This approach agrees that politico-economical forces will most certainly continue to shape 

transnational marketplace cultures. For instance, it seems evident that not all people share the same 

possibilities for (uncensored) internet connection or even using a computer. 

As a final note, it is clear that the theoretical perspective presented here runs throughout the thesis 

and the following essays. However, it can be remarked that the individual essays work to adapt and 
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inform the proposed framework to fit particular empirical research contexts discussed next: online 

(Essay I “Netnographic Inquiry and New Translocal Sites” and Essay II “Environmental Dialogue in Online 

Communities” ) and off-line investigations (Essay III “Videography in Consumer Research” and Essay IV 

“Brothers in Paint” ). 

3.2 Contemporary ethnographic methods 

The thesis employs and builds on contemporary ethnographic methods and techniques that have a 

key role in obtaining, analyzing and communicating cultural marketplace knowledge in cultural 

consumer research (e.g. Arnould and Wallendorf 1994; Arnould and Thompson 2005; Moisander 

and Valtonen 2006). Ethnography refers, in more general terms, to a “research process in which the 

researcher closely engages in the daily life of some social setting and collects data using ethnographic 

methods of observation and participation – an experience labeled as the fieldwork – and then writes 

accounts of this process” (Moisander and Valtonen, 45). Whereas the initial project of ethnography 

was originally designed to study distant, exotic and unfamiliar places (e.g. Geertz 1973), nowadays 

ethnographic approaches are increasingly directed towards the study of close, everyday and familiar 

contemporary cultures and realities. 

However, ethnography has not evolved radically from its earlier forms, as noted by Wolcott (1999) 

when he quotes Frake’s early definition: “A description of a culture, an ethnography, is produced from 

an ethnographic record of the events of a society within a given period of time… To describe a 

culture… is not to recount the events of a society but to specify what one must know to make those 

events maximally probable. The problem is not the state what someone did but to specify the 

conditions under which it is culturally appropriate to anticipate that he, or persons occupying his 

role will render an equivalent performance. This conception of a cultural description implies that an 

ethnography should be a theory of cultural behavior in a particular society…” (Frake 1964, 111-112; 

cited in Wolcott 1999, 35-36). The present thesis adopts and is sympathetic especially with Frake’s 

(1964) conceptualization of ethnography. However, the methodological approach of this thesis is 

not occupied with particular (national) societies or cultures but inherently transnational and 

translocal ones. 

In addition, it needs to be emphasized that ethnography is not only a research process but also a 

product, and in addition as Wolcott (1999) argues, a particular way of seeing. Therefore, learning 

ethnography by simply reading guide books might prove difficult or sometimes impossible (Wolcott 
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1999, 15). Rather, the present thesis regards ethnography as a way of learning and seeing through the 

perspective of the culture that is adopted and, consequently, finding appropriate ways of gathering 

data accordingly. In doing so, also novel ways need to be considered actively, as will be suggested in 

the following. 

In most cases using ethnographic methods such as participant observation, in-depth interview 

techniques, introspection and reflection, the aim of the ethnographer is to gain an insider’s perspective 

of a given culture, and then to produce a “thick description”, a written account of this other 

“culture” (e.g. Moisander and Valtonen 2006). The field of consumer research has increasingly 

applied market-oriented ethnographic methods (Arnould and Wallendorf 1994) in which the 

researcher immerses him/herself into the consumption and/or marketing phenomena by observing 

and studying consumers in their natural, everyday surroundings. 

In the light of this study, the focus is on new ethnographic varieties including netnography 

(Kozinets 1997; 1998; 2002a; 2006a, 2006b; 2010) and videography (e.g. Belk and Kozinets 2005; 

Kozinets and Belk 2006). The former is developed in the Essay I “Netnographic Inquiry and New 

Translocal Sites” and employed in an empirical context in Essay II “Environmental Dialogue in Online 

Communities”. The latter is elaborated in Essay III “Videography in Consumer Research” and applied in 

Essay IV “Brothers in Paint”. It is argued in general, that ethnography is necessarily a combination of 

methods since a focus on particular aspects or elements marketplace culture (e.g. online, textual or 

visual) offer only limited possibilities for the ethnographer to understand a given culture. The 

conceptual framework progressed in this thesis, for instance, directs attention to the various 

interconnected practice elements and material arrangements which underlie marketplace dynamics. 

3.2.1 Netnography 

To summarize briefly, netnography or online ethnography adapts ethnographic methods to study 

cyber cultures of online environments such as personal websites, online/virtual communities, 

discussion forums, chat-rooms and blogs (Kozinets 2002a; 2006a; 2010). In the recent years, a 

number of authors have discussed netnographic challenges, opportunities and varieties (e.g. Catterall 

and Maclaran 2002; Langer and Beckmann 2005, Kozinets 2006a; 2010) as well as presented 

fieldwork on different consumption-oriented online activities and collectives (e.g. Kozinets 1997; 

2001; 2002a; Kozinets and Handelman 1998; Muñiz and O’Guinn 2001; Giesler 2006; Schau et al. 

2009; Tikkanen, Hietanen, Henttonen and Rokka 2009). 
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This thesis applies a practice-oriented netnographic variant that is well-suited for investigating the 

emerging transnational online sites of cultural production. 

3.2.2 Videography 

Videography or video ethnography has recently attracted interest among interpretive consumer 

researchers. It consists of audiovisual methods that are used for ethnographic purposes in the study 

of consumer culture and markets. The method employs video not only to register evidence from 

ethnographic fieldsites, but also to analyze and present findings (Belk and Kozinets 2005; Kozinets 

and Belk 2006). Most importantly, videographic methods have emerged in consumer research to 

overcome particular challenges in dominant textual approaches, and to better capture the visual and 

aesthetic aspects of culture that are pervasive in our consumer society. In addition, videography 

allows investigations to go beyond what consumers think and tell to include what they do and say. 

Although videography has been embraced by CCT researchers it still remains a severely under-

represented and unfamiliar method in marketing and consumer research traditions. 

In the present thesis videography is employed especially because it enables practice-oriented 

explorations to include doings (such as routinized bodily activities and ways of handling objects) and 

highlight the role of material arrangements (equipments, objects and visual aspects) that are central 

to the presented conceptual framework. Furthermore, it is employed as a part of multi-sited 

ethnography supported by more traditional ethnographic methods. 

3.3 Data, data collection and empirical analysis  

A brief description is given below regarding the empirical work and analysis of the thesis. To 

provide evidence and to elaborate on the proposed conceptual framework, two empirical case 

studies (Stake 2003) were conducted. As the objective is to investigate the cultural logic of translocal 

marketplace cultures by exploring neo-tribal forms of transnational cultural production, several 

criteria were used to evaluate and choose appropriate empirical settings: Most importantly, empirical 

cases were selected that 1) represent new forms of neo-tribal cultural production, 2) offer in-depth 

insights into transnational marketplace phenomena with reasonable scope, 3) give access for the 

researcher, 4) enable both online and off-line investigations and finally 5) allow the development and 

experimentation of new methods. 
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The first empirical case study set out to examine a translocal marketplace culture in the context of 

traveling (see Essay II “Environmental Dialogue in Online Communities” ). By means of netnographic 

methods, a transnational online community of “global travelers” in which consumers participate 

from around the world, was studied. The selected community was ideal for the study of translocal 

cultural production because it consisted of 139.906 registered members from 244 countries. The 

community was considered inherently translocal because of its nature: the members being active 

travelers who were constantly on the move around the globe while simultaneously participating in 

the online dialogues at the community website. Therefore, the participants took part in the translocal 

cultural production, for instance, by posting comments on discussions around a variety of topics as 

well as by reporting travel experiences or images from different parts of the world. 

To provide some additional insights and background information that cannot be found in the 

original paper, Appendices 1-3 give further details concerning the studied community and its 

members. For instance, it was possible to retrieve rather detailed information about who the 

travelers were, where they came from as well as how they travelled around the globe. Based on this 

data, it can also be concluded that the traveler community offered an excellent opportunity to study 

the production of transnational cultural forms and practices. 

The empirical research was carried out in 2006-2008 by employing two principal research strategies: 

First, the researcher observed the community activities and discussions during a period of two years 

in order to gain an insider’s perspective in the community. Second, the researcher gathered data and 

recorded field notes concerning particular transnational cultural practices and dialogues related to 

sustainable travelling. In addition, it was possible to identify the most active community members 

(see Appendix 3) for cross-sectional analyses that provided useful insights for understanding the 

essence of the large community. All data was also coded thematically using NVivo7 software (by 

QSR International Pty. Ltd.). However, the software was utilized mainly for organizing the gathered 

data. As the data corpus consisted of a total of 761 pages of downloaded forum discussions on 

sustainable aspects of travel, 70 representative threads (see Appendix 4) were chosen for the analysis 

reported in Essay II. 

The second empirical case study set out to investigate a neo-tribal marketplace culture in the context of an 

extreme sport of paintball (see Essay IV “Brothers in Paint” ). By means of a practice-oriented, multi-

sited ethnographic study, a translocal paintball marketplace culture was analyzed. Paintball, a team 
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and tournament based sport was chosen for the empirical investigation primarily because it is 

currently played in over 110 countries and it provided access to a transnational, rapidly changing 

marketplace culture in an intriguing setting. The translocal nature of the sport was present due to the 

international tournament based format: Recurrent tournament events, games and training sessions in 

various countries organized and reproduced paintball as a translocal practice in which international 

participants engaged. As illustrated in the videography included in this thesis, a strong sense of 

community seems to connect the transnational paintball tribe. 

Briefly put, paintball is a sport where players advance on a field shooting each other with paintball 

markers. It is a highly competitive, high-tech, fast-paced and exiting sport requiring athleticism and 

skills. Paintball therefore requires countless hours of practice, commitment, effort and team-work to 

master. The sport has also become a multi-million euro industry supported by a large number of 

companies, brands and equipment manufacturers. In the United States alone, it is estimated that 

there are over 10 million paintball players. Despite having suffered from negative attitudes related to 

war-like features of the game, paintball has recently gained more public awareness due to such things 

as mainstream media coverage (e.g. ESPN) as well as having adopted into computer games (e.g. 

NPPL Championship Paintball 2009, Microsoft Xbox 360). 

Although paintball has undergone some significant changes since its early days, the present form of 

paintball is played in competitive tournament series consisting of large scale events with trade shows, 

spectators and hundreds of teams (for instance, over 150 teams of more than 15 nationalities in a 

typical Millennium event). The largest paintball tournament series in Europe is the Millennium Series 

yearly spanning five events across Europe. The United States has two competing large-scale 

tournaments series, the PSP and the NPPL of which the former hosts the largest single international 

tournament of the year, the PSP World Cup. 

The empirical study was significant: ethnographic fieldwork was carried out in five large-scale 

international paintball tournaments, in European Millennium tournaments (Malaga, Nürnberg, 

Toulouse, London and Paris) and in the PSP World Cup (Orlando) in 2008. In Millennium 

tournaments there were around 130 paintball teams from 20 countries and in the World Cup 

tournament in Orlando more than 500 teams participated. The data consists of approximately 100 

informal interviews, 20 videotaped interviews, 400 recorded photographs and 50 hours of 

videotaped paintball practices in tournaments and casual settings. In addition, netnographic 
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materials were collected from paintball online communities and over 100 paintball-related 

publications were reviewed. 

Paintball was chosen for the study partly because during my doctoral studies, I had an excellent 

access to paintball and key informants via my co-author who had been participating in the sport for 

over 14 years on the international amateur level. The research team consisted of three members with 

varying levels of paintball expertise. During the project, I experienced paintball on-field for the first 

time and sought to gain an insider’s perspective into the sport. This was achieved by 

participant/practitioner-observation (on and off-field), triangulation of perspectives with the 

research team as well as by analyzing the collected ethnographic materials. 



69 

4  CONTRIBUTION AND IMPLICATIONS  

The thesis consists of four articles published (or forthcoming) in refereed international journals. 

Since one of the papers is a video format publication, an additional unpublished written essay 

manuscript was compiled to support the video8. In the following pages, the main contributions of 

this thesis are outlined and suggestions given for further research. 

4.1 Theoretical 

The main contribution of this thesis is the conceptualization and empirical exploration of a new 

perspective for studying transnational marketplace cultures which gives rise to a cultural logic of 

translocality. Based on the findings of my research, I argue that cultural consumer research, and 

more specifically consumer culture theory (CCT), would benefit from transnational investigations 

which take into consideration the logic of translocal cultural production of contemporary 

marketplace cultures. This thesis argues that diverse transnational cultural flows produced by the 

increasing mobility and connectivity of our lives has a growing tendency to create and reproduce 

translocal marketplace cultures, which is so far a fairly under-researched phenomena. 

The thesis suggests a new conceptual perspective emphasizing that culture is inherently translocal, 

i.e. transnational and local at the same time, and is continuously being negotiated, shaped and 

produced by “translocal communities”. Drawing on insights gained from two empirical 

investigations of contemporary and neo-tribal forms of cultural production, the thesis proposes that 

transnational consumer culture and markets can no longer be conceived or studied only in terms of 

national, territorial, geographical or locally bound identity or community. Instead they need to be 

understood increasingly as gradually disintegrated, rootless and de-territorialized entities that are 

connected primarily through sociability established via translocal practices. 

Translocalization of marketplace cultures in this view refers to the fact that new forms of translocal 

sites, practices and communities are currently emerging that are not delimited to the nation-state, 

geographical or territorial location, but are regarded both smaller and larger than them. As particular 
                                                

8 Video format article received an international award, “the Jurors’ Prize” at the North American Association of Consumer 

Research Conference in 2009. 
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sites of cultural production, translocal spaces, practices and communities arise from various 

transnational cultural flows of analogue and digital communication as well as movement of people, 

things and ideas across space. What they have in common is that they create new forms of agency 

for translocal actors who operate in a network of various localities (both physical and virtual). 

Prior research on transnational marketplace cultures has given rise to a number of viewpoints 

stressing the logics of cultural assimilation or adaptation, models of market-mediated cultural 

globalization and glocalization as well as the postmodern fragmentation of markets. I argue that new 

research possibilities can be discovered by directing attention also to the logics of translocal cultural 

production, emphasizing the role of translocal practices and communities as central constituents of 

transnational marketplace cultures. Therefore it is argued that rather than viewing transnational 

marketplace cultures as global, local or glocal, it is suggested that the emphasis on translocalities (and 

connections between and within various locales and sites) allows us to conceptualize new forms of 

transnational cultural production that are currently emerging. 

Several findings were brought up by the empirical studies conducted in this research. The study 

investigating an online community of global travelers illustrates how the new mediascape plays an 

important role in setting the stage for new forms of translocal cultural production such as the 

dissemination of environmental knowledge and environmental dialogue through which particular 

forms of ecological citizenship is being created and sustained. It was also shown how the online 

communities may work out an agenda for sustainable consumption practices and lifestyles and create 

new forms of consumer citizenship. In particular, the study illustrates and elaborates on the ways in 

which the various roles, responsibilities and duties of ecological citizenship are actively negotiated in 

the online environment. As a form of translocal cultural practice, this consumer citizenship is 

understood primarily as a de-territorialized and political citizenship – a kind of cosmopolitan version 

– indicating that the social web may empower consumers to construct new sustainable ways of lives. 

In different empirical context, the neo-tribal marketplace culture of paintball was studied by 

analyzing and elaborating on how it is organized and constituted as translocal practice. The study 

illustrates the cultural dynamics at play in the production of translocal marketplace cultures by 

pointing out interconnected practice elements that are not bound to a location but are organized 

translocally from various localities, including international tournaments and events. Furthermore, the 

empirical study served to demonstrate a number of evolutionary aspects that practice-oriented 

approach may open up. Therefore, translocal marketplace cultures should not be considered static 
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but subject to constant re-organization and re-arrangement. Prior accounts on marketplace dynamics 

have also shown this but they have relied heavily on discursive, dialectical and narrative based 

approaches. Practice-approach would seem to suggest a distinctive evolutionary logic in this respect. 

By building on a practice-based perspective, the thesis contributes to the literature of marketplace 

cultures by conceptualizing the ultimate site of the marketplace as a continuously evolving and 

translocal social site in which participants engage in. This site consists of both mental and bodily 

practice elements (such as doings and sayings) as well as material arrangements (setups of material 

objects which compose the entities where practices are carried out). From this perspective, the 

marketplace is to be analyzed as a dynamically evolving social site in which marketplace activities and 

performances take place and which determines them intelligible, desirable or accepted. This site is 

not bound to a location and therefore, this thesis argues, interesting research possibilities will emerge 

into globalizing marketplace cultures. 

Furthermore, this thesis argues that the emerging neo-tribal consumer collectives may require 

further theoretical and empirical attention. Existing literature on consumer neo-tribes has not 

considered transnational cultural dynamics in any systematic manner or by means of rigorous 

empirical investigations. It is proposed that this may be due to the fact that we lack conceptual tools 

and methods in their analysis. New insights are given in this regard in that the neo-tribal cultures 

have been the focus of the present thesis. Thus by investigating the site of the tribal marketplace 

culture this thesis contributes to the marketplace culture literature by illuminating the elements that 

inherently shape and transform neo-tribal practices. In addition, similar observation can be made 

regarding the study of neo-tribal online collectives. The present thesis elaborated on the changing 

mediascape and brought about critique of prior transnational studies in their neglect of the new 

forms of cultural production particular to the social web. In this connection, it is argued that the 

new forms of online production may eventually empower and enable consumers in resisting 

dominant and unidirectional cultural flows. 

The prior discussion on neo-tribal collectives, as described in particular by Maffesoli (1996), has 

depicted them in principle as small-scale, unstable, ephemeral and temporal entities, where there is 

only relatively little commitment to the community by its members. My research shows in two 

empirical settings that neo-tribal marketplace cultures may also take other, more profound shapes: 

The online community of travelers I studied included nearly 140.000 members from over two 

hundred countries and the extreme sport community of paintballers expanded to over 110 countries 



72 

with thousands of players and teams. Both of these examples set the discourse on neo-tribes on a 

new ground, which requires further investigation. Neo-tribes cannot be understood anymore as 

“little-masses” or obscure groups of enthusiasts but rather as relatively stable, empowered and 

organized marketplace constellations that can grow up into multi-million euro industries. 

Based on the literature review, in which the philosophical roots of distinctive traditions of 

transnational consumer culture research were analyzed, compared and contrasted, the thesis brings 

forward findings that may help future researchers, for instance, to recognize and draw connections 

between them. In addition, new directions were pointed out by identifying potential weaknesses or 

strengths in the existing approaches that have been utilized in the otherwise fragmented field of 

transnational research. Most importantly, the thesis suggests that practice-theoretical approaches 

offer a promising ground for transnational cultural investigations. However, it is also pointed out 

that practice approaches still suffer from problems related to their empirical application due to 

disagreement and confusion regarding their scope and analysis. In this respect the thesis provides 

one feasible perspective which is developed and applied in two empirical settings. This tentative 

framework would naturally benefit from further investigations and developments. 

Finally, I wish to consider justification issues considering the arguments made in this thesis. All 

social and cultural theories face the question: how can a particular perspective or ontology be 

justified as superior, better or more preferable than others? Schatzki (2002, xvi), for instance, 

outlines three main ways of such justification: through arguments against its rivals; through 

demonstrations of its compatibility with the social world; and through its ability to underwrite first-

rate social investigation. The first strategy articulates theoretical arguments. The second presents 

plausible descriptions of empirical phenomena in the terms of the ontology, thereby using these 

phenomena as examples to illustrate the latter. The third strategy provides useful descriptions, 

explanations and interpretations of social affairs on the basis of the ontology. In this sense, the first 

is only occupied with pointing out deficiencies of alternatives while the second and third exhibit the 

plausibility of one’s own account and the advantages of approaching social life trough it. The current 

thesis basically wishes to implement all of these strategies in its positioning: by comparing the 

existing approaches (Chapter 2 and Essay 1 “Netnographic Inquiry and New Translocal Sites” and Essay 3 

“Videography in Consumer Research” ), by employing empirical demonstrations and useful descriptions 

and interpretations of the social world (Essay 2 “Environmental Dialogue in Online Communities” and 

Essay 4 “Brothers in Paint” ). 
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4.2 Methodological 

The presented theoretical-methodological framework implies several contributions regarding 

methods for analyzing transnational marketplace cultures. It is emphasized that newly emerged sites 

of cultural production require novel methodological approaches. In particular, questions arise 

regarding how can translocal marketplace cultures be studied? 

In the context of online investigations, it is argued that the presented practice-oriented perspective 

would insist on a distinctive analytic and methodological focus. Rather than investigating 

communities or groups, research methods directed towards analyzing transnational practices opens 

up new possibilities for future research. In the empirical cases, for instance, the analytic focus is on 

what constitutes a particular way of doing and saying – such as the practice of sustainable travelling 

– rather than exploring what a community stands for or what it means to be a member of it. In this 

way, practices are analyzed here both as co-ordinated entities of temporally and spatially dispersed 

doings and sayings as well as performances – i.e. acts of carrying out practices. Therefore, the 

analysis must be shifted onto practical activity and its representations and what individuals or groups 

‘do’. However, it needs to be kept in mind that to speak of practices in this way involves recognizing 

that the nexus of a practice ‘hangs together’ as coordinated by its components – particular 

understandings, procedures and engagements (Warde 2005). Consequently, research methods for 

translocal cultures need to study cultures translocally. 

Accordingly, it is proposed that practice-oriented netnography of transnational online communities 

and translocal practices would bring into consideration transnational cultural dynamics that have 

received only limited attention so far. The thesis proposes that the present approach would be 

beneficial for studying translocal marketplace practices that are currently emerging and spreading 

globally via the new mediascapes. Therefore, this study continues to develop netnographic inquiry as 

a methodological approach by directing attention to phenomena that netnography is so well suited 

to study: transnational cultural production. 

In addition, the thesis addresses issues regarding videographic methods in consumer research. In 

theorizing marketplace cultures, it is necessary to a move away from textual and narrative analyses of 

marketplace cultures, to the extent that it is possible, in order to illuminate also the doings and 

material arrangements that inherently co-determine the site of the marketplace. Audiovisual research 

methodology is explored and developed in this respect by providing insights and empirical examples 
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of how videography can enrich our knowledge about marketplace culture phenomena. In terms of 

future videographic productions, the thesis draws from visual ethnography and documentary film 

theory in seeking answers to help tackle existing hurdles in videographic research. In particular, 

fundamental questions regarding the role of theory and truth, the role of the researcher and the role 

of the viewer are elaborated. 

4.3 Managerial 

Although not widely discussed previously in this thesis, a number of important implications for 

companies and policy-makers will be presented next in terms of the proposed perspective and 

methods. 

Most prominently, this thesis gives rise to a change in common managerial thinking about products, 

brands and markets. For instance, a bulk of marketing and management literature has been directed 

to companies in order to help them direct, develop and market products, services and brands. These 

guides stress the importance of understanding the competitive positioning, product benefits and 

meanings as well as what customers value. In contrast to this dominant view, it is argued that 

companies therefore seem to underestimate the cultural conditions underlying the ways in which 

consumers/customers do things and use products. 

Therefore, it is suggested that the current focus of management actions towards designing, offering, 

delivering and selling a product or service (such as a phone or a healthy food product) by developing 

its features and message to match the needs of target customers needs should be reconsidered. 

These actions should rather be directed increasingly towards activities enabling, monitoring and 

facilitating emerging marketplace practices, i.e. the ways in which consumers/customers do things 

(e.g. connect with their friends) and make sense of their actions (e.g. living a healthy lifestyle). 

Ultimately, this line of thinking would boil down to the fact that companies would need to think 

about their businesses more in terms of culturally embedded marketplace practices than products. 

Thus, understanding how particular marketplace practices emerge, spread, evolve, transform as well 

as what they constitute of becomes crucial. This point is also what Shove and Pantzar (2005) note, 

when demonstrating that products and practices do not spread across cultures in a similar manner. 

For example, such “ways of consumption” as social networking, healthy living, snacking, dieting, 

weight watching, body building, grooming, travelling, shopping, sporting or leisure activities, eating, 
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clubbing, interior design, housekeeping, cleaning, brand endorsing, fandom, raising children, elderly 

living, budget living, investing and managing funds, and ethical and environmental consumption 

need to be considered and analyzed as practices that consist of interconnected and increasingly 

translocal practice elements and material arrangements that build up contemporary marketplace 

cultures. Therefore, it is argued that a sole focus on investigating and developing new product 

attributes may prevent companies from enriching their understanding of markets as well as pursuing 

new pro-active and co-creative strategies that would instead create and facilitate new marketplace 

practices (and thus new business). 

It is also fundamental for businesses to understand how marketplace practices, especially new ones, 

proliferate around the globe. In this study, transnational online and tribal marketplace practices were 

analyzed as particularly good examples of such phenomena. It was concluded that in many cases 

practices are not tied to a particular location and that they will emerge and spread increasingly via 

new forms of transnational communities and social networks. This would call more attention to the 

challenges of understanding such complexity, for instance, in the issue of how companies or 

researchers can study multilingual and multicultural environments. 

In regards to new forms of marketplace practices – such as the practice of sustainable travelling or 

extreme sporting activities explored in the empirical studies – both marketers and policymakers need 

to be alert. On the other hand, new (hopefully sustainable) marketplace practices need to be 

encouraged and facilitated, for instance, by means of creating transnational collaborative online 

communities in which information, knowledge and skills about (sustainable) practices can be shared 

and co-created. On the other hand, new and emerging practices need to be constantly monitored 

and explored in order to anticipate future challenges and possibilities. In this regard, the methods 

proposed in this study can be of considerable help. They give particular emphasis to the audiovisual 

and online aspects which are of fundamental importance for both researchers and companies in 

understanding and conceptualizing marketplace cultures and consumer society at large. Surprisingly, 

it is indicated that the dominant methodologies seem to have a profound tendency to ignore them, 

or at least regard them in many ways as secondary. 
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APPENDIX 1 Members by Country 
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APPENDIX 2 Summary of  Traffic 
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APPENDIX 3 Summary of  Members Analyzed 

 

 



80 

Appendix 3 (Cont.)  

 



81 

APPENDIX 4 Summary of  Discussion Threads Analyzed 
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Netnographic inquiry and new translocal sites of the social 

Joonas Rokka* 

Abstract 

As consumers’ lives are increasingly gliding into online worlds and global information networks, researchers face a 

range of important methodological questions particular to the digital times. In prior research, online ethnographic 

methods or netnography has been suggested to address some of these challenges, especially when new forms of post-

modern and sub-cultural consumer collectives and cultures have been the focus. Extending this work further, the article 

investigates the transnational nature of online cultural phenomena, and suggests a theoretical-methodological approach 

as a netnographic variant well-suited for accessing its logics. In doing so, the article argues that a better understanding 

of the new “translocal sites”, such as transnational online communities and consumer networks, can open up new 

avenues for research on the ever globalizing and tribalizing consumer culture. 

Keywords 

Netnography; online communities; consumer culture; globalization; cultural practices 

Introduction 

Production of consumer culture has undergone a dramatic transformation due to proliferation of 

Web 2.0 technologies and online environments such as online/virtual communities, online social 

networks, chat rooms, discussion forums, virtual multi-user game worlds, and blogs (e.g. Kozinets, 

2002; 2006a; Firat and Dholakia, 2006; Zwick and Dholakia, 2008). Such highly interactive, 

participatory, and social environments give rise to a specific logic of consumer culture in which 

chameleon-like, globally spread, and emotionally connected consumer collectives play a central role 

(e.g. Kozinets, 2001; Muñiz and O’Guinn, 2001; Cova and Cova, 2002; Cova et al., 2007; Rokka and 

Moisander, 2009; Moisander, Rokka and Valtonen, 2010). For instance, these consumer tribes and 

networks are no longer bounded by local, spatial, or temporal environments but rather their 

communion is inherently connected with the possibilities provided by online computer-networking. 
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Given such profound “infotransformation” of the markets and society (e.g. Zwick and Dholakia, 

2008), important questions arise regarding contemporary consumer culture and the transnational 

cultural tendencies it entails: What is the nature of emerging transnational online sites of 

consumption? To what extent should they be regarded as global and/or local? What sorts of cultural 

flows and resources are circulated and mediated by them? How are they transforming everyday 

consumption practices? How should consumer researchers access, conceptualize, and analyze them? 

Finding some preliminary answers to these questions forms the basis of this article. 

Not surprisingly, web-based research methodologies have gained a growing interest among 

consumer researchers trying to grasp complex and fast paced online cultural production. In the field 

of cultural consumer research (Arnould and Thompson, 2005; Moisander and Valtonen, 2006), 

netnographic inquiry, originally proposed by Robert V. Kozinets (1997; 1998; 2002; 2006a), has been 

extremely successful in furthering our understanding and knowledge about the online cultures. 

Netnography, which descends from anthropological understanding of culture, adapts ethnographic 

methods to study cyber cultures of online environments such as personal websites, online/virtual 

communities, discussion forums, chat-rooms, and blogs (Kozinets, 2006a). Recently, a number of 

authors have discussed netnographic challenges, opportunities, and varieties (e.g. Catterall and 

Maclaran, 2002; Langer and Beckmann, 2005; Kozinets, 2006b; Sandlin, 2007), presented 

netnographic fieldwork on consumption-oriented online gatherings and activities (Kozinets, 1997; 

2001; 2002; Kozinets and Handelman, 1998; Giesler, 2006; Rokka and Moisander, 2009), and even 

studied brand-oriented online communities (Muñiz and O’Guinn, 2001; Brown et al., 2003; Muñiz 

and Schau, 2005; Schau, Muñiz and Arnould, 2009). 

This article continues the development of netnographic inquiry as a methodological approach and 

research orientation. However, rather than pointing out further features and challenges of the 

previously outlined method (Catterall and Maclaran, 2002; Langer and Beckmann, 2005; Kozinets, 

2006a; 2006b), attention is directed to the nature of phenomena that netnographic inquiry is so well-

suited to study. It is argued that, despite wide-ranging success of netnographic inquiry, important 

aspects of transnational cultural production and globalization have so far been under-theorized and 

somewhat neglected at least in terms of empirical netnographic studies. This being the fact, the 

article suggests that netnographic inquiry, with the help of its multi-modal adherents such as 

videography (Belk and Kozinets, 2005; De Valck, Rokka and Hietanen, 2009), may provide 

consumer researchers with valuable insights into the global consumer culture and marketplace 
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realities in which emerging consumer communities and computer-mediated communications come 

into play. 

The purpose of this article is, therefore, to investigate how netnographic methods can open up new 

possibilities to study the global mediated marketplace. To this end, answers are sought by 

elaborating the nature of transnational online consumer communities as sites of cultural production. 

In doing so, these sites are conceptualized as new “translocal sites of the social”, i.e. specific 

contexts where, and apart of which, social life and global marketplaces transpire. It is claimed that 

analyzing these online sites as “translocal” (Appadurai, 1990; 1996), i.e. not global or local but as 

contexts which are both transnational and local, is fundamental for investigations seeking to 

understand global cultural tendencies. These insights are largely based on author’s previously 

published empirical work (Rokka and Moisander, 2009). 

In the following sections, a brief introduction is given to recent approaches in cultural investigations 

into the contemporary and computer-mediated marketplace environments. Thereafter, theoretical-

methodological framework and a netnographic variant – one which is designed for exploring the 

new forms of transnational consumption community – are developed. Finally, conclusions are 

drawn and several practical recommendations are given for further research. 

Studying the globally mediated marketplace 

The global interconnectedness of today’s world and the social relations it involves is a constant 

concern of consumer researchers. Regarding the current approaches in the stream of cultural 

consumer research (e.g. Arnould and Thompson, 2005; Moisander and Valtonen, 2006), better 

understanding of contemporary marketplace cultures has been sought from various perspectives, in 

particular, those mapping the communal forms of affinity, such as consumption-oriented sub-

cultures, youth cultures, fan collectives, brand enthusiasts, virtual/online communities, and new neo-

tribal realities. Among these current tendencies a growing number of researchers have applied post-

modern and sub-cultural frameworks of interpretation in their theorizing. As a result, foundations of 

these approaches are based on cultural and social inquiry in which culture is conceptualized primarily 

through ethnography (Canniford, 2005). 

On the one hand, drawing on post-modern ideas, communities of consumption have been 

conceptualized as consumer tribes (Cova and Cova, 2002; Cova et al., 2007). This stream builds on 

Maffesoli’s (1988/1996) argument that in the contemporary society there is an ongoing transition 
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away from mass-media produced individualism towards alternative forms of social arrangements, 

called “neo-tribes” or “post-modern tribes” or transitory groups, which are neither fixed or 

permanent (Goulding, Shankar and Elliot, 2002). In this view, the social existence of our society 

seems to occur more and more through the “little masses”, heterogeneous fragments of society, 

groups distinguished by their members’ shared (post-modern) lifestyles and tastes. Such “new” tribal 

forms cannot be understood as their more traditional counterparts, archaic tribes because they do 

not have similar fixity, longevity, or physical boundaries. Rather they have been conceptualized as 

affection-based collectivities that are fluid, ephemeral, and esoteric. Within them, furthermore, social 

life is largely marked by a membership in multiplicity of overlapping groups in which people are free 

to navigate between (Cova and Cova, 2002; Firat and Dholakia, 2006). 

Maffesoli’s (1988/1996) observations have inspired consumer researchers to launch explorations on 

neo-tribes embedded within different consumption activities and contexts. For example, they have 

been charted around common sources of affection and interest, including hobbies and leisure 

activities (Cova and Cova, 2002; Goulding et al., 2002; Rokka, Hietanen and De Valck, 2010), iconic 

brands (Muñiz and O’Guinn, 2001; Brown et al., 2003; Belk and Tumbat, 2005; Muñiz and Schau, 

2005; Schau et al., 2009), and also common everyday products (Cova and Pace, 2006). Active and co-

creative in their consumption, these tribes produce a range of identities, social practices, rituals, 

meanings, and even material culture itself. For instance, consumer tribes “re-script, absorb, twist, 

improvise, and resist meanings and identities ascribed in pre-packed products and brands”, and they 

rarely consume brands and products “without adding to them, grappling with them, blending them 

with their own lives and altering them” (Cova et al., 2007, 4). 

On the other hand, to date, research into marketplace cultures has been largely influenced by British 

Cultural Studies (e.g. work of Hall and Jefferson, 1976; Hebdige, 1979). This has led to sub-cultural 

analyses of consumption communities (e.g. Celci, Rose and Leigh, 1993; Schouten and 

McAlexander, 1995; Kozinets, 1997; 2001; Kates, 2002) which tend to locate sub-cultural 

movements within frameworks of social resistance and reaction against dominant hierarchies of 

control (Goulding et al., 2002). They also give rise to cultural classification of persons and groups 

into social categories (especially “youth”), including demarcations of class, race, and gender, as well 

as questions of style, taste, media, and meaning. 

A guiding premise across the various sub-cultural studies has been the intention of giving “voice” to 

marginal and sometimes deviant groups of consumer society (e.g. Kates, 2002). It can also be said 
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that these studies have tended to explore the more spectacular youth cultures; the visible, the loud, 

and the radical. At the same time youth as an ideological signifier has come to play a role – as 

resisting, troubling, ambivalent, and even violent – which also involves and is manifested by creative 

styles, rituals, and meanings. It has therefore been emphasized that subcultures do not exist as 

authentic objects but rather “ways of life” or “maps of meaning” which make the world intelligible 

to its members. In addition, the prefix “sub” has always a binary referent (usually the dominant class 

or mainstream society) from which it is distinguished and differentiated, and from which it always 

depends on (Thornton, 1995). 

Despite their notable influence, both the post-modern and sub-cultural theorists of consumption 

have also faced criticism. Regarding the latter view, substantive problems may result from over-

commitment to the category of sub-culture which identifies social class and particularly the 

powerlessness of the working class as the main catalyst (e.g. Goulding et al., 2002). In addition, many 

critics have asserted that cultural studies have tended to find resistance to “hegemony” in sub-

cultural styles all too easily. Their assertion followed that these sub-cultural communities, negotiate, 

fetishize, and hybridize certain hegemonic cultural forms as modes of expression and opposition, 

and thus, are primarily occupied with engaging in symbolic struggle with the larger social system. 

Therefore, it has been argued, sub-cultural studies may eventually face difficulties with the sole focus 

on symbols, representations, sub-cultural capital, and by overinflating the concept of style, for 

example, over elements of play, pleasure or fantasy (e.g. Barker 2008, 416-17). 

Regarding the postmodern view, perspectives on consumption have hailed, from diverse grounds, 

more and less pessimistic about the consumers’ possibilities (e.g. Goulding et al., 2002). In 

connection to consumer neo-tribes, postmodern theories are flavored by “emancipatory” and 

“liberatory” tendencies in consumer culture demarcated by hybridity, fluidity, multiplicity, 

fragmentation, juxtaposition, irony, intertextuality, deterritorialization, rootlessness, genre blurring, 

and bricolage of cultural styles and forms (such as identities and communities) (e.g. Firat and 

Venkatesh, 1995; Firat and Dholakia, 2006; Cova et al., 2007). Therefore, they often stress aesthetic 

and stylistic eclecticism present in artistic and pop-cultural production where there are “no rules” in 

combining influences, styles, and genres. 

Consequently, research into online consumer communities has also stressed similar analytical 

viewpoints: on one side, post-modern neo-tribal approaches have been adapted to study online 

tribes (Muñiz and Schau, 2005; Cova and Pace, 2006; Firat and Dholakia, 2006; Cova et al., 2007), 
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while on the other, analyses have stemmed from sub-cultural interpretive frameworks (e.g. Kozinets, 

1997; 2001). More recently, empirical studies have stressed the importance of topics such as online 

consumer empowerment (e.g. Rokka and Moisander, 2009), co-creation and creativity (Bonsu and 

Darmody, 2008; Schau et al., 2009), and collective innovation and consumer collaboration (Kozinets, 

Hemmetsberg and Schau, 2008). Central to these accounts is the idea that communal forms of 

consumption are rapidly spilling out into online computer-mediated spaces which necessitates new 

internet-adapted approaches and methodologies for their study. 

Furthermore, although cultural consumer research (e.g. Arnould and Thompson, 2005) has 

otherwise been keen on theorizing various aspects of globalizing marketplace cultures, media flows, 

and brandscapes (see e.g. Firat and Venkatesh, 1995; Firat, 1997; Thompson and Arsel, 2004; 

Canniford, 2005; Firat and Dholakia, 2006; Kjeldgaard and Askegaard, 2006), web-based online 

environments and consumer communities have received relatively little attention as particular sites 

or locales of global cultural production. However, this is not to say that the globalizing 

“mediascape” (Appadurai, 1990; 1996) – the global cultural flows of mediated images disseminated 

by newspapers, magazines, TV, and the Internet – has not been understood as a key vehicle in the 

contemporary cultural production. After all, consumer culture is often conceptualized in this stream 

as a “densely woven network of global connections and extensions through which local cultures are 

increasingly interpenetrated by forces of transnational capital and the global mediascape” (Arnould 

and Thompson, 2005, 869). 

To sum up this section, it seems evident that much of the meaningful consumption takes place in 

communal, tribal and online environments. It can be said that through these virtual spaces 

consumers can meet their kind basically from anywhere at any time without much effort. Not only 

online communities seem to allow consumer collectives to collaborate more effectively and in many 

novel ways but they also form new locales for cultural production. Among other things, this calls for 

more attention to the transnational dynamics of online cultural production and new modes and 

methods of research. With this in mind, the following section outlines one particular theoretical-

methodological approach addressing such concerns. 

Netnography in globalized marketplace cultures  

As highlighted previously, many prior approaches into contemporary consumer culture have, on one 

hand, been founded on the anthropological understanding of culture and, on the other hand, on 
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ethnography and local knowledge of a geographically defined, sometimes distant and exotic places 

(e.g. Geertz, 1973; 1983). Using ethnographic methods, such as participant observation, in-depth 

interview techniques, introspection, and reflection, the aim of the ethnographer is to gain an 

insider’s perspective of a given culture, and then to produce a “thick description”, a written account 

of this “other” culture (e.g. Moisander and Valtonen, 2006). Similarly, the field of consumer research 

has increasingly applied market-oriented ethnographic methods (Arnould and Wallendorf, 1994) in 

which the researcher immerses him/herself into the consumption and/or marketing phenomena by 

observing and studying consumers in their natural surroundings. 

Netnography (Kozinets, 1997; 1998; 2002; 2006a) is an application of ethnographic methods to 

study online cultures. Following common ethnographic principles, netnography is both a process 

and a product of online research (Kozinets, 2002; 2006a). To briefly summarize, the process includes 

a series of stages that the netnographer undertakes: (1) investigating potential web-field sites (such as 

discussion forums, blogs or chat-rooms), selecting, and making a cultural entrée; (2) collecting data 

from the field site through observation and more or less active participation in the online 

community; (3) ensuring trustworthy interpretation and analysis after long-term engagement in the 

community; (4) conducting ethical research; and (5) providing opportunities for feedback from 

community members. The netnographic account is then written up as the product of netnographic 

fieldwork. 

A number of authors have helped to further the success of netnography by detailing and addressing 

some of the key strengths and weaknesses of the method (Catterall and Maclaran, 2002; Langer and 

Beckmann, 2005; Kozinets, 2006a; 2006b; Sandlin, 2007). Basically, according to Kozinets (2006b), 

the method can been considered faster, simpler, and much less expensive than its off-line 

counterpart. In addition, compared to some other common market research methods, such as 

interviews, focus groups or surveys, netnography is viewed as a more naturalistic and less obtrusive 

way to collect consumer data as it “provides a window into the cultural realities of consumer groups 

as they live their activities” (Kozinets, 2006b, 282). Regarding the challenges of the method, massive 

amounts of online data available and its textual and virtual nature of communication may overwhelm 

the netnographer and invite poor quality research and hasty interpretations. 

Furthermore, arguments have been presented about the extent to which it is necessary, or possible, 

for the researcher to engage with the online sites as a participating member (see e.g. Langer and 

Beckmann, 2005). Kozinets (2006b), who is an anthropologist by training, favors the position of 
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active participant-observer because in his view it is the only way researchers can fully immerse 

themselves into the online culture and to ensure trustworthy understanding of the studied 

phenomena. Langer and Beckmann (2005), however, assert that sometimes the researcher does not 

have to participate as an active member in online activities, especially so, when sensitive research 

topics may require a covert role from the researcher. Also, in this connection, the ethical codes of 

conduct have been debated extensively (Kozinets, 2002; 2006a; Catterall and Maclaran, 2002; Langer 

and Beckmann, 2005). 

Netnographic studies have sought to advance the field of consumer research around a variety of 

topics and contexts: X-Files and Star Trek fans (Kozinets, 1997; 2001), consumer boycotting and 

new social movements (Kozinets and Handelman, 1998; 2004), retro-branding (Brown et al., 2003), 

online food culture (De Valck, 2005), cosmetic surgery (Langer and Beckmann, 2005), Apple’s 

electronic devices (Muñiz and Schau, 2005), Napster file-sharing community (Giesler, 2006), virtual 

world Second Life (Bonsu and Darmody, 2008), and ecological citizenship (Rokka and Moisander, 

2009). 

Despite the growing number of netnographers exploring the online worlds, it can be argued that, 

past investigations have not yet employed netnographic methods to the fullest potential in theorizing 

aspects of cultural globalization. In the following, one particular theoretical-methodological 

perspective and some practical suggestions are presented for netnography in globalized marketplace 

cultures. 

Online communit i es  as translocal  s i t es  o f  cul tural  pract i ce  

As Arjun Appadurai (1996) reminded us, contemporary consumer culture cannot be adequately 

studied at the level of nation-states or local markets but needs to be theorized in terms of global 

cultural flows, processes, and sites. Therefore, the theoretical-methodological framework presented 

here is to be understood in the sense that it regards cultural globalization as “transcultural” and 

“translocal”. This means that existing center-periphery models (even those that might account for 

multiple centers and multiple peripheries) cannot any longer be used to understand global cultural 

economy but rather the established boundaries between local and global are mixed and mediated in 

complex ways (Appadurai, 1990). Thus, the analytical focus promoted here underlines the fact that 

culture is inherently translocal, i.e. transnational and local at the same time, and it is continuously 

being negotiated, shaped, and produced by translocal communities (such as those enabled by online 

computer-networks) (Appadurai, 1996). 
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In this perspective, translocal communities are not bounded by geographical, spatial, or temporal 

proximity but rather they are established and sustained by sociality through shared “cultural 

practices” (Moisander and Valtonen, 2006; Rokka and Moisander, 2009). Such cultural practices in 

their simplest conception deal with arrangements and arrays of human activity through which people 

make sense of their everyday social life and themselves (Schatzki, 2001; 2002; Moisander and 

Valtonen, 2006). Furthermore, they are understood here as routinely reproduced activities which 

entail shared beliefs, habits, knowledge, competence, and desires (e.g. Reckwitz, 2002; Schatzki, 

2002; Shove and Pantzar, 2005; Warde, 2005). 

In the translocal online sites, the cultural, social and material practices (including cultural discourses) 

are constantly produced, transformed and contested in social interaction (Moisander and Valtonen, 

2006, 8). Taking this interpretive perspective, attention is directed to the translocal cultural practices 

and processes through which new forms of global consumer culture are produced in the computer-

mediated marketplace. Accordingly, translocal online communities would seem to open up 

interesting perspectives for studying globalizing consumer culture. Next, the transcultural 

netnographic research process is described in some detail. 

Step 1: Sample transnat ional onl ine consumer communit i es  

It is recommended, following Kozinets (2006a), that in the first stage of netnography the researcher 

has a set of potential consumption-related topics specified before the online research journey begins. 

Thereafter, various online search engines (for example, those designed for blogs) can be used to 

sample related online communities with most traffic or specific subject areas. In addition, inquiries 

can be posted on familiar social network sites to gain ideas. Several main forums for online 

communities should be considered, including discussion forums, chat-rooms, blogs, micro-blogs, 

multi-user online dungeons, and virtual worlds. For research into transnational cultural practices and 

dynamics, online communities with members from multiple countries, geographical regions, and 

socio-cultural backgrounds would naturally offer most attractive opportunities. 

This is, of course, not to say that multicultural online communities have not been studied before 

(e.g. Rokka and Moisander, 2009). Rather, more rigorous and critical approaches are required to 

conceptualize the nature of transnational cultural production within various social and historical 

contexts. 
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Step 2: Ident i fy  and analyze transnat ional consumption pract i ces  

Netnographic approach discussed here pays attention to transnational practices that translocal online 

communities enable and empower. In this sense, it contrasts with accounts that emphasize 

meanings, symbols, individuals, interactions, language systems, or social structures in exploring 

online communities. It suggests that any social phenomena need to be studied and analyzed via the 

field of practices, and not, for example, by analyzing individuals or groups of individuals as “units” 

of analysis. Actions are embedded in practices and thus constitute individuals and social groups 

(Schatzki, 2001). Thus, the central idea in this practice-oriented approach is that it treats practices as 

the site of the social and, therefore, a specific context where, and apart of which, marketplace 

cultures are produced and formed. 

In this way, the interpretive focus is aimed at identifying and analyzing consumption/sociality via 

cultural practices such as those of ecological citizenship (Rokka and Moisander, 2009), collective 

innovation (Kozinets et al., 2008), or education and learning (Sandlin, 2007), co-creation of value 

(Schau et al., 2009), or doing extreme-sports (Rokka et al., 2010). Advantages in analyzing cultural 

practices lie in the fact that the focus is on culturally and socially instituted “ways of doing and 

saying” compared with, for example, a focus on what one’s identity or membership in a community 

means (Warde, 2005). 

Step 3: Col le c t  pract i ce  data 

In a practice-oriented approach the focus of data collection also differs: the practice elements that 

include forms of bodily and mental activities and competences, as well as material arrangements 

(Reckwitz, 2002; Schatzki, 2002; Rokka et al., 2010) imply the application of creative, multi-modal, 

and multi-sited methods such as participant/practitioner-observation, practitioning, interviews, and 

textual/visual analyses. Kozinets (2006a) also stresses that netnography is, in essence, a multi-

method. It is up to the researcher to decide what methodological means would be most beneficial, 

depending on the research question and task at hand. In addition, the rapid development of new 

online spaces and environments, such as the 3D virtual worlds and image/video-sharing sites, opens 

up many opportunities for netnographers. 

Using audiovisual and videographic techniques (e.g. Belk and Kozinets, 2005) to collect, interpret, 

and also to present data should not be excluded from netnographer’s tool kit. Netnography, in its 

earlier forms, offers only limited possibilities for the researcher to learn about the community under 
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study, largely because of textual nature of the online data. The visual aspects of online and off-line 

consumption practices and the interconnected material arrangements would therefore provide a 

more complete ethnographic insight, although they have been largely ignored in consumer studies so 

far (Belk and Kozinets, 2005; De Valck et al., 2009). 

Step 4: Ensure trustworthy interpretat ion and ethi cal  conduct  

Quality measures of netnography must include those of any rigorous cultural analyses: insightfulness 

and relevance, methodological coherence, sensitivity to phenomenon, trustworthy interpretation, 

and ethical conduct (Moisander and Valtonen, 2006). According to Kozinets (2006a), immersion 

into the online research phenomena through long-term engagement is most crucial in allowing the 

netnographer to “speak with authority” when making interpretations and conclusions. In addition, it 

is emphasized that netnographic investigations should always involve rapport with the community 

through member feedback via face-to-face or online meetings (Kozinets, 2006a). 

To avoid mere description of online discussion boards or groups, moreover, rigorous and critical 

netnographic approaches are encouraged which locate their analyses always within larger historical 

and social contexts, so that they may acquire theoretical insight and significance and provide a basis 

for critique and transformation of existing practices and social meanings (Moisander and Valtonen, 

2006). 

Discussion 

The objective of this article was to develop netnographic inquiry further and to reconsider how it 

may provide new opportunities to study the transnational dynamics of contemporary, computer-

mediated consumer cultures. The general conclusion is that netnography is not to be regarded only 

as a substitute for more traditional consumer research methods – such as interviews, focus groups, 

or participant observation – as a less costly, fast, and naturalistic research approach. Rather, it is 

argued that netnography can be used to study the constantly transforming consumption practices 

and cultural forms that transnational online environments may bring about. It is therefore the nature 

of online phenomena – transnational cultural production and flows – that requires further attention. 

Compared with earlier writings on the netnographic method, the article stresses the importance of 

conceptualizing online communities as essentially translocal sites of cultural production. Understood 

this way, they are considered as computer-mediated spaces through which global cultural flows of 
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meaning, practices, and identities are circulated, negotiated, and made available for people around 

the globe. Therefore, netnographic inquiry is presented as a helpful tool in analyzing new forms of 

translocal practices and sites of the social. 

Past netnographic investigations into online communities have emphasized most often post-modern 

and/or sub-cultural frameworks in their analyses. On one side, this has given rise to neo-tribal 

descriptions where post-modern co-production, creative mixing and fragmentation of tastes, styles, 

and cultural forms have been the analyzed (e.g. Muñiz and Schau, 2005; Cova and Pace, 2006; Cova 

et al., 2007). On the other side, netnographies have explored the negotiation of sub-cultural 

identities, meanings, and rituals in online groupings (e.g. Kozinets, 1997; 2001). However, 

perspectives or methodological approaches that explore global cultural dynamics and flows in online 

communities in a more systematic manner have largely been ignored. 

Furthermore, the analytic focus of netnographies so far has tended to emphasize individualistic (for 

example, identity projects) or collective (social groups, tribes, subcultures) terms in their analyses. 

Instead, the approach presented here locates the social in the practices of consumption, and 

therefore analyzes cultural practices – i.e. “routinized ways in which bodies are moved, objects are 

handled, things are described, and the world is understood” (Reckwitz, 2002, 254) – rather than 

individuals or groups. In doing so, insights are sought into social formations (cultural practices) and 

their conjunctures which are inherently tribalized and globalized. 

In other connections, it is worth noting, many authors have explored the globalization of consumer 

culture but left online environments without major empirical focus (e.g. Firat, 1997; Thompson and 

Arsel, 2004; Canniford, 2005; Firat and Dholakia, 2006; Kjeldgaard and Askegaard, 2006). In 

addition, many of such accounts have relied or built on models of global-local or center-periphery 

dynamics which may have proven too simplistic, as Appadurai (1990) notes when arguing that the 

new global cultural economy has to be understood as a more complex, overlapping, and disjunctive 

order. Therefore, more research is encouraged with emphasis on global cultural flows, processes and 

sites which are inherently translocal – including the online environments. 
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Environmental dialogue in online communities: negotiating 

ecological citizenship among global travellers 

Joonas Rokka* and Johanna Moisander 

Abstract 

The aim of this paper is to investigate how web-based online communities bring about new forms of environmental 

dialogue. We suggest that these online sites play an important role in setting the stage for new forms of cultural 

production, dissemination of environmental knowledge, and environmental dialogue, through which particular forms of 

ecological citizenship and consumer culture are being created and sustained. Based on an empirical study of an online 

community of ‘global travelers’ carried out using netnographic methods, the study shows how environmental knowledge 

is being disseminated, negotiated and made sense of in the online environments of the global marketplace. Our findings 

illustrate, in particular, how online communities may work out an agenda for sustainable consumption practices and 

lifestyles, and create new forms of consumer-citizenship. Regarding the environmental policy implications of our study, 

we argue that there is a need to facilitate the creation of online environments where consumers can participate in the 

construction of active consumer-citizenship. 

Keywords 

Consumer culture; ecological citizenship; netnography; online communities; sustainable tourism 

Introduction 

In green political thought and environmental policy –oriented consumer research, many of the 

traditional market-based and liberal democratic political solutions to sustainable development have 

been recently problematized. Policy initiatives that deploy fiscal measures to encourage consumers 

to choose ecologically sound alternatives in the markets have been criticized for not inducing deep 

enough changes in consumer attitudes, social value systems and other institutional structures that 

would result in a significant shift towards more sustainable consumer culture/society (Dobson and 
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Valencia Sáiz, 2005; Dolan, 2002; Moisander, 2007; Valencia Sáiz, 2005; Seyfang, 2005). Moreover, 

since environmental problems such as the consequences of travel and tourism are essentially global 

in nature, it is argued, sustainable development calls for new transnational political solutions that do 

not rely on the centrality of the nation state as the core of political community and citizenship 

(Dobson, 2003; Valencia Sáiz, 2005). Hence, increasing attention is focused on the new roles that 

civil society could play in achieving green political objectives and the need for more participatory, 

grass-roots solutions and initiatives that are based on the active role of consumers as political 

citizens has been emphasized (Auld, 2001; Casimir and Dutilh, 2003; Collins, 2004). 

In this paper, we draw from recent theoretical discussions of ecological citizenship (Dobson, 2000; 

2003; Dobson and Valencia Sáiz, 2005; Valencia Sáiz, 2005; Seyfang, 2005) to explore the new roles 

that consumers may play as political agents in the global marketplace. More specifically, our aim is to 

investigate the ways in which web-based consumer communities may bring about new forms of 

environmental dialogue and create a political space where consumers can participate in the 

construction of active consumer-citizenship for sustainable development. 

Our analysis unfolds by elaborating on ‘ethical’ ecological consumption practices in the context of 

travel and tourism which have gained a growing interest among consumers, marketers, and 

researchers (e.g. Butcher, 2003; 2008; Dolnicar et al., 2008). Taken that the global environmental and 

cultural consequences of travel are of immense importance,1 it provides a fruitful perspective on 

exploring ecological citizenship. For example, the previous academic literature has identified new, 

alternative forms of travel such as ‘ecotourism’ (Ziffer, 1989; Fennell, 2003), ‘new moral tourism’ 

(Butcher, 2003), or ‘justice tourism’ (Higgins-Desbiolles, 2008) which give rise to individual forms of 

‘life politics’ embedded and manifested in contemporary consumer lifestyles (Butcher, 2008). In this 

view, it is via consumption – not political parties – that people have come to voice their interests 

and demands for a more sustainable and just global order. 

By means of a case study of global web-based consumer community, where keen travelers look for 

information, share their experiences, and meet their kind, we illustrate how a sense of political 

community is created around an ‘imagined community’ (Anderson, 1984) of global ecological 

                                                

1 It is estimated that today some 700 million people are traveling internationally per year for no other reason than leisure, 

and by 2020, there will be close to 1.6 billion international tourists (Butcher, Jim, 2003, p. 6). 
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citizens in the discussion forums of the website. Our study suggests that online communities may 

play an important role in setting the stage for new collective forms of cultural production and 

environmental dialogue, through which particular forms of ecological citizenship and consumer 

culture can be created and sustained. Our findings illustrate, in particular, how web-based consumer 

communities may work out an agenda for sustainable consumption practices and lifestyles and create 

new forms of consumer-citizenship. 

Overall, our aim is to contribute to a better understanding of the notion of ecological citizenship by 

illustrating and elaborating on the ways in which the roles, responsibilities and duties of ecological 

consumer-citizen are actively negotiated in online environments and how a sense of global political 

community may be created through environmental dialogue in online environments. In the sections 

that follow, we first take a cultural perspective (Arnould and Thompson, 2005; Moisander and 

Valtonen, 2006) to ecological citizenship as the interpretive framework that guides our analysis. 

Then we illustrate the ways in which members of a web-based consumer community of global 

travelers engage in an environmental dialogue and create an imagined community of ecologically 

concerned global citizens, which serves as a symbolic site for consumer participation and political 

engagement in the private sphere.  We conclude by suggesting some ways of supporting this 

dialogue so as to assist ecological citizenship in becoming a more formidable political force in the 

global economy. 

Theoretical Background 

Ecologi ca l  c i t izenship and environmental  pol i t i c s  

The recent years have seen a rapprochement of environmental politics, citizenship and consumer 

culture, symbolized by the concept of ‘ecological citizenship’ (Dobson, 2003; Valencia Sáiz, 2005; 

Seyfang, 2005). While this form of citizenship is still somewhat undervalued as a theoretical or 

practical concept in environmental policy (Dobson, 2003), there exists a lengthy tradition of work 

related to the social and political dimensions of consumption during the past three decades (see 

Uusitalo, 2005; Trentmann, 2007). 

Several challenges for environmental policy have been outlined. Globalization, in particular, has 

influenced and shaped our understandings about environmental problems: First, it is evident that as 

a result of global commerce and consumption environmental problems (e.g. global warming) and 

their effects are global rather than local or national. This fundamental challenge to environmental 
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politics suggests different, global approaches into defining social problems and their political 

solutions (e.g. Dobson, 2003; Valencia Sáiz, 2005). Second, it is argued that globalization may 

benefit local-global relationship and contribute to the realization of sustainable society – as 

nowadays it is possible to ‘think and act globally and locally at the same time’ (Valencia Sáiz, 2005; 

Thompson and Coskuner-Balli, 2007). Although important work on the idea of environmental or 

ecological citizenship has been done over the last ten years (e.g. Steward, 1991; Delanty, 1997; Barry, 

1999), more systematic development of the concept has recently been carried out by Andrew 

Dobson (2000; 2003). 

Dobson (2003) elegantly shows how ecological citizenship can be derived from ecological political 

theory. He traces ecological citizenship from the traditional and contemporary conceptual 

architectures of citizenship, especially those of liberal and civic-republican. In much of the existing 

work, the ecological citizen is depicted mainly as rights-claiming and responsibility exercising 

subject, who occupies the public sphere, and takes the nation-state as the political ‘container’ of 

citizenship. Dobson (2003) stresses, however, that ecological citizenship needs to be distinguished as 

an independent and novel concept. 

Rather than viewing citizenship as contractual and restrained to national membership, and hence 

geographical territory, Dobson (2003) contends that ecological citizenship is a type of ‘post-

cosmopolitan’, de-territorialized citizenship. This means that from the ecological point of view it is 

required that citizenship is closely related to global ‘ecological footprints’ and justice in terms of 

governing the size of these footprints. Therefore, it is argued that ecological citizenship entails also 

non-contractual, ‘feminine’ virtues, such as compassion and care, and that they operate to a large 

degree in the private as well as the public arenas. Dobson defines ecological citizenship in the 

context of environmental sustainability as “both an example of post-cosmopolitan citizenship and a 

particular interpretation of it”. It possesses all the basic features of post-cosmopolitan citizenship, 

such as its stress on responsibilities rather than rights and its determination to regard these 

responsibilities as non-reciprocal rather than contractual, and thus stands in contrast with both 

liberal and civic republican articulations in its sense that these virtues need to be drawn from the 

private as well as public arenas (Ibid., 139). 

While Dobson’s (2003) theoretizations open up novel ideas about how to think about sustainability 

and ecological citizenship it leaves room for doubt around a number of questions. His solution relies 

heavily on the role of public formal education system as the prime ‘teacher’ and encouragement of 
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ecological citizenship. We argue, however, that Dobson does not focus adequate attention on the 

possible active roles of consumer-citizens, which is problematic for supporting the ‘post-

cosmopolitan citizenship’. In addition, Dobson’s theorizing unveils practically without any empirical 

evidence. In this paper our aim therefore is to study empirically the possible active roles of 

consumer-citizens in the construction of ecological citizenship. 

Environmental  c i t izenship as a cul tural  pract i ce  

Previous environmental consumer research is dominated by the ‘rational or utilitarian approach’, in 

which consumers are viewed merely as maximizers of individual value/utility in their consumption 

choices (Moisander, 2000; Uusitalo, 2005; Rokka and Uusitalo, 2008). In much of this literature, 

emphasis has been laid on consumer rights and responsibilities (of both consumers and companies) 

in consumer policy. Similarly, to date, research on environment-friendly travelers and tourists has 

tended to rely on survey methods and environmental attitude models (Budeanu, 2007; Dolnicar et al., 

2008). However, such a perspective lacks the ability to take into account the social-cultural and 

communal aspects of consumer culture through which consumer behavior can be explained. Next, 

we draw from cultural consumer research (Arnould and Thompson, 2005; Moisander and Valtonen, 

2006) to see what opportunities it may open up for ecological citizenship. 

From this perspective, ecological citizenship can be conceived as a ‘cultural practice’ through which 

people make sense of reality and themselves. We therefore take that ecological citizenship is 

something that is constantly under construction, and is negotiated in both political as well as private 

arenas. Although culture can be defined in numerous ways, we regard culture as a complex system 

which includes culturally shared and standardized discourses (or cultural discourses) and the 

everyday discursive, social and material practices (everyday practices) through which meaning and 

cultural artifacts are produced, and through which people express themselves, interpret each other 

and make sense of their everyday, social life (Moisander and Valtonen, 2006, 8). These everyday 

cultural practices and cultural discourses are constantly produced, transformed and contested in 

social interaction. 

So what does ecological citizenship as a cultural practice mean? We propose it is a practice of giving 

meaning to and making sense of the rapidly changing world and environmental problems as well as 

of one’s role in sustainable development. It is a cultural identity that is maintained and made sense 

of through particular ways of thinking about and acting upon environmental problems. In this sense, 

ecological citizenship entails and enables action and thinking: it is through socially instituted 
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practices that people manage their life and make it meaningful. These social practices put aside the 

individual and ‘rational’ subject in the sense that they direct attention to the socially shared norms, 

values, ideas and meanings that people use to make sense of their socially and culturally particular 

ways of life, including consumption behaviors. 

In the subsequent analysis of our empirical case we briefly re-examine and illustrate this communal 

and social aspect of ecological citizenship in the contemporary marketplace. Studying the ecological 

citizenship as a cultural and socially instituted practice and by drawing on recent work on the so 

called “new” web-based communities of consumption (e.g. Cova, 1997; Kozinets, 1997; 2002; Cova 

and Cova, 2002; Cova, Kozinets and Shankar, 2006), we wish to problematize the taken-for-granted 

views of ecological citizenship and to offer new perspectives on environmental policy. 

More specifically, we illustrate how a global online community of travelers builds a form of 

transnational political community, by creating and sustaining what Anderson (1984) calls an 

“imagined community”. Drawing on this anthropological understanding of a community, it is a 

particularly useful way to describe and analyze complex communities. Anderson suggests, it allows 

us to think about the communities not the way they should be distinguished, either false or genuine, 

“but the style in which they are imagined” by the members of the community (Ibid., 6). In this 

definition, communities are viewed as socio-historical constructs and cultural artifacts of particular 

kind. We argue that the concept of imagined community can also help us to better understand the 

nature of the global traveler community where the ecological citizenship is being negotiated. 

Ecological citizenship as a membership of transnational imagined 

community 

Research des ign 

To illustrate our argument, we report findings from an empirical study that focuses on a global 

online community of travelers. We present it as a case of the new forms environmental dialogue that 

is currently taking place in online environments. The web-based community that we analyze can be 

described as a social network or tribe of consumers who engage in online interaction via computer 

networks (Kozinets, 1997). These consumer networks are commonly described as rather weakly 

bound, de-territorialized, and ephemeral communities in which consumers participate in discussions 

that take place in discussion forums and chat rooms of web-sites around emotionally shared 
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interests and experiences (Cova, 1997; Cova and Cova, 2002; Kozinets, 2002). These communities 

are distinguished by their members’ shared lifestyles and tastes, sense of belonging and collective 

consciousness, common rituals and practices, emotional links, and even shared moral responsibilities 

(e.g. Muniz and O’Guinn, 2001). 

The online community we studied is designed to help dedicated travelers in planning their trips, 

sharing travel experiences in forums or blogs, and to offer a comfortable means of booking trips and 

accommodation. The community consists of 139,906 registered users from 244 different countries, 

with diverse personal backgrounds in terms of gender, age, professional skills, and travel experience. 

Typical community members can be characterized as dedicated, enthusiastic, and experienced 

lifestyle travelers who also express their concern for the negative consequences of ever growing 

tourism. Our investigation of the most active members indicates that this group is also fairly 

heterogeneous in terms of their backgrounds: students, internet-workers, low-budget travelers, 

managers, elderly, and retired people – a diverse group of ‘digitally literate’ consumers. The 

community site has been fairly active for seven years, the members having posted a total of 280,169 

forum entries across 45,914 forum threads, and the rate of new users signing up per day was 

approximately about 160 users. 

We analyzed the online community by means of netnographic methods. Netnography is a variation 

of ethnographic research strategy developed for the study of online cultures, originally proposed by 

Robert Kozinets (1997; 1998; 2002). It may be described as a “written account of on-line 

cyberculture, informed by the methods of cultural anthropology” where cyberculture refers to 

culture that is mediated by online communications technology (Kozinets, 1997, 470). The aim of the 

researcher in this approach is to gain an ‘insider’s perspective’ – faithful to the perspectives of the 

participants – in the online field site he or she is studying (Moisander and Valtonen 2006, 51). 

Although netnography has gained a lot of popularity in the field of marketing- and consumer 

research, hitherto, it has seldom been applied in environmental research. Netnography is used in this 

study because it opens up new possibilities for studying environmental consumption practices. 

Our analysis was carried out first by examining the community and its members: how they 

represented themselves in the discussion forums, blogs and individual websites. In analyzing the 

data, we focused on the “words, concepts, ideas, images, classifications, norms, values, role 

expectations and signifying practices that are used to refer to and represent knowledge about 

objects, people and events of all sort” (Moisander and Valtonen, 2006, 194). Accordingly, with the 
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cultural approach taken in this study, we analyzed empirical materials (discussions in the online 

forums) as cultural texts which provide access to the cultural forms and understandings through 

which people make sense of their world.  

Our primary data set consisted of naturally occurring textual data obtained from the online 

discussion site of the community. It was gathered and downloaded from the community forums and 

discussion sites to understand the essence of the community: what is the community all about, how 

is it represented in texts and images. As the community included members from all over the globe, it 

provided an excellent opportunity to study how environmental dialogue and ecological-citizenship 

are produced and negotiated in a transnational context. 

We focused our empirical analysis, especially, on the discussion areas where the members of the 

community engaged in collective exchange of experiences, interpretations and outlooks on travel, 

lifestyle, politics, ethics and everyday life – in other words, in building an “imaged community” for 

themselves (Anderson, 1984). We centered our attention to the different ways through which 

ecological-citizenship was negotiated and contested in the environmental dialogue that took place in 

the course of the discussion. We stopped analyzing further data when we reached a saturation point, 

i.e. when the gathering and analyzing of new materials did not produce any significantly new 

insights. Next we report the analysis of 36 threads representative of the community’s environmental 

dialogue and ecological consumption practices. 

“Imagined community” o f  g lobal  trave lers  

“…To travel means to meet other people, experience their cultures and to make, but also to keep 
good friends. By bringing more people together - albeit before, during or after travelling - we will 
create more understanding for different cultures and countries and ultimately a better world for 
everyone to travel in.” (Traveler community principles) 

As the extract above illustrates, the online site creates travelers an important virtual space and means 

of engaging in discussions about their travel experiences and other aspects of life. The discussion 

forums, postings and individual web-sites, texts and images, form a constellation of cultural 

meanings, values, and artifacts from which the sense of the community can be traced back. It is 

through these numerous strips of stories, images, and signifying practices, that the global community 

is formed. 

From our perspective, the community creates and maintains also a political space through the 

creation of an imagined community (Anderson, 1984), which is played out in and enabled by 
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computer-networks. First, the traveler community is imagined in the sense that in the discussions 

and images shared by the members the lines between ‘fact’ and ‘fiction’ may be blurred. The further 

away the computer-mediated images and landscapes of the world are from the direct experiences of 

people’s everyday life, the more likely they are to construct their own ‘imagined worlds’ (Appadurai, 

1996), which may well be visionary, aspirational, and at least partly fictional or fantastic. However, 

such ‘imagined worlds’ are also very real; they are constantly being produced and documented by 

people in different forms of practices, texts and images, and eventually circulated in the media. 

There is also a constant ‘battle of imagination’ (Appadurai 1990, 304) which is driven by global 

disjuctures between different landscapes, which are not stable but irregular and fluid, constituted, for 

example, in the on-going interplay between the marketplace actors. 

Second, this imagined community makes visible to us the ways in which the tremendous complexity 

at hand – such as the ecological, cultural, and technological developments – is being made sense of 

by common people. They gather together strips of facts, experiences, opinions, and myths about 

how they live their lives, and make statements about how they should live. In a way, they help the 

community to tackle the overwhelming issues of global economy they are faced with, by offering 

explanations and materials to identity negotiation. The discussions, hence, provide particular kinds 

of cultural scripts of reality, sometimes even in forms of statistical reports available in the net, to 

build up the imagined worlds. 

Third, the community that we analyze is necessarily imagined because there is no possibility for the 

members to meet each other face-to-face. Anderson (1984, 6) describes that the members of an 

imagined community will almost never know, meet or even hear of their fellow-members but in the 

minds of each member lives an image of their communion. This is also the case with the traveler 

community with members from all over the world. Hence, the nature of the community becomes 

best described by conceptual rather than physical boundaries as the network of members becomes 

increasingly ephemeral, de-territorialized, and virtual (Cova and Cova, 2002). For this reason, 

Anderson (1984) emphasizes how the role of media is an important resource for constructing the 

imagined community – which is also true in our example. 

Given the technological possibilities of online social networking, consumers may now stay in contact 

in ways before unimaginable, creating new forms of community (Kozinets, 2002). Constantly on the 

move around the globe, and instantly messaging to each other through computer-mediated 

networks, the traveler community brings about a multitude of landscapes of encounters and 
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experiences, creating a virtual transnational and multicultural setting of a particular kind. By means 

of the members’ interaction, and the transnational dialogue they produce, the travelers not only 

educate each other in planning and preparing for trips but also help others to deal with various 

problems and dilemmas. As someone on the forums put it: 

Travel is the great educator and moderator of life. It tends to put issues and people in perspective 
and to defuse difficulties between nations. Travel as often and as far as you can. Lessons will be 
learned that are otherwise unattainable… [16th Aug '06, 12:53] 

In the following section, we briefly illustrate how environmental knowledge is disseminated in the 

community and how ecological citizenship is negotiated through environmental dialogue. 

Environmental  dialogue and negot iat ion o f  e co log i ca l  c i t izenship 

As the members of the traveler community are globally mobile and thus have broad experience of 

international environments and multicultural settings, they feel at home wherever they go, moving 

comfortably within the standards of several cultures. But being faced with the ever growing mass 

tourism and its visible consequences, including waste, pollution, and climate change, the community 

struggles in front of numerous ethical dilemmas and pragmatic inconveniencies in trying to make 

sense of its consumption practices and lifestyles. 

I definitely am torn. On the one hand, travelling is a passion and something that would not be easy to 
give up. On the other hand though, I'm convinced we all need to take steps to minimise our 
environmental impact and it's hard to go past one of the largest single contributions we make 
privately, which is recreational travel. My personal response is to do all I can to minimise my 
impact… [31st Dec '06, 02:15] 

In their discussions, the travelers distribute environmental knowledge, sharing personal views and 

information about “facts”, statistics and policies concerning the environment. In doing so they 

sometimes present thought provoking and knowledgeable insights, such as the following posting: 

Today I heard on the news that the EU transport ministers are close to reaching an agreement with 
the US about far-reaching liberalisation of the transatlantic sky routes, which is expected to result in 
"a 30% increase of transatlantic commercial air traffic". […] air travellers themselves are now more 
responsible than ever to care for the environmental consequences of their ultra-mobility. What do 
you think? [22nd Mar '07, 05:28] 

The community also discusses the negative environmental consequences mass tourism and mass 

consumption in general. Faced with complex environmental problems, cultural degradation, poverty, 

and inequality the community tries to find appropriate ways of dealing with them through a 

dialogue, in which the roles and responsibilities of travelers are shaped. In this respect, the online 

dialogue reflects Butcher’s (2003) depiction of the ‘new moral tourist’ who expresses altruistic 
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motives by seeking to experience and sustain cultural and environmental difference, and by voicing 

critical views on modern ‘progress’ of society. For instance, the prevalent ways in which the 

“ecologically conscious” travel should be conceived is contested in the environmental dialogue of 

the community, as the following quote illustrates: 

Yes, I too fly occasionally, and yes, my ecological footprint is way too large, too. However, I sincerely 
try to limit my flights (I cross the oceans roughly once a year), don't fly intracontinentally at all, and 
try to 'compensate' for the burden I exert on the environment by making other people aware, 
volunteering in a number of environmental initiatives, etc. Of course I am not saying that no-one 
should fly, even though that would be a most effective way to reduce the emission of greenhouse 
gasses. I merely want the travelling community to think about the way they move around, and not 
just consider the world your own cultural snackbar that you can go to, eat at, pay and leave behind 
your rubbish, so to speak. And that doesn't just apply to the environmental impact of travellers' 
behaviour, but also to cultural and economical effects. [7th Jun '06, 02:06] 

In this way the members of the community seek and negotiate responsible ways of traveling, looking 

into the issue from various perspectives, and giving multiple meanings to sustainability and 

‘sustainable lifestyle’. This necessarily involves more than simple rules of thumb, rights, or duties. 

Emotional and virtuous responses can be found throughout the discussions; also more ‘feminine’ 

type of virtues, such as compassion and care (Dobson, 2003) seem to characterize the traveler 

community: 

Just look at the amount of experiences, stories and information that is shared between fellow 
travellers around the globe. Through this forum alone, we gain a greater understanding of different 
cultures and experiences that everybody has gained through travelling. My conclusion - sharing is 
caring and travelling, if done appropriately, is not selfish. [17th Jun '06, 04:28] 

In their discussions, the community depicts an environmentally concerned traveler who is torn 

between the positive experiences gained through travel and the negative effects they have on the 

environment and local cultures. Through dialogue, the community seeks alternative solutions to the 

common ethical dilemmas such as the harmful effects of flying: 

It's a tough question. I think cutting down on flying is the only real solution. […] At the very least, 
offsetting your trip is a good thing to do. [10th Mar '07, 02:07] 

In the discussions, many of the received ways of thinking about sustainability become problematized 

and also politicized. For example, similar to other critiques directed towards environmentally 

sensitive and socially responsible tourism (e.g. Butcher 2003; 2008; Mowforth and Munt 1998), the 

community members are often skeptical about the ‘ecosell’ and ‘green-washing’ of tourism, or 

‘ethical add-ons’ commonly fashioned by the marketers. The online community thus functions as a 

site for open debate and dialogue, as the comment below illustrates: 
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Everybody now is into eco-tourism, be it state forest departments, state tourism development 
corporations, state forest development corporations, state industrial development corporations, tour 
operators, the hospitality industry, big and bigger business houses, NGOs, local communities, foreign 
consultants, research and academic institutions ... everybody is in the fray. Everybody seems to 
believe that eco-tourism is a magic wand that will help them get that piece of cake. […] So, rather 
than changing what you are doing, the solution has been to simply change what you call it. Not 
tourism, but eco-tourism! [22nd Apr '06, 07:23] 

To conclude, through this the transformative dialogue on the role of consumers in sustainable 

development the community gradually becomes a kind of virtual political space, and creates a 

‘container’ for the sort of citizenship that can be practiced and exercised in the private sphere. And 

the community serves as a ‘teacher’ of this form of ecological citizenship: 

To be honest, I think that some of the benefits of travel outweigh some of the harmful effects. I 
agree that travelling is severely detrimental to our environment, but I think that the social awareness 
it can bring outweighs that.  Travel is usually selfish, but it can also help develop people who are less 
selfish. Most people I see trying to help out less privileged people in other countries have had to 
travel to be aware of the problems in the first place. Watching it on TV simply doesn't have the same 
effect. [Peter, 6th Jun '06, 21:14] 

As summarized in Figure 1, through discussion and dialogue the web-based consumer community of 

global travelers offers its members a variety of narratives, repertoires of images, and cultural models 

for making sense of environmental problems. It also helps them to invent and identify appropriate 

political and practical roles for themselves as consumers in the pursuit of sustainable development. 

The environmental dialogue carried out at the website creates and maintains the community and 

enables its members to form affective ties with each other, which is needed for shared cultural 

meanings — and resources — to emerge. Out of this dialogue a notion of ecological citizenship as a 

socially instituted practice emerges. As a cultural practice, this form of ecological citizenship is 

closely linked with socially accepted norms, meanings and values, or rules that define the appropriate 

and understandable ways to behave and act in particular situations and contexts. 
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Figure 1 Framework for environmental dialogue in online communities 

Discussion 

In this paper, our aim has been to shed light onto the role of web-based consumer communities as 

sites of cultural production and political participation. We argue that computer-mediated social 

networks may empower people to build the sort of “imagined communities” that are needed to 

invent and create sustainable forms of cultural identity for consumers as ecological citizens. 

Moreover, our analysis highlights the important role of community and consumer participation in 

the private sphere in the construction of sustainable consumer cultures. Although the previous 

theoretical work (Dobson, 2003; Valencia Sáiz, 2005) has argued that the political space for 

ecological citizenship is not the state or the municipal, the private sphere as a political, ideological 

and participatory space has received only little attention. Therefore, we propose that in addition to 

formal public education and more traditional governmental policies active consumer-citizenship be 

facilitated and encouraged, for example through computer-mediated social networks, to assist 

sustainable development. 

Theoretically our study contributes to discussions of (1) ecological citizenship, (2) production of 

global, online consumer cultures, (3) tribal aspects of sustainable consumerism, and (4) the 

application of netnographic methods in environmental research. Drawing on cultural consumer 

research, we suggest that ecological citizenship be regarded as a cultural practice through which 

people give meaning to and make sense of their roles in sustainable development. It is a cultural 

practice in the sense that it is constantly under construction and negotiation through cultural 
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dialogue in the political community it entails. We argue that such cultural practices and resources 

influence environmental consumer behaviors by opening up the possibilities for intelligible action, 

through enabling and constraining culturally accepted behaviors. This perspective directs attention 

away from the idea that ecological citizenship can be encouraged simply through financial rewards, 

environmental labeling, or formal education. Our findings would also seem to suggest that a better 

understanding of the tribal and communal aspects of consumption, accentuated by the social online 

media, is important for promoting environmental consumerism and ecological citizenship. 

In part, our findings also problematize Butcher’s (2008) conceptualization of ecotourism as ‘life 

politics’ which emphasizes the more individualistic forms of politics “within which the ethical 

consumption is prominent” (Butcher, 2008, 317). In contrast, we suggest that the site of politics can 

have new collective or tribal forms as a part of which consumer lifestyles or citizenship emerges. 

Such collective forms as web-based communities may also open up new possibilities for bringing 

about change through policy making. As an example, we suggest that environmental research may 

benefit from the application of netnographic methods (Kozinets, 2002) for better understanding 

environmental consumption practices. 

While promoting ecological citizenship is undoubtedly a highly challenging task, owing to the 

tremendous complexity of ecologically sound consumption (Moisander, 2007; Rokka and Uusitalo, 

2008), our study reports some evidence of the possibilities of creating more active forms of 

ecologically oriented consumer-citizenship. More empirical research, however, is required on the 

processes of participation, empowerment, and social involvement that facilitate the construction and 

development of ecological citizenship. 
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Videography in consumer research: visions for a method 

on the rise 

Kristine de Valck, Joonas Rokka and Joel Hietanen 

Abstract 

Consumer researchers increasingly adopt the method of videography to study consumers and markets. In this paper we 

discuss how theory and practice in documentary film and visual ethnography may strengthen the use of this method. We 

test our insights on a videography about the paintball marketplace culture. 

Introduction 

“A picture is worth a thousand words”; this old adage has lost nothing of its resonance in today’s 

world that is increasingly dominated by visual messages and media. We can choose among hundreds 

of television channels, thousands of videos, DVDs, and computer games, millions of YouTube 

movies. We have embraced the cameraphone and multimedia messaging. We have adopted 

videoconferencing and created avatars in 3D virtual worlds. We have bought digital cameras, 

camcorders, and editing equipment to capture our lives and to illustrate our blogs, MySpace or 

Facebook pages.  In short, we live in a highly visual culture in which we are not only consumers, but 

also avid producers of images. 

Images have an immense power to grab attention and evoke emotions. Marketers have long known 

so; this is why there is a multibillion euro advertising industry. In politics, image has become 

everything: politicians work as much on their media profiles as on their policies. Also educators use 

images to captivate their audiences; this is why text books come with DVDs. And in business, 

PowerPoint presentations are more and more sophisticated. Images are easier to remember and 

recognize, images speak a universal language, and images can convey things that are hard to capture 

in words. 

Although images have permeated all facets of our communication practices, there seems to be one 

bastion left that is practically devoid of images: academia. Academic articles and presentations rely 

on the written and spoken word to expose and explain. Images, in the form of figures, tables, and 

graphs, are mere illustrations of theories or data. Despite their importance in communicating and 
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understanding findings, images take up an inferior position compared with the written text. In article 

submissions, the text comes first, while images are put at the very end, almost as an afterthought. 

However, in recent years a small, audiovisual revolution has been unleashed in the field of 

interpretive consumer research with the rise of the method of videography (e.g., Belk and Kozinets 

2005a, Borghini, Carù and Cova 2009; Martin, Schouten and McAlexander 2006). It consists of 

using audiovisual methods not only to register details of one’s field site, but also to analyse and 

present findings. As a result, there is a growing number of video productions that, alone or 

accompanied by written materials, serve as academic texts meant to further our understanding of 

consumers, tribes, markets, and culture. 

The ardent advocates of the method, Russell Belk and Robert Kozinets, have underlined the 

importance of videography as a communication tool by pointing out that visual expectations in 

today’s image economy have never been higher (Belk 2006, Kozinets and Belk 2006); “whether we 

are consumers, managers, researchers, or teachers, those of us who ignore the visual image and think 

only in terms of written words and numbers, do so at our peril” (Belk 2006, p. 194). Indeed, video 

has become an assumed requirement, both in the boardroom, as well as the classroom. Sunderland 

(2006) describes how corporate clients of ethnographic research increasingly demand video, besides, 

or even instead of written reports. Thus, many consumer research firms and corporate research 

departments now have professional videographers on their payrolls. Likewise, in our course 

evaluations, students consistently ask for “more videos”, considering traditional lecture-style classes 

without moving illustrations as “boring”. 

The problem with this demand for videographic work is that its status as a source of academic 

knowledge is still disputed (Kozinets and Belk 2006). Rather than a demand for insightful and 

intelligent audiovisual texts, the request for videographies, therefore, seems to be a demand for 

entertainment. As Sunderland (2006, p. 375) poignantly describes: “when we switch to the moving 

imagery of video, assembled audiences may not only smile and sit back in their chairs, but also seize 

upon those moments as the time when they can stop paying attention to the presentation”. This 

behavior is prominent among managers and students alike. Similarly, a visit to the film festival 

during the Association for Consumer Research conferences oftentimes serves as a welcome break 

from attending the “more serious” paper presentations. 

Various researchers have addressed the doubtful status of the (audio-) visual in the academic 

tradition, and they have suggested ways to improve it (e.g., Belk 2006, Heisley 2001, Kozinets and 
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Belk 2006, Moisander and Valtonen 2006, Oswald 2003, Peñaloza and Cayla 2006, Sunderland 

2006). In this paper, we join their ranks to build a case for videography as a rigorous academic 

method to study culture. We do so by critically examining two research disciplines outside consumer 

research in which audiovisual (re)presentation and analyses are primary ingredients, i.e., documentary 

filmmaking and visual anthropology. Our goal is to investigate the set of beliefs, assumptions, and 

practices that guide audiovisual registration, analysis, and presentation in these respective research 

disciplines, and to discuss how this may inform the method of videography in the field of consumer 

research. In order to complete the audiovisual revolution, videographies need to be taken as serious 

as articles and conventional presentations by our fellow researchers, our students, and our clients. 

The aim of this paper is to help the videographic method, and the researchers using the method, 

gain the necessary credibility. 

This paper is built up as follows. First, we discuss the status quo of videography in consumer 

research. Then, we present insights from documentary film theory and visual ethnography. In 

particular, for each of these research disciplines, we discuss their paradigmatic stance on the 

relationship between the audiovisual text and reality versus theory, the relationship between the 

audiovisual text and the spoken and written word, and the roles of the filmmaker and viewer in the 

creation and reception of the audiovisual text. Finally, to move our investigation beyond a 

theoretical level, we apply our insights to an ethnographic study where videographic materials were 

collected to examine consumer tribes gathered around the extreme sport of paintball. 

Videography in consumer research 

Despite the fact that the first videographic research already dates back to the consumer behavior 

Odyssey in 1986 (Wallendorf and Belk 1987), it is only since a couple of years that the method has 

gained traction among interpretive consumers researchers. Undoubtedly, the rising popularity of 

videography is largely due to the efforts of Russell W. Belk and Robert V. Kozinets, who have 

initiated the Film Festivals at the Association for Consumer Research conferences, and who served 

as guest editors of two special DVD issues of the journal Consumption, Markets & Culture (2005b, 

2007) dedicated to videographies. Besides their involvement in creating outlets for videographic 

work, Belk and Kozinets have also played an important role in educating interested fellow 

researchers about the method. They have organized several hands-on videography workshops, and 
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they have propagated the method in various journal articles and book chapters (Belk 2006, Belk and 

Kozinets 2004, 2005a, 2005b, 2005c, 2007, Kozinets and Belk 2006). 

As advocates of the method, Belk and Kozinets have put a lot of emphasis on discussing the rise 

and relevance of audiovisual research techniques. In this respect, they point to the importance of the 

audiovisual in consumer experiences. Deliberating consumption choices; browsing and purchasing 

products in stores, markets, and malls; consuming, using, and disposing products; and discussing 

purchases and service experiences with others; all these actions go hand in hand with colors, shapes, 

noises, motions, and sounds of people and things in interaction. As Kozinets and Belk state (2006, 

p. 335): 

“Consumer culture is bright and noisy. […] However, consumer researchers have tended to 
downplay or ignore the importance of visual and audio literacy in their own works, and thus to 
under-represent the lived visual and auditory aspects of the experience of living within a consumer 
culture. This is a loss not only in terms of representing the world of consumers, but also in terms of 
conveying the vision and melodies that comprise the researcher’s potential contribution”. 

The visual tradition in consumer research consists in the first place of using visuals as stimuli to elicit 

responses from those who we study (cf. Belk 2006, Peñaloza and Cayla 2006). In experimental 

settings, images are used to visualize advertisements, packaging, logos, product-, store-, and web 

designs. In interpretive research, images are used to elaborate interview responses; an example being 

the use of the photo- and video-elicitation techniques (Heisley and Levy 1991, Sayre 2006). 

Moreover, (audio-) visual material is commonly accepted as part of the qualitative data collection 

process, especially so in the cultural and ethnographic approaches (Moisander and Valtonen 2006). 

Fieldnotes are complemented by photographs and recordings for details and richness. Similarly, 

individual and group interviews are put on audio- or videotape to capture information otherwise 

lost. However, it is only rarely that these (audio-) visual stimuli or data are included in published 

articles. The visual is, thus, mostly used as input data to generate another type of output data (cf. 

Peñaloza and Cayla 2006). 

What are the hurdles we need to overcome to make the visual tradition stronger? Many consumer 

researchers would agree with Kozinets and Belk that the audiovisual allows us to go beyond what 

consumers think and tell to include what they say and do. This is important if we care about 

understanding consumer behavior holistically. Many would also agree that showing what they say 

and do is more informative and powerful than describing it. Nevertheless, many academics (still) 

resist the visual. Deborah Heisley (2001, p. 46) listed seven reasons that nicely summarize why this is 

the case: (1) researchers feel visual work may be seen as less serious by the academy, (2) visual 
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interpretation is “open”. This loss of control can feel uncomfortable and threatening for a 

researcher, (3) consumer researchers may lack familiarity with high-quality video products, (4) 

researchers are influenced by the general population’s bias toward viewing the written word as being 

more intellectual than the visual, (5) there is no peer review process in place to legitimize the work, 

(6) the work is not included in traditional journals, so it does not benefit from the signaling of 

quality that a respected journal can confer, (7) it is a lot of work. 

In recent years, Belk and Kozinets have worked hard to take away some of these hurdles. To 

increase familiarity with the method of videography, they have addressed how (audio)-visual 

techniques can be used to collect, interpret, and present data. Specifically, Kozinets and Belk (2006) 

have pointed out how much easier and cheaper it has become to produce high-quality videos due to 

constant upgrading of recording, editing, and distributing equipment. Producing videographies is still 

a lot of work, but so is producing articles. Today’s video technology is so advanced that anyone can 

master the necessary skills to produce a video relatively easily on his own without the need of 

employing a large technical crew. To educate consumer researchers about the options and formats 

that they can choose to incorporate videography in their work, Kozinets and Belk (2006) have 

described six different types of videography, i.e., (1) videotaped interview, (2) observational 

videography, (3) autovideography, (4) collaborative videography, (5) retrospective videography, and 

(6) impressionistic videography. However, they are quick to state that these six formats are neither 

mutually exclusive, nor exhaustive. 

Belk and Kozinets have also taken major steps in developing a peer review process for 

videographies. In various writings, they have advocated evaluation criteria to judge the quality of 

videographic work (Belk and Kozinets 2007, Kozinets and Belk 2006), pointedly summarized by the 

Four Ts of topical, theoretical, theatrical, and technical standards. Consumer or marketing 

videographies need to center on a topic that is of interest to consumer research (excluding, for 

example, political and social explorations with no consumption context), and they need to make a 

contribution to our understanding of the consumption phenomenon that it treats. Filmic 

conventions demand that the videography contains some sort of “story” with unfolding tension and 

denouement. Moreover, quality videographies are well-constructed; like articles, they need to be 

readable or “viewable”, which requires some mastery of filming and editing. Currently, these 

evaluation criteria are used to select entries to the ACR Film Festivals. With more researchers 
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exploring the method, and, thus, with a bigger pool of comparative material, it is likely that these 

evaluation criteria will evolve. 

By explaining the method, training researchers, creating outlets, and developing evaluation criteria, 

Belk and Kozinets have taken a pragmatic approach in breaking resistance to the audiovisual. 

Nevertheless, deeper, epistemological doubts about the value of images remain to be taken away. 

Compared to words, images always seem to get the negative part of modernism’s dualisms; words 

are objective, images are subjective; words can offer theoretical abstraction, images can only reflect 

reality; words convey information, images evoke entertainment; words equal science, images equal 

art (cf., Kozinets and Belk 2006, Sunderland 2006). These dualisms devalue the potential of the 

audiovisual, and hinder the acceptance of videography as a legitimate method and presentation 

format of consumer research. In our opinion, there are four key issues that need to be addressed to 

better reflect the strengths and weaknesses of audiovisual texts. 

Firstly, what is their relationship to reality versus theory? Can videographies be more than the 

compelling presentation of data? Secondly, what is their relationship to words? In this respect, 

Kozinets and Belk (2006, p. 338) raise the following important questions; 

“Should audiovisual representations be best thought of as accompaniments to written material that 
treats its research topic in a more conventional fashion? Does audiovisual material depend upon 
written material to gain credibility or acceptability? Or should it be  treated as a different and entirely 
independent medium? Do audiovisual and written works provoke different types of understanding 
and, if so, should one type of understanding be considered more valid than the other?” 

Thirdly, what is the role of the filmmaker as narrator? Kozinets and Belk remind us that 

videographies are narratives just as written texts, i.e., they are constructed documents that allow the 

researcher to inscribe meaning via editing, titles, subtitles, music, narration, etc. Moreover, they 

acknowledge that the dramatic presentation possibilities of video make videographic texts probably 

more susceptible to manipulation than the written word (2006, p. 339). To what extent should this 

manipulation be made apparent in the videography or its accompanying material? Finally, what is the 

role of the viewer? Watching a movie is different from reading an article or listening to a 

presentation. How can we overcome the habit of audiences to move into “entertainment” mode as 

soon as the lights go out and the film begins? (cf., Sunderland 2006).   

To advance our thinking about the nature and value of videography for consumer research, we now 

turn to the presentation of insights on these four issues taken from documentary film theory and 

visual ethnography. For each of these disciplines, we have selected a key publication from an 
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authoritative researcher, i.e., Representing Reality: Issues and Concepts in Documentary (1991) by Bill 

Nichols for documentary film theory, and Doing Visual Ethnography: Images, Media and Representation in 

Research (2007) by Sarah Pink for visual ethnography.1 Table 1 gives an overview of the key take-

aways from each discipline. 

Table 1 Overview of Key Insights from Documentary Film Theory and Visual Ethnography  
 
 Documentary Film Theory Visual Ethnography 

Reality versus theory Argumentation above representation Intersubjectivity and multivocality 

Relationship to words 
Words in the form of commentary take 
dominance over images, guiding their 

interpretation 

Written and filmic text co-exist and result 
in complementary, equally valuable, 

understandings 

Role of the filmmaker 
Four modes of representation: expository, 

observational, interactive, or reflexive 
One mode of representation: reflexive 

Role of the viewer 
Expectations about the role of the viewer 
vary between the modes of representation  

Viewers are expected to be reflexive 

 

Insights from documentary film theory 

What is documentary? Documentaries take shape around an informing logic which requires a 

representation, case, or argument about the historical world. Nichols uses the label ‘historical world’ 

to distinguish the documentary text from fictional texts which represent an imaginary world, 

however closely based on actual events or characters (Nichols 1991, p. 12).2 Documentaries, instead, 

address the real or lived world. To further distinguish documentaries from fictional texts, Nichols 

stresses that fictions tell stories, whereas documentaries present an argument. Documentaries 

operate in terms of problem-solving. Thus, in terms of structure, documentaries are very similar to 

research texts. Like research texts, documentaries aim to show us things in a new, fresh light, and to 

make associations between things and events that we were not aware or conscious of. However, 

                                                

1 We acknowledge the limitation of choosing a single source per discipline, and, therefore, present our insights as 

representative of the views of the respective authors rather than the entire discipline. 

2 In the rest of this section we refer only to the page number of Nichols’ 1991 book. 
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differently from research texts, most documentaries stand for or represent the views of individuals, 

groups, or agencies of individual filmmakers with the overt or hidden aim to act in their behalf. 

Researchers are expected to be independent of any agency and to act only in behalf of Knowledge. 

How, then, do documentary and videography relate, and why is it relevant to investigate 

documentary film theory for our purpose? Documentaries are firmly anchored in the lived world of 

actions and events. Videographies are specifically attractive for consumer research because of their 

ability to capture, analyze, and present multisensory lived experiences. Documentary and 

videography texts also share the objective to document and present an argument. However, as a 

research text, videography’s argument should not only be anchored in the lived world, but it should 

also be connected to a body of relevant theory. Documentary film theory has much to offer in terms 

of teaching consumer researchers how to document the lived world of consumers, and how to 

present an argument about it on the basis of images rather than words. But more than offering 

practical guidelines, documentary film theory is interesting for its long history of reflecting upon the 

practice. Many of the questions that we pose ourselves about what audiovisual texts “should be” and 

“can do”, and about the “actions” and “mind-sets” that are expected of filmmaker and viewer have 

been addressed and conceptualized by our confrères in film studies. Moreover, documentary film 

theory offers us an existing jargon to classify, evaluate, and discuss nonfictional audiovisual texts in 

terms of the styles, strategies, and structures used. In the following paragraphs, we address some of 

the concepts and terminology that seem most pertinent for videographic practice in consumer 

research.  

Relationship to reality versus theory. As we have discussed above, audiovisual material is widely accepted 

as raw data in consumer research. We acknowledge the value of (moving) images as records of 

actions that have occurred and things that have been said. Skeptics of the method of videography 

would claim that their value stops there; videographies can represent observational data, no 

theoretical abstraction. Documentary film theory refutes this idea of the filmic text as only being 

descriptive. Nichols states: “While documentary begins with the concrete representation of people 

and places, situations and events, it depends for its success far more on its ability to induce the 

viewer to derive larger lessons, broader outlooks, or more overarching concepts from the detail it 

provides” (p. 29). Thus, the documentary text represents not simply what exists in the world, but it 

presents the meaning, explanation, or interpretation that should be assigned to what exists in the 

world (p. 116). 
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A relevant topic that Nichols discusses is the extent to which indexical images provide evidence of 

the historical world. Images are considered “sticky” because they refer to things and events that exist 

and happened “for real”. Nichols argues (p. 160-161), however, that: 

“[t]his stickiness requires recognition by the viewer before if can come into play. If we lack familiarity 
with the historical events whose semblance attaches to the sounds and images we view, then these 
images lack the referential power documentary requires of them. [...] Recognition involves a sudden 
click or shift of levels as information, sensory impressions, arrange themselves into a larger gestalt. 
For example, the shift is from the recognition of a human figure to its placement as a particular 
historical figure”. 

Because research texts are expected to make a theoretical contribution, videography’s evidence 

should not only be considered authentic in light of the historical world, but it should also click with 

existing notions of theory and concepts. An often occurring practice to evoke this click is the 

insertion of still shots of article headings. But referentiality does not only depend on images, but also 

on larger textual effects. Continuous labeling may be necessary to identify the theoretical interest of 

the images that we see. This is where the relationship between images and words comes into play. 

Relationship to words. Arguments require a logic that words are able to bear far more easily than 

images. Therefore, documentary relies heavily on the spoken word in the form of commentary by 

voice-over narrators, reporters, interviewees, and other social actors. Nichols considers argument to 

be the general category for the representation of a case and subdivides this category into two major 

parts, perspective and commentary (p. 118).  

Perspective is the way in which a documentary text offers a particular point of view through its 

depiction of the world. This perspective differentiates the documentary text from ‘mere film’ or raw 

footage. It leads the viewer to infer a tacit argument. Perspective in documentary is akin to style in 

fiction film; the argument is implied by rhetorical strategies of organization that rely on 

cinematographic techniques. Combinations of images – through editing, intertitles, and the 

juxtaposition of images and sounds – can present a tacit argument, but most documentaries rely on 

commentary to convey their abstract argument. Whereas the indexicality of images provides the 

evidence, it is the commentary that guides the viewers towards those aspects of the image that are 

most important to the argument (p. 154). Thus, commentary is how a documentary offers a 

particular statement about the world or about the perspective it has tacitly presented. Commentary is 

always at a more “meta” level than perspective. It is a more overt and direct form of argumentation. 
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Because research texts contain arguments, this may also be expected of videographies. If the 

researcher chooses for an argumentative videography, the distinction between perspective and 

commentary allows her to think through the construction of the videographic text on these two 

levels. How should the argument be made by means of cinematographic techniques? What should 

be addressed in commentary? Is commentary necessary or can the argument be made with images 

and their sounds alone? 

Role of the filmmaker. The role of the filmmaker can be captured by the four essential modes of 

documentary practice: expository, observational, interactive, and reflexive. These modes represent 

different concepts of historical representation, and they vary in terms of complexity and self-

awareness.  

The expository mode takes shape around commentary directed toward the viewer (“voice of God”); 

images serve as illustration or counterpoint. The expository mode emphasizes the impression of 

objectivity and of well-sustained argument. It supports generalizations since the voice-over 

commentary can readily extrapolate from the particular instances offered by the images. Exposition 

can accommodate elements of interviews, but these tend to be subordinated to an argument offered 

by the film itself. The filmmaker’s role is that of an I-know-it-all authority, and viewers expect at the 

end of the film to have found the solution to a problem or puzzle (p. 34-38). 

The observational mode stresses the non-intervention of the filmmaker. Rather than solving a 

puzzle, the observational documentary gives an exhaustive depiction of everyday life. Editing serves 

to enhance the impression of lived or real time. In its purest form, voice-overs, music external to the 

scenes, intertitles, interviews, and reenactments are completely eschewed. The observational mode is 

empathetic, nonjudgmental, and participatory, in contrast to the authoritative posture of the 

expository mode. If affords the viewer the opportunity to look in on and overhear something of the 

lived experience of others (p. 38-43). 

Whereas observational documentary conveys the sense of an unmediated access to the world, the 

interactive mode stresses the presence of the filmmaker. Textual authority shifts from the filmmaker 

to the interviewees: their comments and responses provide the central part of the film’s argument. 

Editing operates to maintain a logical continuity between individual viewpoints, but usually without 

the benefit of an overarching commentary. The filmmaker’s felt presence leads to an emphasis on 

the act of gathering information and building knowledge (p. 44-55). 
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Finally, the reflexive mode focuses not so much on the historical world, but on the question of how 

we talk about the historical world. Reflexive documentaries are self-conscious about form and style 

(as poetry), but also about strategy, structure, conventions, expectations, and effects. Emphasis is 

not on the encounter between the filmmaker and the interviewee, as in the interactive mode, but on 

the encounter between the filmmaker and the viewer (p. 56-68). 

As an alternative to the typology of videographies offered by Kozinets and Belk (2006), these modes 

can serve as more formal classifiers of videographic work. They may help videographers to make 

informed choices about how their research topic can be best communicated to a particular audience 

by means of an audiovisual text. For example, if their videography is intended for the consumer 

research community at large, it might be wise to choose an expository mode that closely resembles 

the authoritative nature of most research texts. Likewise, if the topic requires a lot of theoretical 

framing, exposition might be necessary to get one’s point across. If the videography deals with 

behavior that is very familiar to us, like grocery shopping in a supermarket, an observational mode 

that emphasizes images over commentary might be the best way to zoom in on details and aspects 

of the shopping context that are hard to capture and analyze in written work. Finally, if the research 

question allows for it, and the researcher is willing to put herself on stage, the interactive or reflexive 

mode offer attractive alternatives to the standard analysis and presentation of disembodied, 

universalized knowledge that is published in most academic journals. 

Role of the viewer. Nichols writes: “The distinguishing mark of documentary may be less intrinsic to 

the text than a function of the assumptions and expectations brought to the process of viewing the 

text” (p. 24). What are the assumptions and expectations that characterize the viewing of 

videographies? As we have sketched above, the problem here may be very well that there is no 

particular viewing practice yet, and that audiences, therefore, rely on the viewing practice they know 

best, i.e., watching entertaining movies and television shows. Sunderland (2006) describes this 

problem in the context of the reception of corporate consumer documentaries. 

The four modes of documentary practice give some insight into the role that is expected from the 

viewer. The expository mode demands viewers’ engagement with finding a solution to the argument 

that is presented. Closure is inscribed in the text, thus, viewers just need to pay attention to what is 

shown and said. Observational documentary is much more vulnerable to the predisposition of its 

audience. Since there is no guiding commentary, viewers will assess what they see according to social 

assumptions and habitual ways of seeing, including biases that they bring to the text (p. 93). Viewers 
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or interactive documentary should expect to be witness to the historical world as represented by one 

(i.e., the filmmaker) who inhabits it and who makes that process of habitation a distinct dimension 

of the text. An extension of the shown encounters into more generalized ones must be achieved 

through viewers’ own engagement with the text rather than the text making the generalization for 

them (p. 56). Reflexive documentaries prompt viewers to a heightened consciousness of his relation 

to the text and the text’s relation to that which it represents (p. 61). 

When viewers (also: reviewers) have expectations that don’t match with the mode of the text, the 

videography cannot be understood and appreciated correctly. Presumably, with time and repeated 

exposure, our audiences of fellow researchers, students, and clients will become more accustomed to 

videographic texts, and, thus, better able to view and value them for what they are worth. Until so, it 

is the task of the filmmaker to assure that her audience is equipped with the necessary viewing skills. 

Choosing the more conventional modes or providing accompanying written materials that aid the 

viewing process of the less conventional modes seem to be good strategies. 

Insights from visual ethnography 

What is visual ethnography? Pink offers the following definition of ethnography: “rather than a method 

for the collection of data, ethnography is a process of creating and representing knowledge (about 

society, culture, and individuals) that is based on ethnographers’ own experiences. It does not claim 

to produce an objective or truthful account of reality; instead, it aims to offer versions of 

ethnographers’ experiences of reality that are as loyal as possible to the context, negotiations, and 

intersubjectivities through which knowledge was produced” (Pink 2007, p. 22)3. Visual ethnography, 

in its broadest sense, pays particular attention to visual aspects of culture (p. 21). 

Interpretive consumer research makes extensive use of the ethnographic method. Therefore, we 

cannot go by the theories and practices that are developed in the fields of social sciences and 

humanities applying visual ethnography. Different from documentary film, the ethnographic film 

shares with videography its scientific character. This makes it particular relevant to study how other 

disciplines have handled the “problematic status” of images compared with words in the context of 

making scientific contributions. However, there are also differences between visual ethnography and 

                                                

3 In the rest of this section we refer only to the page number of Pink’s 2007 book. 
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videography. Why did Belk and Kozinets not just adopt this existing label for the audiovisual 

method and presentation format that they call videography? We will see that visual ethnography is 

firmly anchored in a scientific paradigm where, as Pink formulates it: “the impact of the 

“postmodern turn” has been assessed and put to rest leaving as its legacy a reflexive approach to 

ethnographic and visual research that these works insist on” (p. 4). The more neutral label of 

videography does not prescribe reflexivity as dominant mode. Thus, videography in consumer 

research is not positioned as an exclusive interpretive method. Although it is this particular 

community that has been the first to experiment with videography, it is very well feasible, even 

desirable, that a much broader base of consumer researchers will adopt it. 

Relationship to reality versus theory. Although ethnographers have a long history of bringing photo-, film- 

and video equipment to the field, the use of visual images and recordings has not been without 

controversy. From the 1960s to the 1980s, many social scientists resisted visual research in 

ethnography, claiming that as a data collection method is was too subjective, unrepresentative, and 

unsystematic. As a reaction to this critique, visual ethnographers like Margaret Mead adopted a non-

interventionist approach, leaving the camera to film continuously to produce “objective materials”. 

During the postmodern turn of the 1980s, anthropologists started to question the assumption that 

“reality” could be observed and recorded. The acknowledgement of the constructedness of written 

research texts helped pave the way for a more acceptable position of the visual in ethnographic 

research. However, it was only in the 1990s that anthropologists and sociologists started to rethink 

the theoretical implications of photography and video as research methods. Publications of this era 

attributed power to the camera as an agent that overturns the realist paradigm. Authors implied that 

an appropriate application of visual images and technologies in ethnography could be developed as a 

force that brings new meaning(s) to ethnographic work and social science (p. 16). Key to this 

development is a continuing reassessment of the relationships between vision, observation, and 

truth. Rather than trying to overcome the limitations of images compared with words for a scientific 

theorization, contemporary visual ethnographers see these limitations as an opportunity for new 

ways of “seeing” and understanding. Visual ethnography, therefore, is now firmly grounded in a 

reflexive approach that focuses on subjectivity, creativity, and self-consciousness (p. 17). 

The interpretive turn in consumer research resulted in the acknowledgment of the potential of film 

and photographic material to deepen analysis and understanding (e.g., Sherry, Belk and Wallendorf 

1988), but few researchers actually adopted the method for representation purposes. Recently, 
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Peñaloza and Cayla (2006) call for a more visual approach that is characterized in exactly the same 

terms as visual ethnography’s key ingredients of subjectivity, creativity, and self-consciousness. Their 

article highlights a couple of key areas in which this visual approach is most appropriate/wanted, i.e., 

for the study of consumption venues such as malls and markets; for the study of consumption 

artifacts including logos, designs, packaging, advertisements and web sites; and for the study of 

bodily aspects of consumption. Although the article focuses on the practices of “writing pictures” 

and “taking field notes”, its argument can be easily transferred to the practice of videography, and 

therefore, it is an excellent source for videographers who want their work not only to be 

theoretically relevant, but also epistemologically innovative. 

Relationship to words. According to Pink, the purpose of visual ethnographic analysis is not to translate 

visual evidence into verbal knowledge, but to explore the relationship between visual and other 

(including verbal) knowledge (p.119). She writes (p. 120): 

“This implies an analytical process of making meaningful links between different research 
experiences and materials such as photographs, video, field diaries, more formal ethnographic 
writing, local written or visual texts, visual and other objects. These different media represent 
different types of knowledge that may be understood in relation to one another. [...] During 
fieldwork I use each of these media to represent the various stories of the research in different ways. 
Each medium evokes different elements of my fieldwork experience. Therefore, the  photographs 
do not simply illustrate the field notes, and the video is not simply evidence of conversation, 
interviews or actions. Rather, images and words contextualize each other; forming not a complete 
record of the research but a set of different representations and strands of it”. 

Pink observes that, to date, there is no cross-disciplinary consensus about how video might 

participate in academic discourse. Some suggest arts practice is the way forward, while others argue 

for an approach that is scientifically informed. Pink’s view is to combine these practices to produce 

reflexive texts and presentations that juxtapose different types of knowledge, subjectivity, 

epistemology, experience, and voice in ways that complement one another (p. 176). 

Kozinets and Belk (2006, p. 338) asked: “do audiovisual and written works provoke different types 

of understanding and, if so, should one type of understanding be considered more valid than the 

other?” If we adopt visual ethnography’s stance on this issue, the answer is “yes, they provoke 

different types of understanding, but these different types of understanding should be considered of 

equal importance”. It is probably fair to say that there is not one best way to combine these different 

types of knowledge, understandings, and narratives into one, or several, text(s). The ACR Film 

Festivals evidence that consumer researchers are experimenting with various types of audiovisual 

representation formats including reenactments, “talking heads”, voice-over narrators, captions, 
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intertitles, photo-essays, as well as expressive and realist uses of images. Moreover, the two special 

issues of Consumption, Markets and Culture have shown that there are many possible combinations of 

videographies with accompanying written material, or traditional articles with accompanying 

audiovisual material. For the moment, there are no stringent guidelines that prescribe the format of 

our audiovisual endeavors as precisely as our written output, so let’s benefit from this freedom and 

produce creative, multi-text documents that are relevant and resonant (cf. Belk and Kozinets 2005b). 

The bigger the movement, the more difficult it will be to ignored by gatekeepers of academic 

journals, tenure track committees, and scientific research funds. 

Role of the filmmaker.  The reflexive approach requires visual ethnographers to collaborate with 

informants to help them draw out, reconstruct, and represent relevant experiences in a way that is 

meaningful to them, and to the researcher (p. 107). Collaboration could include handing-over the 

camera to let informants film their own lives, co-editing, as well as viewing footage together to 

actively discuss the images with informants and examining how they situate themselves as viewers of 

the footage (p. 112). Academic meaning-making may not be given hierarchical superiority above the 

meaning-making of informants. Instead, the ethnographic film can become a context where 

researchers create or represent continuities between these diverse worlds, voices, or experiences, and 

describe or imply points in the research at which they met or collided (p. 144). 

Reflexivity is a known concept to interpretive consumer researchers (e.g., Anderson 1986, Bristor 

and Fischer 1993, Firat and Venkatesh 1995, Hirschman 1993, Murray and Ozanne 1991). Even so, 

in the majority of articles, the authors do not explicitly reflect on how subjectivity and 

intersubjectivities have influenced their research. It goes as a tacit understanding that the production 

and interpretation of the text is a result of negotiations and shared meanings among researcher, 

informants, readers, and research community (Joy, Sherry, Troilo and Deschenes 2006). No matter 

how much collaboration has occurred between researcher and informants during data collection and 

interpretation, in the final written text it is ultimately the voice of the researcher that is heard 

“loudest”. Videography offers an unprecedented opportunity to literally bring in other people’s 

voices. Laura Oswald addresses the appeal of videography’s multivocality potential as follows (1993, 

p. 6): 

“By capturing multiple points of view on a setting, by creatively juxtaposing sound and image, by 
letting respondents speak for themselves, the researcher can inscribe an interpretation onto a 
consumption event, while exposing the inherent contradictions and ambiguities in the event and the 
researcher’s participation in the event”. 
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Of course, bringing in these other voices does not necessarily make videographies reflexive (see Joy 

et al. 2006 for an excellent account of the complexities and levels of reflexive thought). And we may 

wonder if democratic multivocality is even possible – is the researcher not just using informants to 

make her own point (Josephides 1997, p. 29). Nevertheless, maybe more easily than written text, 

videography offers researchers a chance to experiment with multivocality and reflexivity. And this is 

an opportunity that some consumer researchers (but probably not all) may want to seize upon. 

Role of the viewer. Pink states that reflexivity is not only required of the researcher and of the text that 

she produces, but also of the viewers of her text. Therefore, ethnographic reflexive texts should 

invite readers to question self-consciously the content and meanings of the representation (p. 142). 

Whereas documentary film theory focuses mostly on stylistic means to inspire reflexivity, visual 

ethnography focuses more on the content. Specifically, Pink explains that ethnographic film viewers 

are presented with two subject positions: those constructed by the filmmaker on the one hand, and 

by the represented subjects on the other. Individual interpretive practices, therefore, depend on how 

the relationships between these different subject positions is constructed in the film text, an in 

viewers’ own interactions with these subject positions (p. 177). Moreover, Pink notes that these 

interpretations also depend on the circumstances of viewing, including the interactions between 

audience members and the intersubjectivity between viewers (p. 178). 

Reader/viewer agency is applicable to all sorts of texts; written, (audio-) visual, (non-) reflexive, 

(non-) academic, et cetera. But ethnographers face a particular challenge and that is the possibility 

that readers/viewers bring ethnocentric or racist ideas to the text. It is part of ethnographers’ duty to 

protect their informants from misunderstanding, denigration, and mockery. This is true for written 

accounts, but maybe even more so for film in which individuals are “fully” exposed. Also consumer 

researchers that create videographies should be aware of the harm they could do to their informants 

by including them recognizably in their films. The reflexive approach does not guarantee that 

viewers interpret the text “ethically”, but it does stress the importance of creating texts that inspire 

viewers to be critical of their interpretation practices. 

An empirical application 

Now that we have envisioned how documentary film theory and visual ethnography could be of use 

for the development of videography in consumer research, it is time to test our insights “behind the 

camera”. With Belk (2006), we believe that “what visual marketing and consumer research should 
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attempt to accomplish […] are to a large degree questions that can only be answered in practice”. 

Therefore, after having accomplished one of Belk and Kozinets’ hands-on videography workshops, 

we have thrown ourselves into the adventure of producing a videography (Rokka, Hietanen and De 

Valck 2010). The videography is part of a larger, ethnographic study about the marketplace and 

consumer culture around the extreme sport of paintball. Paintball is a team based sport that is 

currently played in 110 countries and that counts more adherents than snowboarding or rugby. 

Nevertheless, it eludes wide recognition as a sport having suffered from negative attitudes from the 

mainstream – it is a sport where players engage in shooting each other – even if it is now packaged 

as a high-technology athletic sport played in front of crowds. Our ethnographic fieldwork was 

conducted in international paintball tournaments in six countries, and our data consists of 

approximately 100 informal interviews, 20 videotaped interviews, 400 recorded photographs, 50 

hours of videotaped consumption practices in tournament and casual settings, and over 100 

reviewed paintball-related publications. 

This methodological paper about videography has been developed in tandem with our ethnographic 

fieldwork, data collection, and analysis. First versions of the empirical work have already been 

presented at the Consumer Culture Theory conference 2009, as well as the Association for 

Consumer Research conference 2009. Currently, we are working on further improving both the 

audiovisual and written output of our study. In the remainder of this section, we will follow the four 

key issues addressed in the previous sections (relationship to reality versus theory, relationship to 

words, role of the filmmaker, and role of the viewers) to show how our theoretical insights about the 

methodology have informed our videography, or how they can help to discuss its strengths and 

weaknesses. 

What is our videography about? The objective of our study is to explore what opportunities and 

challenges the emerging practice-oriented approach, or practice-turn in contemporary theory 

(Reckwitz 2002, Schatzki 2002, Warde 2005) opens up for conceptualizing tribal consumer culture 

and marketplace dynamics. The prominent approaches in prior consumer tribe research have 

emphasized subcultural (Kozinets 2001), microcultural (Thompson and Troester 2002), postmodern 

(Cova and Cova 2002), and sociological (Muñiz and O’Guinn 2001) frameworks of interpretation 

which give rise to and focus on the kinds of contemporary identities and communities consumers 

construct. The analytic focus on consumer tribes has stressed the importance of understanding the 

meaning-making processes and systems of signification involved, i.e. what particular consumer 
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identities “mean” and how this meaning is negotiated. By drawing on Schatzki’s (2002) work, we 

direct attention to and conceptualize tribal consumer culture and marketplace dynamics via 

“social/cultural practices”. In this perspective, practices are routinized types of behavior which 

consist of several elements, interconnected to one another: forms of bodily activities, forms of 

mental activities, “things” and their use, background knowledge in the form of understanding, 

know-how, states of emotion and motivational knowledge (Reckwitz 2002, p. 249). Because the 

practice approach emphasizes the role of doings, performances, and material arrangements rather 

than meaning-making processes we think that it is particularly suited for a videographic analysis and 

presentation. Likewise, we have chosen paintball as our field site because of its attractive visual 

appeal. Thus, we have tried to combine a theoretical approach and an empirical application that will 

allow us to exploit the visual to its full potential. 

Relationship to reality versus theory. In thinking through what had to be the aim of our videography it 

quickly became clear that the immediate appeal or accessibility of our audiovisual material contrasted 

sharply with the inaccessibility of our theoretical frame: looking at tournament paintball is fun, while 

understanding Schatzki’s practice-theory is difficult. To prevent that our videography would be a 

documentary about the sport of paintball, and, thus, too “real” or specific that it would escape 

theoretical abstraction, we decided that the theory was to be our guide about what we would show 

and tell. Furthermore, we determined that we would produce a videography and a paper that would 

be closely aligned, with basically the same objective, so that readers/viewers could go from one 

document to the other to arrive at a fuller understanding of what practices constitute and how these 

determine marketplace dynamics. In line with Pink’s suggestions, we exploit the strengths of each 

medium; the videography is strong in showing the consumption practice of paintball to an extent 

that would take too much space to describe, however, the paper is strong in explaining details of the 

theory that are difficult to convey in images, for example, referencing to relevant literature. Thus, 

both texts serve to complement each other. 

Relationship to words. The challenge we faced was: how do we turn all the material that we collected 

into a meaningful story that meets our objective? And, for the videography, how do we tell this story 

audio-visually? Because of our limited experience with the audiovisual medium, we fell back to the 

medium that we know better, i.e., writing academic papers. Thus, before we started to edit, we 

developed an outline that closely followed the standard built-up of journal articles: introduction, 

research question, theoretical framework, methodology, findings presented in three key themes, and 
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conclusion. Then, we selected material that fit with each of these “chapters”. We now realize that 

this approach set us up for trouble. By starting with the way stories are told on paper, the images 

were immediately reduced to illustrations. As a consequence, we had to rely on a considerable 

amount of voice-over, intertitles, and on-screen figures to make the story transparent and the 

transitions smooth. 

An additional problem we faced was the quality of our audiovisual material. The tournament field 

sites are noisy places; our recorded interviews were oftentimes inaudible because of repeated gun 

shot noise and cheering crowds. Moreover, the small camera that allowed us to film unobtrusively 

also resulted in shaky shots because of our unsteady hands. Because we were uncertain about the 

self-explanatory power of our material, we turned to words to guide the viewer. Thus, in terms of 

Nichols’ distinction between perspective and commentary, we rely a lot on the latter, while the 

former plays a secondary role. We realize that much of this could have been prevented with better 

preparation, and, probably, experience. Pink’s book actually contains a chapter about planning visual 

methods that offers valuable advice for the beginning videographer. Ultimately, videography forces 

you to think in images rather than in words. It might require some practice for the untrained eye, but 

visual opportunities are everywhere, and good material will “speak for itself” as the saying goes. 

Role of the filmmakers. In this project we are three authors; each with a varying degree of connection to 

our field site. The third author has been a semi-professional paintball player for 15 years. He has 

introduced us to all the field sites and most informants. For the purpose of our study, the second 

author has become a participant observer, who has taken part in paintball practices and friendly 

matches and thus gained paintball experience in practice. The first author has taken up the role of 

non-participant observer; she has attended tournaments, but not physically experienced the game 

and accompanying camaraderie. These three subject positions have been extremely valuable in the 

collection, analysis, and interpretation of data. For example, when the third author dismissed filming 

behind the scenes as “uninteresting”, the second author insisted and filmed our most compelling 

material about how a team, as smooth machinery, handles their equipment, and the tension before a 

match. As an outsider, the first author was critical about the contradiction between “doings” and 

“sayings” of players, for example, regarding the game’s resemblance to military combat. Discussions 

about differing interpretations forced us to be reflexive about the various positions between insider 

and outsider that we took up, and about how that influenced the meanings that we attached to the 

data. 
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The version of the videography that we have currently produced does not give any evidence to this 

reflexivity. We have created an audiovisual text that mostly relies on the expository mode. The 

purpose is to show what practice theory is and how that can help us understand the tribal culture 

around paintball. We do so, as explained above, in chapters that start with intertitles and that end 

with voice-over commentary that summarizes and interprets what is shown in relatively long, 

observational-type of scenes. Armored with the insights that writing this article has given us, we 

think that the way forward is to rethink our videographic text in terms of a reflexive mode as 

explained by Nichols and Pink. Thus, we should make much more use of the tensions between 

statements and actions of informants, as well as our differing interpretations of these statements and 

actions in order to create a deeper understanding of the paintball culture and its marketplace 

dynamics. 

Role of the viewers. The expository mode and the prominence of commentary dictate viewers of our 

videography what they see and how they should understand it. Nevertheless, we cannot be sure that 

viewers will not make up their own story. Particularly, the long scenes in which the game’s front- 

and backstage is exposed, combined with interview material in which players express themselves 

about the sport, their teams, training practices, and playing matches could lead to divergent 

interpretations. Because of the “rough” nature of the sport and its contested status as a “war game”, 

we might do harm to our informants by exposing them to viewers who transfer their negative 

attitude towards the sport to the videography and the players that it features. We admit that we have 

not accounted for this while producing the first version of our videography. 

Since we have not shown the videography to anybody without us, the authors, being present, we 

have always been able to contextualize it, and to address questions and concerns of audience 

members. Embedding the showing into a longer seminar about practice theory has allowed for a 

more ‘controlled’ viewing, because attention was directed more to the theory than to the sport. But 

what will happen if our videography is shown without us being present to direct attention and 

contextualize? How will audiences other than participants in a research seminar, e.g., YouTube 

viewers, react? We agree with Pink that enforcing a dominant viewing (i.e., resulting in preferred 

interpretations) is not desirable, if even possible. Therefore, an alternative version of the 

videography that is more reflexive in nature could also invite viewers to be more reflexive about the 

possibly tainted perspective they bring to the film. If we succeed in creating such a document, we 
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could send our videography into the world to serve its cause as research output, teaching aid, or 

socio-cultural map of the paintball culture. 

Conclusion 

The objective of this paper was to help pave the way for videography to become an accepted 

method to study culture. We have looked beyond the field of consumer research to learn about the 

assumptions, beliefs, and practices in two other disciplines in which audiovisual texts are the main 

output. Videographies may be conceptualized as taking up a middle position between documentary 

films on the one side, and ethnographic films on the other. 

Documentaries focus on putting forward an argument that aims to persuade the audience to take a 

certain point of view. In contrast, ethnographic films are more descriptive in nature, allowing the 

audience to draw conclusions and insights of their own. Kozinets and Belk (2006, p. 341) state that: 

“every consumer research film should potentially and ideally make a lasting contribution to our 

understanding of consumption”. This requires that audiences agree on what has been shown and 

why that is important in terms of the existing body of academic knowledge. Videographies do not 

need to be based on the problem-solving logic of documentaries, but their outcome should be some 

sort of shared understanding that goes beyond individual interpretations of what has been depicted. 

Documentaries offer a view of the world. Ethnographic films represent what is (made) visible. In 

either case, it is acknowledged that there is no objective reality that can be captured on film. 

However, whereas the ethnographic film prescribes a reflexive approach that stresses the subjectivity 

of filmmaker, informants, and viewers, documentary offers alternative representational strategies 

that could be of interest to videographic practice in consumer research. The formal classification of 

modes allows for an informed choice about what the role of the filmmaker should be, and to what 

extent his role should be made apparent in the film text. 

Finally, documentary and ethnographic film propose a different stance towards words that may help 

us answer the questions posed by Kozinets and Belk about the relationship between videography 

and written text. Because of the preponderance of argument, documentaries rely heavily on 

commentary. It is primarily by means of the spoken word (on- and off-screen) that viewers are 

directed towards a particular understanding. In the documentary film text, images, sound, and 

editing serve to persuade the viewer; they are subservient to the argument. In contrast, images, 

sound, and editing in the ethnographic film text serve to describe, convey, or inform without 
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necessarily aiming to integrate into a final meaning. Understandings of the filmmaker, informants, 

and viewers may co-exist. 

We could argue that in light of academic requirements in terms of abstraction, theorization, and 

conceptualization, videographies need to put forward an academic argument. If this is done within 

the film text, as in documentaries, no written text is needed. However, if the film text explicitly 

offers multiple subject positions that open up the possibility of multiple understandings, a written 

text that offers a more “closed” reading in terms of the academic discourse may be instrumental in 

connecting with and contributing to mainstream consumer research. 

Discussing our videography-in-progress brings to light that researchers are faced with a lot of 

challenging questions when they want to produce a videography. We need to learn to think in 

images, we need to learn the skills of filming and editing, and we need to learn a new language that 

allows us to discuss audiovisual text meaningfully. This paper has shown that we do not have to start 

from scratch, but that we can learn and borrow from other disciplines. If we truly believe in the 

adage “a picture is worth a thousand words”, we should write less and film more. Let these cameras 

roll! 
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Brothers in paint: practice-oriented inquiry into a tribal 

marketplace culture 

Joonas Rokka *, Joel Hietanen and Kristine de Valck 

Abstract 

The objective of this article is to explore what opportunities and challenges the emerging practice-oriented approach 
opens up for conceptualizing tribal consumer culture and marketplace dynamics. Drawing on Schatzki’s theorization 
of the ‘site of the social’, tribal marketplace culture and change are examined based on findings from a multi-sited 
ethnography of consumer tribes gathered around the extreme sport of paintball. In doing so, the tribal marketplace 
culture or the ‘site of the tribe’ is conceptualized via constantly evolving nexus of practices and material arrangements; a 
specific context of human and non-human co-existence where, and apart of which, social life and the marketplace 
inherently transpire. Implications of such practice-order dynamics suggest that research on marketplace cultures would 
benefit from similar analyses that go beyond the identity, community, and affection-centered insights. 
 
Keywords 

Consumer tribes, tribal practices, practice turn, marketplace dynamics, ethnography 

Introduction 

Consumer collectives and tribes have become an important category of consumer culture theory and 

have inspired a vast amount of consumer research in recent years (Arnould and Thompson, 2005; 

Cova et al., 2007). Not only have these affection based, co-creative, resisting, trouble-making, brand 

and consumption-oriented consumer groups been depicted as a central emblem of our time (Cova 

and Cova, 2002; Kozinets, 2001; Maffesoli, 1986/1996; Muñiz and O’Guinn, 2001) but they have 

claimed centrality in the definition of marketplace cultures (Arnould and Thompson, 2005). 

Prominent approaches in prior consumer tribe research have emphasized subcultural (e.g. Kozinets, 

2001), microcultural (Thompson and Troester, 2002), postmodern (Cova and Cova, 2002), and 

sociological (Muñiz and O’Quinn, 2001) frameworks of interpretation which give rise to and focus 

on the kinds of contemporary identities and communities consumers construct. Whether gathered 
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around iconic brands, authentic sources of affection, consumption interests, online sites, or driven 

by sub-cultural resistance, the analytic focus on consumer tribes has most often stressed the 

importance of understanding the meaning-making processes and systems of signification involved, 

i.e. what particular consumer identities ‘mean’ and how this meaning is negotiated. In this paper, we 

wish to blaze a new trail by exploring tribal sociability and identity from a practice-based perspective. 

The objective of this paper is therefore to explore what opportunities and challenges the emerging 

practice-oriented approach, or practice-turn in contemporary theory (Schatzki et al., 2001; Schatzki, 

1996; 2002; Reckwitz, 2002), opens up for conceptualizing tribal consumer culture and marketplace 

dynamics. More specifically, by drawing on Schatzki’s (2002) philosophical account on the ‘site of 

the social’, we wish to conceptualize tribal marketplace culture via ‘social/cultural practices’. In 

doing so, we are interested in how marketplace cultures come into being, how they are organized as 

well as how they evolve. 

From this perspective, we conceptualize the tribal marketplace culture as the ‘site of the tribe’, i.e. a 

nexus of practice elements which are carried along and altered by human and nonhuman 

doings/agency. Following Schatzki (2002), this ‘site’ is a constantly evolving nexus of practices and 

material arrangements; a specific context of human and non-human co-existence where, and apart of 

which, social life inherently transpires. We argue that to understand and study the ‘tribal practices’ it 

is necessary to conceive them both as co-ordinated entities and performances, such as ‘ways of 

doing and saying’, which maintain and alter social practices and orders. Tribal practices therefore 

include interconnected sets of practice elements such as shared practical understandings, skills, 

know-how, knowledge, ways of handling objects and moving bodies, and material arrangements, 

which are maintained through their routine reproduction. 

As an illustrative empirical case we studied a tribal marketplace culture gathered around the extreme 

sport known as paintball. This team based sport is currently played in 110 countries and has more 

devotees than snowboarding or rugby. It provided us with a transnational, rapidly changing 

marketplace culture in an intriguing setting. Questions that directed our study include: What makes 

people want to play paintball? What does playing it entail? Why does this extreme sport exist in its 

present form, and how did it come into being? In addition, we sought to understand what roles do 

such things as teams, brands, companies, playing sites, equipment, and tribal practitioners 

motivations, background knowledge and skills play in the practice of paintball. 
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This paper presents findings from fieldwork carried out in large-scale paintball tournaments in six 

countries applying the proposed approach1. The data was gathered in 2008 using ethnographic 

methods guided by a strong auto-ethnographic orientation. The informants included paintball 

players from professional and amateur levels and high-level company executives. Paintball thus 

provided us with an ideal opportunity to conduct transnational research, allowing an insider’s 

perspective and access to ‘tribal practices’. 

The empirical insights are used to illustrate how the studied tribal marketplace culture is organized 

and constituted via the ‘tribal practices’. As a result, we consider three relevant outcomes for future 

research: First, we suggest our perspective makes it possible to move beyond meaning-making 

processes and narratives in tribal research. Second, it allows for the investigation of change and 

dynamics that have been so far under-researched in the literature. Third, it frees us from the specific 

local field site common to prior approaches and re-conceptualizes the site of the tribal marketplace. 

In this way, further research is called upon exploring how tribal marketplace cultures evolve. 

Thus, inspired by Schatzki’s theoretical and ontological ideas, the purpose of this article is to 

conceptualize and illustrate how practice-oriented inquiry can further inform the research seeking to 

understand a tribal marketplace and its dynamics. In the following, practice-oriented approach is 

first described and lined out for tribal consumer research. Then empirical study is opened up to 

elaborate the practice-oriented way of thinking by depicting the central constituents of what we call 

the ‘site of the tribe’. Before the conclusion, empirical insights are used to discuss and capture some 

of the central logics of tribal marketplace evolution. 

Practice-oriented perspective to consumer tribes 

‘Social practice’ is undoubtedly a hallmark concept in social sciences and in the study of 

consumption (e.g. Bourdieu, 1990; Foucault, 1976; 1980; Giddens, 1979; 1984; Holt, 1995). 

However, the problem with practice-oriented analyses has long been the confusing variety and 

differences in their vocabularies, assumptions, scope, levels of abstraction and nature (f.ex. 

unconscious or conscious). In addition, lack of synthetic and cohesive approaches has spurred 
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further fragmentation in practice-theoretical accounts (Schatzki, 1996; 2002; Reckwitz, 2002; Warde, 

2005). 

Despite of this, practice theory has recently been a relatively hot topic in the academia, especially in 

the organization and strategy research (e.g. Schatzki, 2005). In addition, science of technology 

studies (cf. Latour, 1993; Callon, 1991; Pickering, 1995; Law, 1994) has been among the ones most 

occupied in systematic analyses of practices according to Schatzki (2001). The recent interest on 

what has been called ‘practice turn’ in contemporary theory (Schatzki et al., 2001; see also Reckwitz, 

2002), however, has not yet proliferated in the field of consumer research, although some closely 

related examples have emerged (e.g. Warde, 2005; Shove and Pantzar, 2005; Hand et al., 2005). Most 

recently, one particular exception has appeared in marketing research in which consumers’ value-

creation practices were examined within brand communities (Schau, Muñiz, and Arnould, 2009). 

According to philosopher Theodore R. Schatzki (2001, 1-2), the growing interest in this approach 

may emerge from the fact that many contemporary theorists would accord that ‘practices’ have the 

potential of being the ‘primary generic social thing’ of today whereas thinkers once spoke of 

‘structures’, ‘systems’, ‘life worlds’, ‘events’, and ‘actions’. References to the notion of practice draw 

ideas first from philosophical thinkers such as Wittgenstein (1958) and Taylor (1985) in their 

contention that practices underlie subjects and objects and illuminate the conditions for intelligible 

social action. Second, they build on social theoretical ideas from Bourdieu (1990), Giddens (1979; 

1984) to talk about practices as forms of social structures and systems which in some sense 

determine desire, taste, status, and ‘free’ activity within social phenomena. Third, they borrow from 

cultural theorists, most importantly Foucault (1976; 1980) and Lyotard (1984), in the sense that to 

speak of practices is to depict language as discursive activity (or practice). Finally, they also draw 

from and theorize practice theoretical study of science and technology (e.g. Pickering, 1995) where, 

for example, science is viewed as activity as opposed to representation, and where critical attention is 

paid also to non-human entities such as machines in shaping practices. 

At first practice turn might seem like a strange concept. It is a compilation of practice-theoretical 

ingredients from a broad range of academic traditions. Practices in their simplest conception deal 

with arrangements and arrays of human activity. Most practice theorists would agree that social 

order is embedded in practices, and that social activity is embodied and that nexuses of practices are 

mediated by artifacts, organisms and things. However, there is disagreement over the nature of 

embodiment, the pertinence or scope of practices, the sorts of entities that mediate practices, and 
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the extent these entities are relevant for mediating practices. The common project of practice 

accounts is still joined in the belief that such phenomena as knowledge, meaning, human activity, 

science, power, language, social institutions and social transformation occurs within and are aspects 

or components of practices, or a field of practices. (Schatzki, 2001, 2.) 

In social theory, practice approaches therefore maintain a distinct social ontology (Schatzki, 1996; 

2001, 2002; 2005) stressing that the social is a field of embodiment, materially interwoven practices 

centrally organized around shared practical understandings, knowledge, know-how, skills as well as 

emotions. Thus it contrasts with social accounts that privilege individuals, interactions, language 

systems, signifying systems, life worlds, social structures or systems in conceptualizing the social. It 

takes that any social phenomenon needs to be studied and analyzed via the field of practices instead 

of, for example, by analyzing only individuals or groups of individuals as ‘units’ of analysis. Actions 

are embedded in practices and thus constitute individuals and social groups. In this view language is 

seen as a type of activity (practice) and therefore a practice phenomenon (Schatzki, 2001, 3). 

The radical difference in practice approach is that it treats ‘practices’ as the site of the social instead 

of placing the social into the ‘minds’, ‘texts’ or ‘social interactions’ (Reckwitz, 2002). It offers tools 

and insight for consumer culture in the sense that it focuses analysis on the social/cultural via 

practice. Moreover, it is built on the idea that the social world is populated by diverse social practices 

which are ‘carried’ by agents, i.e. individuals. But these ‘carriers of practices’ are neither autonomous 

agents nor judgmental dopes who conform to norms; they understand the world themselves, and 

use the skills, know-how and motivational knowledge according to the particular practice. The 

individual is the unique ‘crossing point’ of diverse social practices, of both bodily and mental 

routines (Warde, 2005, 143). Therefore, practice approach is not analyzing individuals or social 

groupings but practices as ‘analytic units’. Practice theorists accord that practices hence provide the 

basis for intelligibility and it is an activity that has a specific logic. It also recognizes the social 

context, thoughts, routines and knowledge. 

It is important to clarify how ‘practice’ is conceptualized here. Despite wide-ranging origins and 

vocabularies, a common thread in practice conceptualizations is the emphasis on practices as 

routinely reproduced activities which entail shared beliefs, habits, knowledge, competence and 

desires (e.g. Schatzki, 2002; Reckwitz, 2002; Warde, 2005). Thereby practices as recognizable entities 

are made by and through their routine reproduction. Reckwitz (2002) gives a useful definition when 

he describes practice as “a routinized type of behaviour which consists of several elements 
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interconnected to one another: forms of bodily activities, forms of mental activities, ‘things’ and 

their use, a background knowledge in the form of understanding, know-how, states of emotion and 

motivational knowledge.” In this sense any practice, such as showering (Shove, 2003; Hand et al., 

2005), walking (Shove and Pantzar, 2005), eating out (Warde, 2005), researching (Knorr Cetina, 

1999), banking or stock trading (Schatzki, 2002) forms a ‘block’ or arrangement the existence of 

which depends on the existence and interconnectedness of these elements, and which cannot be 

reduced to any one of those elements (Reckwitz, 2002). It is thus a “routinized way in which bodies 

are moved, objects are handled, things are described, and the world is understood” (Reckwitz, 2002). 

Schatzki (1996) makes an important clarification when distinguishing between dispersed and 

integrative practices. The former may appear as a sub-domain of the latter and in various sectors of 

social life, only requiring a shared understanding of how to carry out and perform, for instance, an 

appropriate act of ‘explaining’ (Warde, 2005). Integrative practices refer to “the more complex 

practices found in and constitutive of particular domains of social life” (Schatzki, 1996, 98). Tribal 

practices, as will be discussed here, are hence considered to be a part of the latter, more fundamental 

sort, as they presume intricate layers of shared understandings, know-how, competences and ways of 

desiring. 

Practice approach, as Warde (2005) has argued, defines practices as collective achievements. On the 

other hand, they are coordinated entities that consist of behaviors and understandings that appear in 

different locations and points of time and are carried by different mind/body unities. On the other 

hand, they require performances in order to exist. Practices are performed by consumers or 

practitioners, i.e. ‘carriers’ of practice. Thus, practices are important for consumption because they 

steer the processes of consumption – the manner of appropriating items, the processes of learning 

about, identifying, appreciating and putting into use; “it is therefore the practices rather than 

individual desires […] that create wants” (Warde, 2005, 137). 

Before moving on to our empirical study, it is worth iterating how the sites of the social and 

contexts are conceptualized in the present practice approach. According to Schatzki (2002, 65), sites 

in general are where things exist and events happen. A site is also a special sort of context: it is 

where entities are intrinsically part of their own context. Sites need not be spatial. For example, 

Schatzki (1996) has argued that human activities are part of social practices. In this view the 

practices are the site of actions that have little to do with spatial properties of practices (e.g. 

particular locations or objective places). Practices are the site, not the spatial site, of activities. A site 
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is hence a type of context which can be understood as an arena for sets of phenomena and activities 

to take place. 

So how is the tribal marketplace culture conceptualized in a practice-oriented approach? We argue 

that, it describes how human actions ‘hang together’ in the ways that are definitive of practices. 

Culture is conceptualized as the social life which takes place at a social site which, on the other hand, 

consists of the mesh of practices and orders. The notion of practice hence shifts focus away from 

the mental objects, such as the interests or intentions that inform concepts of action toward the 

reordered conditions and dynamics of the chains of action of collective life. 

As indicated, practices are hence by no means static. Prior research on consumer tribes has offered 

only few insights into how tribal marketplace cultures evolve. We argue that practice approach 

would present valuable insight in this regard. The changes in practice-order complexes emanate 

through such things as dynamic forms and mechanisms including contagion, continuity over change, 

hybridization, bifurcation, fragmentation and appropriation, coherence, conflict, insemination, 

common events, media of communication and politics (Schatzki, 2002, 252). This implies that 

practices do not simply interlace but progress. 

As a final remark, it should be noted that there is no consensus among practice theorists regarding 

how and where one is supposed to study practices or on what level of abstraction should they be 

considered. Rather they stress that social life is plied by a diverse range of practices such as 

economies, political practices, cooking practices, banking practices, recreation practices, religious 

practices or educational practices. The existing empirical examples are also scarce. For instance, 

Schatzki (2002) uses only two extensive empirical examples of practices: the Shaker herb business 

community in New York in 1870s and Nasdaq day trading in 2000s. Next, we offer one particular 

perspective in which we turn our focus onto analyzing tribal practices in paintball. 

Multi-sited ethnography of tribal practices 

Our empirical fieldwork explored paintball which is a form of team-based extreme sport where 

players basically engage in shooting each other. Although paintball is played in over 110 countries, it 

has still eluded wider general recognition. However, similar to other, better recognized extreme 

sports, paintball has its own share of professional players, a multitude of publications on the subject, 

equipment manufacturers operating on a global context, player unions, tournaments attracting over 

a hundred teams of over a dozen nationalities. Nevertheless, paintball has yet to become a 
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mainstream sport. This may partly be due to the relative age of the sport – paintball in any form has 

been around for less than 30 years and less than 10 years in its present competitive form. It can be 

also argued that paintball has suffered from negative attitudes from the mainstream – related to its 

seemingly warlike-character – even if it has now been packaged into a high-technology athletic sport 

which is played in front of crowds. 

Paintball can be practiced in two primary forms: tournament and recreational paintball. Recreational 

paintball bares little resemblance to its competitive tournament counterpart and it is commonly 

played in forest settings wearing camouflage apparel. As revealed by our data, tournament paintball 

players often seem to stress a sharp distinction in this respect: they do not want to be associated 

with what they, not without venom, tend to describe “war game players”. Instead, tournament 

players want to be seen to be sincere practitioners of a athletically demanding sport. When using the 

term ‘paintball’ in this study’s nomenclature, tournament paintball is implied. 

In a nutshell, paintball is played as follows: In a typical game of paintball  two teams engage in a field 

set up with asymmetrical bunkers behind which players can avoid being hit by paintballs by the 

opposing team. A game usually lasts 15 minutes, during which the teams play a number of points. 

Teams start a point from opposing ends of the field and advance toward the opponent through the 

field while shooting at them with paintball markers. A point is won by removing all the opponents 

from the field, and then pressing a buzzer at the opposing end of the field. The tactics that teams 

use are far from ad-hoc as teams spend considerable amounts of time in practicing specific bunker 

layouts and mapping out the most effective game strategies to respond to different tactical situations 

during the game. 

The game fields are commonly soccer/football arenas and consist of symmetrically laid-out covers 

(“bunkers”) the players use for cover from the streams of incoming paintballs. Each marker can 

shoot 12 balls per second with each ball travelling at a speed of approximately 100 meters per 

second – each capable of inflicting deep bruises (despite equipment designed to protect players). 

Winning teams advance through the brackets to meet each other in the finals. 

As paintball is not an instant development, it becomes interesting in the sense that it has gone 

through some significant changes since its early days. At present, the major tournament series are 

events of scale consisting of large trade shows, spectators and hundreds of teams (for instance, over 

150 teams of more than 15 different nationalities in a typical Millennium event). The largest paintball 

tournament series in Europe is the Millennium Series yearly spanning five events across Europe. The 



161 

United States has two competing large-scale tournament series, the PSP and the NPPL from which 

the former hosts the largest single international tournament of the year, the PSP World Cup. 

Our ethnographic fieldwork was conducted in five Millennium tournaments (Malaga, Nurnburg, 

Toulouse, London, and Paris) and in the PSP World cup (Orlando) in 2008. Our data consists of 

approx. 100 informal interviews, 20 videotaped interviews, 400 recorded photographs, 50 hours of 

videotaped tribal practices in tournament and in practice and casual settings. In addition, we have 

collected netnographic materials from online paintball communities and reviewed over 100 

paintball-related publications. Our research team consisted of three members, one with 14 years of 

international experience in paintball, one who in the course of the research experienced paintball for 

the first time and one who has not experienced paintball on-field. The data analysis was informed by 

the principles of analysis of cultural practice (Moisander and Valtonen, 2006). The next section 

reports our findings by briefly illustrating the practice-order dynamics of the tribal marketplace 

culture of paintball. 

The site of the tribal marketplace culture 

This section offers a brief description of the ‘tribal site’ which consists of a nexus of practice 

elements (i.e. consumer tribe activities including doings and sayings) and material arrangements (i.e. 

the set-ups of material objects which compose the entities where practices are carried out) (Schatzki, 

2005). It is taken that, in the context of consumer tribes, marketplace culture ‘hangs together’ via the 

interconnected practices and material arrangements it entails. The first component of the tribal site 

is described next in more detail and summarized in Figure 1. 
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Figure 1 Nexus of Practice Elements 

 

The nexus of practice elements includes a set of interconnected mental and bodily components 

which determine and shape how the tribal practice is performed. These elements function as a sort 

of blueprint for the practice’s performance. However, it needs to be emphasized that the blueprint 

requires continuous performance for its reproduction and existence. In this sense, it both governs 

and legitimizes tribal activities as intelligible, desirable, or accepted.  

Interviewer: “What makes pb so different from other sports?” 

Laurent (CEO of a paintball company, France): “The combination of adrenaline and team sport is 
unique. When you start, you get addicted for life. Behind pb, there is a real pb life, a real community, 
like in surfing.” 

Jens & Marten (Ducks, Denmark): “If you screw up, another might get hurt; it is like the army, you 
travel, train together, you get under each other’s skin; it is just like a family, we are blood brothers.” 

Gus (Nexus Kids, Spain): “In skateboard you only have to count on yourself. In pb you have to be a 
family, work like a hand; together you form a fist and then you hit. You have to think in the others. It 
is very weird, someone who don’t play paintball, can’t understand.” 

Interviewer: “What then makes you feel good about pb?” 

Jens & Marten (Ducks, Denmark): “When you are gearing up for a game, standing next to your 4 
team mates, getting all psyched up, do what you have to do, feeling in your stomach and head. When 
you leave the field after a game (won or lost): five guys acting as one unit, it is great. We know we did 
this together.” 

Coach (Joy, Sweden): “Pb is about hanging out with friends, shooting people, travelling, partying. It 
is not such a sacrifice as some players like to pretend. When you consider something else like soccer; 
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you don’t call everyone in your team your friend. We travel all around the world. Pb makes a certain 
lifestyle possible.” 

Patrick (Cyclone, Finland) “Pb has learned me to network and I now have a network of good friends 
around the world. These people are really open and you’ll always get help. In pb you get to travel the 
world, and you get to shoot people!” 

Ash (ECI, UK): “We build strong friendships, like brothers. You want to win for the others. Need to 
be best possible as you can, this is why you go to practice every week. You cannot miss practice, you 
cannot miss an event. It is all about the next big battle.” 

Some of the shared practical understandings particular to paintball uncover that, despite some violent 

features of the sport, being close like a family, having fun and hanging out with friends and team 

members seem to be important characteristics of the paintball practice. A sense of belongingness is 

forged also through the constant effort of “being there” for your team which means that the team 

members are expected to sacrifice time, money, and sometimes your body, to earn the respect of 

others, as illustrated in the following quotes: 

Jens & Maerten (Ducks, Denmark): “The worst thing about training is the physical stuff, the trainer 
slaves us through, totally bumped. Bruises all over – feels like a day of hard work.” 

Chris (Crisis, US): “Be there when your mate needs you - money, girlfriend issues. Sacrificing is 
important.” 

Practical skills, know-how, and competence also play a crucial role in paintball practice. It was emphasized 

in our data that a variety of ingredients make up a ‘good practitioner’ of paintball. 

Coach (Joy, Sweden): “Social skills and a good motivation are more important selection criteria than 
pb (game play) skills.” 

Oliver Lang (Ironmen,  Los Angeles): “This is what I do; it is my life – 24 hours. It is everything, 
every weekend. It has been like that for a long time, so I am used to it. [...] There are lots of good 
players nowadays, players that are talented, who understand the game and have the mechanics of it. 
But what makes a really good player is up here (in the head): you’ve got to be smarter than most 
other people that are playing, you’ve got to learn how to adjust to your team and the surroundings. 
And you’ve got to be open minded and not arrogant… Team-wise you have to be with your team for 
at least 2-3 years. The same core group of guys building and building together, so that all are on the 
same page willing to fight for each other, but be friends ultimately.  

Jens & Maerten (Ducks, Denmark): “Respect is gained by doing your best to improve skills. You 
don’t need to be the best player – these might get arrogant – instead, being helpful is appreciated. 
Not all players are equal (in terms of skills), but we all have to share the same load.” 

Laurent (CEO of a paintball company, France): “Success of the team is not on the field, but during 
the week, during training. Building a team is important. It is like a sauce, you need a lot of 
ingredients. With the best player in the world, you don’t automatically have a great team. Good player 
is a strong personality. Five personalities working together is not easy. When you live in a community 
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and you need to put a lot of your ego aside and try to live together. If everyone is working in the 
same direction, you can create something good.” 

Routinized bodily activities, ways of handling objects and moving bodies fundamentally shape the practice of 

paintball – not least during the gameplay itself. Paintball practice is to be understood as a sort of 

physical and routinized activity where team/tactic/body/mind-unities are carried out in training 

sessions, games and also during free-time. The player-practitioners also spend considerable time 

taking care of their game-equipment, including the pneumatic-paintball markers. These highly 

technical devices also require expertise and caution in their handling and use. After all, the practice 

can boil down to what you are able to do with your paintball marker: 

(Team interview, UK): “The feeling you get when you shoot someone with a pb gun! We do it for 
that feeling!” 

Routinized mental activities, states of emotion and ways of desiring direct attention to phenomenological 

aspects of the paintball practice; how paintball practice is lived and experienced. In this sense, a 

strong driver of paintball practice is the desire of communion and camaraderie that also goes beyond 

team boundaries. 

Jan (Johannesburg Dynamics, South-Africa): “Pb is like rock and roll meets sports culture. Pb it is 
like it has a language on its own – we all come from different cultures, speak different languages, but 
if we come on the field we understand each other. Being with your friends, also in larger paintball 
community, is everything. Pb is not just what happens on the field, it starts way before. When you 
come from South-Africa, pb also teaches you hope. It’s is about meeting people, going to events, 
being with your friends. There is a drive. It is also about taking in disappointments.  We are like a 
family and everyone’s got a role – like mom, dad & kids. It’s in your heart. Pb is your life!” 

Ash (ECI, UK): “Just being there, being soldiers side by side, always being out there fighting for each 
other, helping the team further.” 

Jens & Maerten (Ducks, Denmark): [Interviewer: How do you want to be perceived by other teams?] 
“Friendly and fair. We try not to be the bad boy team, we don’t like that image, although everyone 
knows how to be rude on the field.” 

Shared motivational and end-state knowledge of this tribal practice structures around common themes, 

such as earning respect of others, commitment, group achievement, self-enhancement as well as 

winning and fighting for the team:  

Coach (Joy, Sweden): “It’s a paradox; you need to have good social skills, motivation to train and 
win, and to be aggressive and, sometimes, self-centered personality. To be pro, its like ‘almost 
denying other things; your family, education, or girlfriend. Bad ego, attitude, no practice is not good. 
Our motto is: be best friends, worst enemy.” 
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Gus (Nexus Kids, Spain): “Motivation comes from team work; you have to think team, team, team. 
It is like Darwinian evolution; you have to improve, go to the gym. Guys that don’t make it, you got 
to lose them.” 

Patrick (Cyclone, Finland): “Commitment. You need to do what you say. You need to be more than 
a player, you need to be part of the team. Good play is a bonus, but not most important. It’s a matter 
of how much effort you put in the team as a whole (social level).” 

The practice of paintball hence seems to revolve around a tribal logic in a metaphoric sense. The 

player-practitioners set out to encounter the ultimate challenge, the “jungle out there” with many 

dangers, by bonding with their blood/paint brothers, all brave and prepared. Within their team they 

feel safe and are willing to expose themselves to danger and to put to put themselves on the line for 

the good of the tribe. The single individual – as a bodily and mental agent – then acts as the ‘carrier’ 

of this practice. Thus, the individual is not only a carrier of patterns of bodily behavior, but also of 

certain routinized ways of understanding, knowing how and desiring. These conventionalized 

‘mental’ activities of understanding, knowing and desiring are necessary elements and qualities of a 

practice in which the single individual participates, not qualities of the individual (Reckwitz, 2002). 

Schatzki (2002) also emphasizes that, in fact, practices are non-individualist phenomena. Even if 

individuals conduct and carry practices, the practice is not organized by individual people. However, 

different combinations of practice’s organization elements are incorporated in the minds of 

individuals: the understandings, know-how, emotions and desires. 

The second component of the site of the tribe is the material arrangements, depicted in Figure 2. 

The tribal practice of paintball is inherently embedded and mediated by an interconnected 

organization of material and non-human agents of a branded paintball universe which is best 

captured by our videographic data. 

Figure 2 Material Arrangements 
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Briefly put, paintball practice can be characterized by a strong athletic and tribal aesthetic – present 

in tournaments, magazines, websites and numerous brands supported by equipment and apparel 

manufacturers. The practice is also marked with artifacts, products and tools – sometimes kin to 

fashion or jewelry items such as head gear, wrist bands, gloves, scarves and several add-on apparels 

that can be used to signal difference or status. 

(Interview with the European Director of Dye Corp.): “Nowadays, we have recognizable identities 
for teams and players (dress, behavior, image). Pb companies have all created their little niche 
allowing players to be part of the group, but stand out at the same time.” 

In addition, paintball parks with their game fields, on-site marketplace bazaar, sponsor companies, 

venues and other physical arrangements govern how the practice is performed and reproduced. 

Co-evolution of the tribal marketplace: becoming and change 

As demonstrated by our data, practices are by no means static. This leads us to consider a dynamic 

view of consumer tribes and the evolution of practices through time. As such, movement and 

change are continuously marking the orders and arrangements of the tribal site. This is also what 

Schatzki (2002, 189-190) emphasizes when asserting that “any account of the social site is inherently 

one of ceaseless movement and incessant rearrangement and reorganization”. In this view, the 

central motor of constant becoming that sweeps the social site is agency; both human and non-

human. The tribal site is thus to be regarded as a scene of continuously mutating orders and 

perpetually performed and often evolving activities. (Schatzki, 2002, 189-190.) 

Our investigation of the paintball practice revealed that evolution has occurred first of all due to 

technological development of the sport equipment (e.g. pneumatics, rate of fire, ball velocity, 

increased safety of tools and gear, game field necessities, and cost-effectiveness of manufacturers). 

The presence of tribal companies, sponsors and brands has furthered this development throughout 

the years. 

(Interview with representative of Smartparts): “In 1996; everyone knew everyone. Although it was 
supposedly a violent sport, there were no big fights or stupidities, and camaraderie was strong. It was 
played in the woods, and the manager kept arrogant players down. Gradually the game changed into 
speedball attracting younger players. Nowadays, I see in the audience families with little kids, this is 
novel! [...] The firing rate is now very high – we should not exaggerate, keep it at a level that kids 
want to join the game, keep it down so that kids don’t get hurt.” 
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Second, the tribal practice has evolved over key changes of the nature of the sport and its 

accessibility and appeal for wider audiences. This dynamic refers to the professionalization, 

aesthetization and commercialization of the sport as well as the growth of the paintball map. 

(Interview with Chief of operations, Dye Corp. US): “I think it is a part of the learning curve, that we 
are a new industry. You know, we are only twenty years old and that’s really young. We’re in an 
infancy stage as a sport. But it has helped that we’ve had some mainstream television coverage and 
more acceptance worldwide, and there are more fields and people participating in the sports to help 
to bring that knowledge to the general consumer that paintball is a sport. And that it’s not some 
weird, crazy renegade activity that war veterans play in the woods! Those days are gone, and we’ve all 
worked together to bring a sports aesthetics into what we are doing.”  

(Interview with the European Director of Dye Corp.): “Before, when the game was played in the 
woods, the question was ‘is he a good drinker’, now the question is ‘what can he bring to the team’. 
You don’t bring in someone who does not add something.” 

(Interview with CEO of Adrenaline Sports): “Now, teams are more supported because of their 
results and their behavior on the field. Pb is becoming now more like a traditional sport, with its 
heroes, and this is a good thing.” 

In addition, external changes have a strong effect in practice -organizations. For instance, the 

economic crisis has its reflection on how tribal companies operate and collaborate. 

(Interview with the Chief of operations, Dye Corp. US): “with the crisis, everyone needs to take a 
step back and consider how the tide can be changed – before, everyone was just making (easy) 
money, because of the natural growth of the sport. Now, we really need to start thinking about 
maintaining and growing the market.” 

Conclusion 

Inspired by Schatzki’s work, we advocate for a more practice-oriented perspective for theorizing the 

site of the marketplace cultures. The aim of this article was to show that the application of a 

consistent account of otherwise fragmented practice-oriented ideas may prove useful and bring 

potentially new insights into how consumer and tribal marketplace cultures are organized and 

transformed. In contrast to several other studies on consumer tribes (e.g. Kozinets, 2001; Cova and 

Cova, 2002; Muñiz and O’Guinn, 2001, Thompson and Troester, 2002; Cova et al., 2007) our 

findings propose that tribal dynamics go well beyond identity, community and affection-centered 

insights. It should also be noted that novel practice approaches have recently re-appeared in 

consumer and marketing research (Schau et al., 2009) signaling their attractiveness for further 

research.  

Three general conclusions can be drawn based on our study: First, practice-oriented perspective 

allows us to move beyond approaches that emphasize meaning-making processes and narratives in 
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their analyses. Practice dynamics direct attention also into doings, sayings, understandings, skills, 

know-how, objects and their handling, routinized mental and bodily activities and material 

arrangements, all of which are inherently interconnected and fundamentally constitute the tribal 

practice. In this way, following Schatzki (2002), it is taken that practices underlie subjects and objects 

and most importantly illuminate conditions and settings for intelligible action.  

Second, it is implied that practice-approach allows for the investigation of change and evolution that 

is surprisingly under-researched in the existing marketplace cultures literature. Additionally, the prior 

notable attempts (e.g. Peñaloza and Gilly, 1999; Thompson and Coskuner-Balli, 2007; Giesler, 2008) 

have relied heavily on dialectical and narrative based models in explaining marketplace evolution 

over time. In our approach it is taken that marketplace culture needs to be understood as a more 

complex entity, consisting of several interconnected elements including for instance aesthetics, 

machines, equipment and tools as well as other material elements that exert their own agency and 

dynamic upon market evolution but have previously been under-theorized. 

Third, the analytic focus on practices frees us from specific local, spatial field sites common to 

ethnographic investigations. As presented by our material, the practices themselves are the ultimate 

site of activities. The site of inquiry is not a location but a dynamically evolving practice to which 

participants engage in. Thus, looking at consumer tribes from this perspective, it is necessary to 

conceive them not bound in a location but inherently ‘translocal’ in the sense that they are both 

transnational but local in terms of the described tribal site. In paintball, we encountered a truly 

transnational community of consumers unbounded by territorial or national constraints. Instead, as 

our informants put it, paintball was more like a common language that connects the tribe together. 

Further implications include, in cohesion with Warde’s (2005) argumentation, that the analytic focus 

on social practices can overcome some problems typical for pluralistic and postmodern descriptions 

of ephemeral and affection-based consumer collectives “without succumbing to relativism” (Warde, 

2005). By drawing on practice theorists, we present a pluralistic but flexible picture of the 

constitution of tribal marketplace dynamics. We illustrate how the analytical focus on tribal ‘doings 

and sayings’ rather than on what tribes or tribal identities mean can provide useful insight into tribal 

marketplace cultures. 

It is also implicated that practice theory challenges fundamental ideas typical of consumption theory 

and consumer research – most importantly the focus on individual consumers, lifestyles or 

consumer groups. Instead practice theory focuses on what practices are, how they come into being, 
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how they are reproduced, how they change and relate to each other and ‘hang together’ (e.g. Warde, 

2005). 

References 

Arnould, E.J. and Thompson, C.J. (2005) Consumer Culture Theory (CCT): Twenty Years of 
Research. Journal of Consumer Research, 31, 237-249. 

Bourdieu, P. (1980) Le sens pratique. Paris (R. Nice English Trans.) (1990) The logic of practice. Stanford: 
Stanford University Press. 

Callon, M. (1991) Techno-economic networks and irreversibility. In John Law (ed), A Sociology of 
Monsters: Essays on Power, Technology, and Domination. London: Routledge, pp. 131-61. 

Cova, B., and Cova, V. (2002). Tribal Marketing: The Tribalisation of Society and Its Impact on the 
Conduct of Marketing. European Journal of Marketing 36 (5/6), 595-620. 

Cova, B, Kozinets, R.V., and Shankar, A. (2007). Consumer Tribes. Oxford, UK: Butterworth-
Heinemann. 

Foucault, M. (1976) History of Sexuality, Vol.1 The Will to Knowledge. Paris: Gallimard.  
Foucault, M. (1980) Power/Knowledge. New York: Pantheon. 
Giddens, A. (1979) Central Problems in Social Theory. London: Macmillan. 
Giddens, A. (1984) The Constitution of Society. Cambridge: Polity Press. 
Giesler, M. (2008) Conflict and Compromise: Drama in Marketplace Evolution. Journal of Consumer 

Research, 34, (April), 739-53.  
Hand, M., Elizabeth S., and Southerton, D. (2005) Explaining Showering: a Discussion of Material, 

Conventional, and Temporal Dimensions of Practice. Sociological Research Online, 10(2), retrieved 
from: http://www.socresonline.org.uk/10/2/hand.html. 

Holt, D. (1995) How Consumers Consume? Typology of Consumption Practices. Journal of Consumer 
Research, 22, (June), 1-16. 

Knorr Cetina, K. (1999) Epistemic Cultures. How the Sciences Make Knowledge. Cambridge, MA: Harvard 
University Press.  

Kozinets, R.V. (2001) Utopian Enterprise: Articulating the Meanings of Star Trek’s Culture of 
Consumption. Journal of Consumer Research, 28 (1): 67-88. 

Latour, B. (1993) We have never been modern. Cambridge, MA: Harvard University Press. 
Law, J. (1994) Organizing Modernity. Oxford: Blackwell. 
Lyotard, J.-F. (1984) The Postmodern Condition: A Report on Knowledge. Minneapolis: University of 

Minnesota Press. 
Maffesoli, M. (1988) Le Temps du Tribus. Paris : Méridiens. English Trans. (1996) The time of tribes. 

Sage: London. 
Muñiz, A.M., Jr and O’Guinn, T.C. (2001) Brand Community, Journal of Consumer Research 27 (3): 

412-431. 
Moisander, J. and Valtonen, A. (2006) Qualitative Marketing Research, A Cultural Approach. 

London, UK: SAGE Publications. 
Peñaloza, L. and Gilly, M.C. (1999) Marketer Acculturation: The Changer and the Changed. Journal of 

Marketing, 63, (3), 84-104. 
Pickering, A. (1995) The Mangle of Practice: Time, Agency and Science. Chicago: University of Chicago 

Press. 
Reckwitz, A. (2002). Toward a Theory of Social Practices – A Development in Culturalist 

Theorizing. European Journal of Social Theory 5, 243-263. 



170 

Schatzki, T.R. (1996) Social Practices: A Wittgensteinian Approach to Human Activity and the 
Social. Cambridge: Cambridge University Press. 

Schatzki, T.R. (2001) Introduction: practice theory. In: The Practice Turn in Contemporary Theory, (eds.) 
Theodore R. Schatzki, Karin Knorr Cetina and Eike Von Savigny. London and New York: 
Routledge. 

Schatzki, T.R. (2002) The site of the social: a philosophical account of the constitution of social life and change. 
Pennsylvania: The Pennsylvania State University Press. 

Schatzki, T.R. (2005) The Sites of Organizations. Organization Studies, 26, 465-484. 
Schatzki, T.R., Knorr Cetina, K. and Von Savigny, E. (2001) The Practice Turn in Contemporary Theory. 

London and New York: Routledge. 
Schau, H.J., Muñiz, A.M. and Arnould, E.J. (2009) How Brand Community Practices Create Value. 

Journal of Marketing, 73, (September), 30-51. 
Shove, E and Pantzar, M. (2005) Consumers, Producers and Practices: Understanding the Invention 

and Reinvention of Nordic Walking. Journal of Consumer Culture, 5(1), 43-64. 
Taylor, C. (1985) Philosophical papers: Vol. 1. Human agency and language. Cambridge: Cambridge 

University Press. 
Thompson, C.J. and Coskuner-Balli, G. (2007) Countervailing Market Responses to Corporate Co-

Optation and the Ideological Recruitment of Consumption Communities. Journal of Consumer 
Research, 34 (2), 135-151. 

Thompson, C.J. and Troester, M. (2002) Consumer Value Systems in the Age of Postmodern 
Fragmentation: The Case of Natural Health Microculture. Journal of Consumer Research, 28, 550-71. 

Warde, A. (2005) Consumption and Theories of Practice. Journal of Consumer Culture, 5 (2), 131-53. 
Wittgenstein, L. (1958) Philosophical Investigations. (G.E.M. Anscombe, Trans.) New York: Macmillan. 

 



HELSINGIN KAUPPAKORKEAKOULUN JA AALTO-YLIOPISTON KAUPPAKORKEAKOULUN
JULKAISUJA
Publications of the Helsinki School of Economics and Aalto University School of Economics

A-SARJA: VÄITÖSKIRJOJA - DOCTORAL DISSERTATIONS. ISSN 1237-556X.

A:310. JARI PAULAmÄKI: Kauppiasyrittäjän toimintavapaus ketjuyrityksessä. Haastattelututkimus 
K-kauppiaan kokemasta toimintavapaudesta agenttiteorian näkökulmasta. 

 2008. Korjattu painos. ISBN 978-952-488-246-0, E-version: 978-952-488-247-7.

A:321. BRETT FIFIELD: A Project Network: An Approach to Creating Emergent Business. 2008.
 ISBN 978-952-488-206-4, E-version: 978-952-488-207-1.

A:322. ANTTI NURmI: Essays on management of Complex Information Systems Development 
Projects. 2008. ISBN 978-952-488-226-2.

A:323. SAmI RELANDER: Towards Approximate Reasoning on New Software Product Company 
Success Potential Estimation. A Design Science Based Fuzzy Logic Expert System.

 2008. ISBN 978-952-488-227-9.

A:324. SEPPO KINKKI: Essays on minority Protection and Dividend Policy. 2008. 
ISBN 978-952-488-229-3.

A:325. TEEmU mOILANEN: Network Brand management: Study of Competencies of Place 
Branding Ski Destinations. 2008. ISBN 978-952-488-236-1.

A:326. JYRKI ALI-YRKKÖ: Essays on the Impacts of Technology Development and R&D 
Subsidies. 2008. ISBN 978-952-488-237-8.

A:327. mARKUS m. mÄKELÄ: Essays on software product development. A Strategic 
management viewpoint. 2008. ISBN 978-952-488-238-5.

A:328.  SAmI NAPARI: Essays on the gender wage gap in Finland. 2008. 
ISBN 978-952-488-243-9.

A:329. PAULA KIVImAA: The innovation effects of environmental policies. Linking policies, 
 companies and innovations in the Nordic pulp and paper industry.
 2008. ISBN 978-952-488-244-6.

A:330. HELI VIRTA: Essays on Institutions and the Other Deep Determinants of Economic  
Development. 2008. ISBN 978-952-488-267-5.

A:331. JUKKA RUOTINEN: Essays in trade in services difficulties and possibilities.
 2008. ISBN 978-952-488-271-2, E-version: ISBN 978-952-488-272-9.

A:332. IIKKA KORHONEN: Essays on commitment and government debt structure.
 2008. ISBN 978-952-488-273-6, E-version: ISBN 978-952-488-274-3.

A:333. mARKO mERISAVO: The interaction between digital marketing communication and  
customer loyalty. 2008. ISBN 978-952-488-277-4, E-version 978-952-488-278-1.



A:334. PETRI ESKELINEN: Reference point based decision support tools for interactive  
multiobjective optimization. 2008. ISBN 978-952-488-282-8.

A:335. SARI YLI-KAUHALUOmA: Working on technology: a study on collaborative R&D work 
in industrial chemistry. 2008. ISBN 978-952-488-284-2 

A:336. JANI KILPI: Sourcing of availability services - case aircraft component support. 2008.
 ISBN 978-952-488-284-2, 978-952-488-286-6 (e-version). 

A:337. HEIDI SILVENNOINEN: Essays on household time allocation decisions in a collective 
household model. 2008. ISBN 978-952-488-290-3, ISBN 978-952-488-291-0 (e-version).

A:338. JUKKA PARTANEN: Pk-yrityksen verkostokyvykkyydet ja nopea kasvu - case: Tiede- ja 
teknologiavetoiset yritykset. 2008. ISBN 978-952-488-295-8.

A:339. PETRUS KAUTTO: Who holds the reins in Integrated Product Policy? An individual 
 company as a target of regulation and as a policy maker. 2008. ISBN 978-952-488-300-9,
 978-952-488-301-6 (e-version).

A:340. KATJA AHONIEmI: modeling and Forecasting Implied Volatility. 2009. 
ISBN 978-952-488-303-0, E-version: 978-952-488-304-7.

A:341. mATTI SARVImÄKI: Essays on migration. 2009.  
ISBN 978-952-488-305-4, 978-952-488-306-1 (e-version).  

A:342. LEENA KERKELÄ: Essays on Globalization – Policies in Trade, Development, Resources 
and Climate Change. 2009. ISBN 978-952-488-307-8, E-version: 978-952-488-308-5.

A:343. ANNELI NORDBERG: Pienyrityksen dynaaminen kyvykkyys - Empiirinen tutkimus  
graafisen alan pienpainoyrityksistä. 2009. ISBN 978-952-488-318-4.

A:344. KATRI KARJALAINEN: Challenges of Purchasing Centralization – Empirical Evidence 
from Public Procurement. 2009. ISBN 978-952-488-322-1, E-version: 978-952-488-323-8.

A:345. JOUNI H. LEINONEN: Organizational Learning in High-Velocity markets. Case Study in 
The mobile Communications Industry. 2009. ISBN 978-952-488-325-2.

A:346. JOHANNA VESTERINEN: Equity markets and Firm Innovation in Interaction.  
- A Study of a Telecommunications Firm in Radical Industry Transformation. 2009. 
ISBN 978-952-488-327-6, E-version: 978-952-488-374-0.

A:347. JARI HUIKKU: Post-Completion Auditing of Capital Investments and Organizational  
Learning. 2009. ISBN 978-952-488-334-4, E-version: 978-952-488-335-1.

A:348. TANJA KIRJAVAINEN: Essays on the Efficiency of Schools and Student Achievement. 
2009. ISBN 978-952-488-336-8, E-version: 978-952-488-337-5.

A:349. ANTTI PIRJETÄ: Evaluation of Executive Stock Options in Continuous and Discrete Time.
 2009. ISBN 978-952-488-338-2, E-version: 978-952-488-339-9.

A:350. OLLI KAUPPI: A model of Imperfect Dynamic Competition in the Nordic Power market. 
2009. ISBN 978-952-488-340-5, E-version: 978-952-488-341-2.

A:351. TUIJA NIKKO: Dialogic Construction of Understanding in Cross-border Corporate 
meetings. 2009. ISBN 978-952-488-342-9, E-version: 978-952-488-343-6.



A:352. mIKKO KORIA: Investigating Innovation in Projects: Issues for International Development 
Cooperation. 2009. ISBN 978-952-488-344-3, E-version: 978-952-488-345-0.

A:353. mINNA mUSTONEN: Strategiaviestinnän vastaanottokäytännöt - Henkilöstö strategia-
viestinnän yleisönä. 2009. ISBN 978-952-488-348-1, E-versio: 978-952-488-349-8.

A:354. mIRELLA LÄHTEENmÄKI: Henkilötietojen hyödyntäminen markkinoinnissa kuluttajien 
tulkitsemana. Diskurssianalyyttinen tutkimus kuluttajan tietosuojasta. 2009.

 ISBN 978-952-488-351-1, E-versio: 978-952-488-352-8.

A:355. ARNO KOURULA: Company Engagement with Nongovernmental Organizations from a 
Corporate Responsibility Perspective. 2009. ISBN 978-952-488-353-5, 
E-version: 978-952-488-354-2. 

A:356. mIKA WESTERLUND: managing Networked Business models: Essays in the Software  
Industry. 2009. ISBN 978-952-488-363-4.

A:357. RISTO RAJALA: Determinants of Business model Performance in Software Firms. 2009.
 ISBN 978-952-488-369-6, E-version: 978-952-488-370-2. 

A:358. PASI P. PORKKA: Capacitated Timing of mobile and Flexible Service Resources. 2010 
ISBN 978-952-60-1000-7, E-version: 978-952-60-1001-4.

A:359. mARJA-LIISA TRUX: No Zoo Ethnic Civility and its Cultural Regulation Among the Staff of 
a Finnish High-Tech Company. 2010. ISBN 978-952-60-1007-6,  
E-version: 978-952-60-1008-3

A:360. TERHI CHAKHOVICH: Essays on managerial myopia and Subject Positions in Companies 
with Different Governance Structures. 2010. ISBN 978-952-60-1005-2, 
E-version: 978-952-60-1006-9.

A:361. IRINA JORmANAINEN: Outcomes of Learning through International Joint Ventures for 
Local Parent Firms: Evidence from Russia. 2010. ISBN 978-952-60-1009-0, 
E-version: 978-952-60-1010-6. 

A:362. JOHANNA POHJOLA: Carbon Sinks in mitigating Climate Change: Evaluation with 
models of Varying Scope. 2010. ISBN 978-952-60-1011-3.

                              
A:363. NIINA ERKAmA: Critical Approaches to Global Organizational Restructuring Discursive 

Struggles over Legitimation and Resistance. 2010. ISBN 978-952-60-1012-0, 
E-versio: 978-952-60-1013-7.

A:364. JOONAS ROKKA: Exploring the Cultural Logic of Translocal marketplace Cultures: 
Essays on New methods and Empirical Insights. 2010. ISBN 978-952-60-1018-2,
E-version: 978-952-60-1019-9.

B-SARJA:  TUTKImUKSIA - RESEARCH REPORTS. ISSN 0356-889X.

B:84. PÄIVI KARHUNEN – RIITTA KOSONEN – JOHANNA LOGRéN – KRISTO OVASKA:
 Suomalaisyritysten strategiat Venäjän muuttuvassa liiketoimintaympäristössä.
 2008. ISBN 978-953-488-212-5, E-versio: 978-952-488-241-5.



B:85. mARJA mATTILA – EEVA KEROLA – RIITTA KOSONEN: Unkari suomalaisyritysten 
toimintaympäristönä. 2008. ISBN 978-952-488-213-2, E-versio: 978-952-488-222-4.

B:86. KRISTIINA KORHONEN – ANU PENTTILÄ – mAYUmI SHImIZU – EEVA KEROLA – 
RIITTA KOSONEN: Intia suomalaisyritysten toimintaympäristönä.2008.  
ISBN 978-952-488-214-9, E-versio: 978-952-488-283-5

B:87. SINIKKA VANHALA – SINIKKA PESONEN: Työstä nauttien. SEFE:en kuuluvien nais- ja 
miesjohtajien näkemyksiä työstään ja urastaan. 2008.  
ISBN 978-952-488-224-8, E-versio: 978-952-488-225-5.

B:88. POLINA HEININEN – OLGA mASHKINA – PÄIVI KARHUNEN – RIITTA KOSONEN: 
 Leningradin lääni yritysten toimintaympäristönä: pk-sektorin näkökulma. 2008.  

ISBN 978-952-488-231-6, E-versio: 978-952-488-235-4.

B:89. Ольга Машкина – Полина Хейнинен: Влияние государственного сектора на 
развитие малого и среднего предпринимательства в Ленинградской области:  
взгляд предприятий.2008.  
ISBN 978-952-488-233-0, E-version: 978-952-488-240-8.

B:90. mAI ANTTILA – ARTO RAJALA (Editors): Fishing with business nets – keeping thoughts 
on the horizon Professor Kristian  möller. 2008.  
ISBN 978-952-488-249-1, E-version: 978-952-488-250-7.

B:91. RENé DE KOSTER –  WERNER DELFmANN (Editors): Recent developments in supply 
chain management. 2008. ISBN 978-952-488-251-4, E-version: 978-952-488-252-1.

B:92.  KATARIINA RASILAINEN: Valta orkesterissa. Narratiivinen tutkimus soittajien 
kokemuksista ja näkemyksistä. 2008.  
ISBN 978-952-488-254-5, E-versio: 978-952-488-256-9.

B:93. SUSANNA KANTELINEN: Opiskelen, siis koen. Kohti kokevan subjektin tunnistavaa 
korkeakoulututkimusta. 2008. ISBN 978-952-488-257-6, E-versio: 978-952-488-258.

B:94. KATRI KARJALAINEN – TUOmO KIVIOJA – SANNA PELLAVA: Yhteishankintojen 
kustannusvaikutus. Valtion hankintatoimen kustannussäästöjen selvittäminen. 2008. 

 ISBN 978-952-488-263-7, E-versio: ISBN 978-952-488-264-4.

B:95. ESKO PENTTINEN: Electronic Invoicing Initiatives in Finland and in the European Union 
– Taking the Steps towards the Real-Time Economy. 2008. 

 ISBN 978-952-488-268-2, E-versio: ISBN 978-952-488-270-5.

B:96. LIISA UUSITALO (Editor): museum and visual art markets. 2008.
 ISBN 978-952-488-287-3, E-version: ISBN 978-952-488-288-0.

B:97. EEVA-LIISA LEHTONEN: Pohjoismaiden ensimmäinen kauppatieteiden tohtori Vilho 
Paavo Nurmilahti 1899-1943. 2008. ISBN 978-952-488-292-7, 

 E-versio: ISBN 978-952-488-293-4.

B:98. ERJA KETTUNEN – JYRI LINTUNEN – WEI LU – RIITTA KOSONEN: Suomalaisyritysten
 strategiat Kiinan muuttuvassa toimintaympäristössä. 2008 ISBN 978-952-488-234-7,
 E-versio: ISBN 978-952-488-297-2.



B:99. SUSANNA VIRKKULA – EEVA-KATRI AHOLA – JOHANNA mOISANDER – JAAKKO 
ASPARA – HENRIKKI TIKKANEN: messut kuluttajia osallistavan markkinakulttuurin  
fasilitaattorina: messukokemuksen rakentuminen Venemessuilla. 2008.  
ISBN 978-952-488-298-9, E-versio: ISBN 978-952-488-299-6.

B:100. PEER HULL KRISTENSEN – KARI LILJA (Eds): New modes of Globalization:  
Experimentalist Forms of Economics Organization and Enabling Welfare Institutions 
– Lessons from The Nordic Countries and Slovenia. 2009. ISBN 978-952-488-309-2, 
E-version: 978-952-488-310-8.

B:101. VIRPI SERITA – ERIK PÖNTISKOSKI (eds.)  
SEPPO mALLENIUS – VESA LEIKOS – KATARIINA VILLBERG – TUUA RINNE –  
NINA YPPÄRILÄ – SUSANNA HURmE: marketing Finnish Design in Japan. 2009. 
ISBN 978-952-488-320-7. E-version: ISBN 978-952-488-321-4.

B:102. POLINA HEININEN – OLLI-mATTI mIKKOLA – PÄIVI KARHUNEN – RIITTA KOSONEN:
Yritysrahoitusmarkkinoiden kehitys Venäjällä. Pk-yritysten tilanne Pietarissa. 2009.
ISBN 978-952-488-329-0. E-version: ISBN 978-952-488-331-3. 

B:103. ARTO LAHTI: Liiketoimintaosaamisen ja yrittäjyyden pioneeri Suomessa. 2009. 
ISBN 978-952-488-330-6.

B:104. KEIJO RÄSÄNEN: Tutkija kirjoittaa - esseitä kirjoittamisesta ja kirjoittajista akateemisessa 
työssä. 2009. ISBN 978-952-488-332-0. E-versio: ISBN 978-952-488-333-7.

B:105. TImO EKLUND – PETRI JÄRVIKUONA – TUOmAS mÄKELÄ – PÄIVI KARHUNEN: 
Kazakstan suomalaisyritysten toimintaympäristönä. 2009. ISBN 978-952-488-355-9.

B:106. ARTO LINDBLOm – RAmI OLKKONEN – VILJA mÄKELÄ (TOIm.): Liiketoimintamallit, 
innovaatiotoiminta ja yritysten yhteistyön luonne kaupan arvoketjussa.2009. 
ISBN 978-952-488-356-6. E-versio: ISBN 978-952-488-357-3.

B:107. mIKA GABRIELSSON – ANNA SALONEN – PAULA KILPINEN – mARKUS PAUKKU 
– TERHI VAPOLA – JODY WREN – LAURA ILONEN – KATRIINA JUNTUNEN: Respon-
ding to Globalization: Strategies and management for Competitiveness. Final Report of a 
TEKES-project 1.8.2006-30.4.2009. 2009. ISBN 978-952-488-362-7.

B:108. mATTI ROSSI – JONATHAN SPRINKLE – JEFF GRAY – JUHA-PEKKA TOLVANEN (EDS.)
 Proceedings of the 9th OOPSLA Workshop on Domain-Specific modeling  (DSm’09). 

2009. ISBN 978-952-488-371-9. E--version: ISBN 978-952-488-372-6.

B:109. LEENA LOUHIALA-SALmINEN – ANNE KANKAANRANTA (Editors): The Ascent of  
International Business Communication. 2009. ISBN 978-952-488-373-3. 
E-version: ISBN 978-952-488-381-8.

B:110. mIKKO VIEmERÖ: Tietosuoja sähköisessä kaupassa ja sähköisessä viestinnässä. 2009. 
ISBN 978-952-488-376-4. 

B:111. RAIJA JÄRVINEN – JUHA UUSPELTO: Uhkaavatko asiakkaat? Kaupan henkilökunnan 
näkemyksiä turvallisuusuhkista. 2009. ISBN 978-952-488-379-5.  
E-versio: ISBN 978-952-488-380-1.

B:113. LIISA UUSITALO – mIRELLA LÄHTEENmÄKI (TOIm.): Kuluttaja ja media tietotaloudessa. 
2009. ISBN 978-952-488-383-2. E-versio: ISBN 978-952-488-384-9



B:114. REIJO LUOSTARINEN: kansainvälinen liiketoiminta ja sen rooli Helsingin kauppakorkea-
koulun kansainvälistymisessä. 2010. ISBN 978-952-60-1002-1.  
E-versio: ISBN 978-952-60-1004-5.

B:115. TIINA SCHmIDT – SINIKKA VANHALA: Henkilöstöjohtaminen Suomessa 1992-2009
 Tutkimus suurten yritysten ja julkisten organisaatioiden henkilöstökäytäntöjen  

omaksumisesta ja konvergoitumisesta. 2010. ISBN 978-952-60-1017-5. 

N-SARJA: HELSINKI SCHOOL OF ECONOmICS. mIKKELI BUSINESS CAmPUS PUBLICATIONS.
ISSN 1458-5383

N:74. mIKKO SAARIKIVI: Pk-yritysten kansainvälistymisen sopimukset. 
 2008. ISBN 978-952-488-210-1.

N:75. LAURA TUUTTI: Uutta naisjohtajuutta Delfoi Akatemiasta – hankkeen vaikuttavuus. 
 2008. ISBN 978-952-488-211-8.

N:76. LAURA KEHUSmAA – JUSSI KÄmÄ – ANNE GUSTAFSSON-PESONEN (ohjaaja): 
StuNet -Business Possibilities and Education - hankkeen arviointi.

 2008. ISBN 978-952-488-215-6.

N:77. PÄIVI KARHUNEN – ERJA KETTUNEN – VISA mIETTINEN – TIINAmARI SIVONEN: 
Determinants of knowledge-intensive entrepreneurship in Southeast Finland and  
Northwest Russia. 2008. ISBN 978-952-488-223-1.

N:78. ALEKSANDER PANFILO – PÄIVI KARHUNEN – VISA mIETTINEN: Suomalais-venäläisen 
innovaatioyhteistyön haasteet toimijanäkökulmasta. 2008. ISBN 978-952-488-232-3.

N:79. VESA KOKKONEN: Kasva Yrittäjäksi – koulutusohjelman vaikuttavuus. 
 2008. ISBN 978-952-488-248-4.

N:80. VESA KOKKONEN: Johtamisen taidot - hankkeessa järjestettyjen koulutusohjelmien 
vaikuttavuus. 2008. ISBN 978-952-488-259-0.

N:81. mIKKO SAARIKIVI: Raportti suomalaisten ja brittiläisten pk-yritysten yhteistyön 
 kehittämisestä uusiutuvan energian sektorilla. 2008. ISBN 978-952-488-260-6.

N:82. mIKKO SAARIKIVI – JARI HANDELBERG – TImO HOLmBERG – ARI mATILAINEN:
 Selvitys lujitemuovikomposiittituotteiden mahdollisuuksista rakennusteollisuudessa.
 2008. ISBN 978-952-488-262-0.

N:83. PÄIVI KARHUNEN – SVETLANA LEDYAEVA – ANNE GUSTAFSSON-PESONEN – 
 ELENA mOCHNIKOVA – DmITRY VASILENKO: Russian students’ perceptions of 

entrepreneurship. Results of a survey in three St. Petersburg universities.  
Entrepreneurship development –project 2. 2008. ISBN 978-952-488-280-4.

N:84. PIIA NIKULA – ANU PENTTILÄ – OTTO KUPI – JUHANA URmAS –  
KIRSI KOmmONEN: Sirpaleisuudesta kilpailukyvyn keskiöön Asiantuntijoiden  
näkemyksiä luovien alojen kansainvälistymisestä. 2009. ISBN 978-952-488-346-7.

N:85 JUHANA URmAS – OTTO KUPI – PIIA NIKULA – ANU PENTTILÄ –  
KIRSI KOmmONEN: ” Kannattaa ottaa pienikin siivu” – Luovien alojen yritysten  
näkemyksiä kansainvälistymisestä. 2009. ISBN 978-952-488-347-4.



W-SARJA: TYÖPAPEREITA - WORKING PAPERS . ISSN 1235-5674. 
ELECTRONIC WORKING PAPERS, ISSN 1795-1828. 

W:440. KALYANmOY DEB – KAISA mIETTINEN – SHAmIK CHAUDHURI: Estimating Nadir 
Objective Vector:  Hybrid of Evolutionary and Local Search. 2008.  
ISBN 978-952-488-209-5.

W:441. ARTO LAHTI: Globalisaatio haastaa pohjoismaisen palkkatalousmallin. Onko löydettä-
vissä uusia aktiivisia toimintamalleja, joissa Suomi olisi edelleen globalisaation voittaja? 

 2008. ISBN 978-952-488-216-3.

W:442. ARTO LAHTI: Semanttinen Web – tulevaisuuden internet. Yrittäjien uudet liiketoiminta-
mahdollisuudet. 2008. ISBN 978-952-488-217-0.

W:443. ARTO LAHTI: Ohjelmistoteollisuuden globaali kasvustrategia ja immateriaalioikeudet. 
2008. ISBN 978-952-488-218-7.

W:444. ARTO LAHTI: Yrittäjän oikeusvarmuus globaalisaation ja byrokratisoitumisen pyörteissä. 
 Onko löydettävissä uusia ja aktiivisia toimintamalleja yrittäjien syrjäytymisen estämiseksi? 

2008. ISBN 978-952-488-219-4.

W:445. PETRI ESKELINEN: Objective trade-off rate information in interactive multiobjective 
optimization methods – A survey of theory and applications. 2008.  
ISBN 978-952-488-220-0.

W:446. DEREK C. JONES – PANU KALmI: Trust, inequality and the size of co-operative sector – 
Cross-country evidence. 2008. ISBN 978-951-488-221-7.

W:447. KRISTIINA KORHONEN – RIITTA KOSONEN – TIINAmARI SIVONEN – 
PASI SAUKKONEN: Pohjoiskarjalaisten pienten ja keskisuurten yritysten Venäjä-
yhteistyöpotentiaali ja tukitarpeet. 2008. ISBN 978-952-488-228-6.

W:448. TImO JÄRVENSIVU – KRISTIAN mÖLLER: metatheory of Network management:  
A Contingency Perspective. 2008. ISBN 978-952-488-231-6.

W:449. PEKKA KORHONEN: Setting “condition of order preservation” requirements for the 
 priority vector estimate in AHP is not justified. 2008. ISBN 978-952-488-242-2.

W:450. LASSE NIEmI – HANNU OJALA – TOmI SEPPÄLÄ: misvaluation of takeover targets and 
auditor quality. 2008. ISBN 978-952-488-255-2.

W:451. JAN-ERIK ANTIPIN – JANI LUOTO: Forecasting performance of the small-scale hybrid 
New Keynesian model. 2008. ISBN 978-952-488-261-3.

W:452. mARKO mERISAVO: The Interaction between Digital marketing
 Communication and Customer Loyalty. 2008. ISBN 978-952-488-266-8.

W:453. PETRI ESKELINEN – KAISA mIETTINEN: Trade-off Analysis Tool with Applicability
 Study for Interactive Nonlinear multiobjective Optimization. 
 2008. ISBN 978-952-488-269-9.

W:454. SEPPO IKÄHEImO – VESA PUTTONEN – TUOmAS RATILAINEN: Antitakeover 
provisions and performance – Evidence from the Nordic countries. 2008.  
ISBN 978-952-488-275-0.



W:455. JAN-ERIK ANTIPIN: Dynamics of inflation responses to monetary policy in the EmU area. 
2008. ISBN 978-952-488-276-7.

W:456. KIRSI KOmmONEN: Narratives on Chinese colour culture in business contexts. The Yin 
Yang Wu Xing of Chinese values. 2008. ISBN 978-952-488-279-8.

W:457. mARKKU ANTTONEN – mIKA KUISmA – mINNA HALmE – PETRUS KAUTTO: 
 materiaalitehokkuuden palveluista ympäristömyötäistä liiketoimintaa (mASCO2). 2008. 

ISBN 978-952-488-279-8.

W:458. PANU KALmI – DEREK C. JONES – ANTTI KAUHANEN: Econometric case studies:
 overview and evidence from recent finnish studies. 2008. ISBN 978-952-488-289-7.

W:459. PETRI JYLHÄ – mATTI SUOmINEN – JUSSI-PEKKA LYYTINEN: Arbitrage Capital and 
 Currency Carry Trade Returns. 2008. ISBN 978-952-488-294-1.

W:460. OLLI-mATTI mIKKOLA – KATIA BLOIGU – PÄIVI KARHUNEN: Venäjä-osaamisen
 luonne ja merkitys kansainvälisissä suomalaisyrityksissä. 2009. ISBN 978-952-488-302-3.

W:461. ANTTI KAUHANEN – SATU ROPONEN: Productivity Dispersion: A Case in the Finnish 
Retail Trade. 2009. ISBN 978-952-488-311-5.

W:462. JARI HUIKKU: Design of a Post-Completion Auditing System for Organizational Learning. 
2009. ISBN 978-952-488-312-2.

W:463. PYRY-ANTTI SIITARI: Identifying Efficient Units in Large-Scale Dea models Using  
Efficient Frontier Approximation. 2009. ISBN 978-952-488-313-9.

W:464. mARKKU KALLIO – mERJA HALmE: Conditions for Loss Averse and Gain Seeking 
Consumer Price Behavior. 2009. ISBN 978-952-488-314-6.

W:465. mERJA HALmE – OUTI SOmERVUORI: Study of Internet material Use in Education in 
Finland. 2009. ISBN 978-952-488-315-3.

W:466. RAImO LOVIO: Näkökulmia innovaatiotoiminnan ja –politiikan muutoksiin 2000-luvulla. 
2009. ISBN 978-952-488-316-0.

W:467.  mERJA HALmE – OUTI SOmERVUORI: Revisiting Demand Reactions to Price Changes. 
2009. ISBN 978-952-488-317-7.

W:468. SAmULI SKURNIK: SSJS Strategiabarometri –  kehitystyö ja nykyvaihe. 2009. 
ISBN 978-952-488-319-1.

W:469. TOm RAILIO: A Brief Description of The Transdisciplinary Jurionomics and The  
Scandinavian Institutional Sources of Law Framework. 2009. ISBN 978-952-488-324-5. 

W:470. KALYANmOY DEB – KAISA mIETTINEN – SHAmIK CHAUDHURI: An Estimation of 
Nadir Objective Vector Using a Hybrid Evolutionary-Cum-Local-Search Procedure. 2009. 
ISBN 978-952-488-326-9.

W:471. JENNI AHONEN – mARI ANTTONEN – ANTTI HEIKKINEN – JANI HÄTÄLÄ – JASmI 
LEHTOLA – LAURI NURmILAUKAS – TEEmU PELTOKALLIO – ANNINA PIEKKARI – 
mARJO REEN – SEBASTIAN SmART: Doing Business in Hungary. 2009. 

 ISBN 978-952-488-350-4.



W:472. mIKA WESTERLUND: The role of Network Governance in Business model Performance.
 2009. ISBN 978-952-488-361-0.

W:473. DmITRY FILATOV – SINIKKA PARVIAINEN – PÄIVI KARHUNEN: The St. Petersburg 
Insurance market: Current Challenges and Future Opportunities. 2009.

 ISBN 978-952-488-365-8.

W:474. mARKKU KALLIO – mERJA HALmE: Redefining Loss Averse and Gain Seeking Consumer 
 Price Behavior Based on Demand Response. 2009. ISBN 978-952-488-366-5.

W:475. JOHANNA BRAGGE – TUURE TUUNANEN – PENTTI mARTTIIN: Inviting Lead Users 
from Virtual Communities to Co-create Innovative IS Services in a Structured Groupware 
Environment. 2009. ISBN 978-952-488-367-2.

W:476. RISTO RAJALA: Antecedents to and Performance Effects of Software Firms’ Business 
models. 2009. ISBN 978-952-488-368-9.

W:477. HANNU SAARINEN: Käyttäjäinnovaatioiden mahdollisuudet ja ongelmat –  
tapaustutkimus peliteollisuuden käytännöistä. 2009. ISBN 978-952-488-382-5.

 



Kaikkia Helsingin kauppakorkeakoulun ja Aalto-yliopiston kauppakorkeakoulun julkaisusarjassa
ilmestyneitä julkaisuja voi tilata osoitteella:

KY-Palvelu Oy     Aalto-yliopiston kauppakorkeakoulu
Kirjakauppa     Julkaisutoimittaja
Runeberginkatu 14-16    PL 1210
00100 Helsinki     00101 Helsinki
Puh. (09) 4703 8310, fax (09) 495 617  Puh. (09) 4703 8579, fax (09) 4703 8305
Sähköposti: kykirja@ky.hse.fi   Sähköposti: julkaisu@hse.fi

All the publications can be ordered from

Aalto University School of Economics
Publications officer
P.O.Box 1210
FIN-00101 Helsinki
Phone +358-9-4703 8579, fax +358-9-4703 8305                                                                           
E-mail: julkaisu@hse.fi




