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Marketing the Tactical Lifestyle:
Firearms, Fashions, and Attitude

Terrence H. Witkowski California State University, Long Beach, USA

This paper explores the marketing of the tactical lifestyle through distinc-

tive types of firearms, fashions, and attitude. Derived from modern com-

bat weapons and clothing, and encouraged by favorable political and

cultural trends within present-day America, tactical products embody

a visually powerful design aesthetic that is energetically marketed to a

consumption community of mostly white males, but with a visible contin-

gent of female participants. Tactical marketing communications stress a

militarized and paranoid mindset, but also exhibit ironic humor and oc-

casional sex appeal. Potential benefits of this packaged lifestyle and the

risks of dangerous societal consequences are analyzed.

Introduction

One Saturday morning in September 2021, I visited the Cerritos branch of
Ammo Brothers to see what kinds of firearm clothing and wearable acces-
sories they retailed. This outing was part of some field research for an invited
chapter on firearm fashions I was writing. Ammo Bros (as they are also known)
is a small chain with six locations in Southern California that sells ammunition,
tactical and hunting firearms, and related gear. Though never a hunter and
rarely a target shooter, I am comfortable around guns and have collected
antique firearms for decades. My mind usually thinks about guns as histor-
ical artifacts assembled from old iron and brass components and stocked
with pleasing woods, usually walnut, sometimes curly maple. Of course, I
was reasonably familiar with modern military weapons and attire given their
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ubiquitous depictions in action movies, television, and news stories. I had
seen some tactical guns for sale at auctions, sometimes on physical display
but mostly as photographed lots in online catalogs, which I quickly scrolled
past in search of antiques. I had not been to a gun store or show for years
except for those specializing in antique arms.

Ammo Brothers opened my eyes to a strain of American gun culture far
removed from my relatively genteel niche. The firearms on display in and
behind the counters did not at all look like the typical hunting rifles and shot-
guns of my experience, let alone like objects from the past. They were dark
and foreboding like something one might see in violent war and fantasy films
or in video games. Their shapes differed from those of traditional firearms,
and plastics had replaced some metal and all the wooden components.
Ammo Bros paired these “black guns” with branded apparel lines of Vortex
shirts and caps, 5.11 Tactical shirts, caps, and gloves for combat shooting,
and Voodoo Tactical vests. This clothing appeared suitable for the military,
law enforcement personnel, first responders, and serious outdoor enthusiasts,
as well as for people who aspired to be like them. The visual imagery in the
store signage had an edgy, exciting quality that promised a sense of power
and self-protection to the consumer (see Figure I). The retail assortment pro-
visioned what might be called the tactical lifestyle.

This paper seeks to better understand tactical firearm and fashion mar-
keting in the United States and what current practices may mean for con-
sumers and for society at large. Tactical marketing is here conceptualized
broadly, referring not just to the activities of manufacturing and retail busi-
nesses, but also to the support system provided by industry trade associa-
tions, friendly commentators, brand ambassadors and social media influ-
encers, and prominent politicians. The tactical lifestyle under considera-
tion includes the wearing of guns and gear by genuine professionals and
by paramilitary types, the carrying of firearms concealed and in the open,
the honing of defensive pistol techniques by shooting drills at dynamic tar-
gets, and participating in a number of other extreme activities out of doors.
Tactical life is largely the domain of white males, but also it has a female fol-
lowing eagerly cultivated by marketers. Tactical marketing thought is built
around the idea that the world is a dangerous place and citizens must be
ever vigilant so they can protect the social order (Monroe, 2021).

The following section opens this study by recounting some historical prece-
dents for the tactical lifestyle along with more recent political and popular
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Figure 1: Vortex signage, Ammo Brothers, Cerritos, California, September 11,
2021. Source: Photo by author.
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culture developments that have facilitated tactical marketing efforts. Then
attention will turn to current tactical firearm and fashion product designs,
aesthetics, and visual representations. Next, the attitude expressed in tacti-
cal advertising, store signage, and other textual and visual communications
will be discussed. Finally, societal context and consequences — ranging from
recent firearms sales in the United States to ostensible consumer benefits to
risks of gun violence and the politics of intimidation — will be posited and
examined.

The scholarly literature on American gun culture is substantial, but only a
relatively small number of studies to be discussed later have touched upon
the marketing of the tactical lifestyle and its societal consequences. Pri-
mary data sources for the present research have consisted of online seller
and organization webpages, media mentions via blogs and edited articles,
YouTube videos and viewer comments, Instagram posts, and some addi-
tional store visits in January 2022. Tactical marketing and the lifestyle it pro-
motes generate very striking and possibly disturbing visual images, a sam-
pling of which will be illustrated in the figures below. Readers are encour-
aged to visit the company websites, Instagram posts, and YouTube videos
cited in the reference list to see more for themselves. Readers should also
know that I do not own any tactical weapons or attire. Being a gun fancier,
however, the thought occasionally crossed my mind while immersed in de-
veloping this paper. For research purposes I did buy two bags of medium
roast made by Black Rifle Coffee Company (2022), a favorite brand of the
tactical community (see Figure I).

Tactical Precedents and Recent Advances

Americans have had a long history of buying martial weapons, wearing mili-
tary dress, and acting like soldiers. Militiamen fought in the Revolutionary War
(1775-1781) and in the nineteenth century company members purchased
dual purpose longarms, such as a type known by collectors as the New Eng-
land flintlock militia musket (Flayderman, 2007), that could be used at both
local drills and for hunting. Judging from the ample number of surviving ex-
amples on today’s collectors’ market, American dealers in militia muskets,
swords, and accouterments, such as the firm of A.W. Spies in New York City,
did a considerable amount of trade. Much of this materiel was imported from
England and Europe with some assembly and finishing in America. Many
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Figure 2: Black Rifle Coffee Company ground medium roast, January 2022.
Source: Photo by author
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Figure 3: “The Nations Bulwark. A well disciplined Militia,” 1829.
Etching by Edward Williams Clay published by R.H. Hobson, Philadel-
phia. Source: Library of Congress Prints & Photographs Online Catalog.
http://www.loc.gov/pictures/item/2008661745/.

people held militia units in high regard. The Library of Congress (2022) has
examples of lithographed music covers for “Quick Step” marches, published
ca. 1835-1842, which depict heroic and well-attired militiamen. However,
critics questioned their training and readiness and deplored the drunkenness
that accompanied their meetings. An 1829 etching by Edward Williams Clay
titled “The Nations Bulwark. A well disciplined Militia” satirized the Philadel-
phia militia (Figure I). It portrays a line of disorderly soldiers being reviewed by
an officer, while in the background ladies dispense drinks and a (hard) cider
barrel is visible (Library of Congress, 2022). These legally authorized militias
served a need for mostly male socializing that private groups have contin-
ued right up to the present day.

For a period after the Civil War, and again in the twentieth century, the
Ku Klux Klan acted as an armed, extremely racist, and dangerous militia, but
its signature white robes and hoods concealed member identity and did not
copy army uniforms. The guns Klansmen brandished appear to have been
ordinary civilian makes with perhaps some surplus fighting weapons added
to their arsenals. Later in the twentieth century, private militias formed whose
members displayed serious tactical weapons and attire. By the 1990s hun-
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Figure 4: Members of the West Ohio Minutemen Militia Outside
the Republican National Convention in Cleveland, 2016. Source:
http://www.motherjones.com/politics/2016/10/timeline-history-militias-
america/

dreds of these units brimming with military style guns, accessories, and cam-
ouflage dress had taken on ferocious anti-government and white supremacist
ideologies (Belew, 2018; Kimmel, 2013; Kimmel & Ferber, 2000; Pitcavage,
2001). They kept a lower profile after the deadly bombing of the Alfred P. Mur-
rah Federal Building in Oklahoma City on April 19, 1995, by Timothy McVeigh,
a veteran with militia ties, and his accomplices. Radical militias regained
traction around 2008 with the onset of the Great Recession and the election
of a Black man, Barack Obama, as the U.S. president. The campaign and
election of Donald Trump in 2016 attracted almost unanimous support from
this crowd (Figure I), some of whom tried on January 6, 2021 to overturn the
election of Joe Biden.

Several political developments in the twenty-first century have energized
the marketing of tactical firearms. The 1994 federal ban on assault weapons,
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which may have curtailed the small arms race to some extent, expired in
2004 and was not renewed. Firearms manufacturers soon went all out in
bringing new versions to market. Product line names began to include the
word tactical. Another green light flashed in 2005 when President George
W. Bush signed the Protection of Lawful Commerce in Arms Act passed by a
Republican Congress that shielded gun manufacturers from lawsuits filed by
cities and by victims of gun violence. Legal actions had posed a dire threat
to what was then and still remains a relatively modestly sized industry. This new
law encouraged firearms makers to become even more aggressive in their
marketing (Busse, 2021). Meanwhile, the National Rifle Association (NRA) had
grown very powerful politically and financially by constantly stoking fears of
random violence and of government confiscation of weapons. The NRA and
its allies, mostly but not entirely Republicans, have successfully championed
the liberalization of gun laws through more permissive state regulations and
court challenges to existing controls.

In the domain of popular culture, fascination with the tactical lifestyle
may have grown because of the many pictures and videos in circulation
depicting uniformed American soldiers firing or just holding these weapons
while serving in Afghanistan and Iraq. Returning soldiers accustomed to tac-
tical weapons have constituted a segment of buyers who undoubtedly have
shared their interests with other people and perhaps have inspired wannabes
(Busse, 2021). Aspirants could also absorb the great many visualizations of
tactical arms, battle dress, and combat situations that have appeared in
the entertainment media of motion pictures, television series, and computer
games. In addition, the dissemination of tactical life has had an audio di-
mension. The viral “pew pew” onomatopoeia, which may have originated
as the sound made by science fiction laser weapons but soon described
all sorts of shooting noises, has been appropriated by tactical firearms mar-
keters and supporting media. One online gun review and gear guide outfit
has taken the name Pew Pew Tactical (n.d.).

Sociologist David Yamane and his colleagues have argued that the cen-
ter of gravity of American gun culture has shifted over the past half century
from using firearms primarily for recreational purposes to owning them for pro-
tection. Based on a content analysis of advertising in the American Rifleman
magazine, the NRA’s flagship publication, from 1918 to 2017, Yamane, Ivory,
and Yamane (2019) document how themes of hunting and target shooting
have been superseded by the imperative of tactical self-defense. This and
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other evidence indicate that “gun culture 1.0” has transformed into “gun cul-
ture 2.0” (Yamane, 2017). Nationwide, old-school hunters, marksmen, and
collectors still remain in sizeable numbers, but new gun buyers increasing
cite personal protection as their main motive (Yamane, 2019). The tactical
lifestyle addresses such concerns by adapting the kinds of guns and clothing
used by the military and police for sale to civilian consumers. Indeed, Ameri-
can law enforcement itself has become increasingly militarized through fed-
eral government programs that have distributed excess Department of De-
fense tactical equipment to local agencies. For example, the National De-
fense Authorization Act of 1990 created the so-called “1208 Program” and
the 1997 Act expanded it via the “1033 Program.” A big literature beyond
the scope of this paper has addressed these policies and their impact on
community policing.

Not everyone who buys a tactical firearm or wears an item of related fash-
ion becomes a true devotee, but overall, the lifestyle appears to be thriving
with different offshoots forming their own communities provisioned by innova-
tive and insistent marketers. In addition to the military, law enforcement, and
extremist groups mentioned above, a sizeable number of Americans carry
concealed weapons and, where permitted by law, many tote guns openly.
The US Concealed Carry Association has sponsored an online store and a
three day Concealed Carry and Home Defense Expo. The 2021 Expo met
October 1-3 in Fort Worth, Texas. It featured numerous vendors of guns, hol-
sters, attire, and many more products along with guest speakers, seminars,
and firing ranges. Figure I shows the Women’s Concealed Carry Showroom.
The Expo allowed attendees to openly pack defensive sidearms as long as
they were kept holstered (USCCA, 2021). The mindsets driving concealed
carry and other followers of the tactical lifestyle have a great deal in com-
mon.

Tactical Firearms

Tactical firearms include assault rifles, specialized shotguns, and recent semi-
automatic pistols. The meaning of the term “assault rifle” has been con-
tested. Lawful models for private citizens only fire semi-automatic or one
round with each trigger pull. The mechanism redirects some of the gas from
the discharged cartridge to moving parts that eject the shell and reload an-
other from the magazine. However, the U.S. Army defines an assault rifle as
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Figure 5: roducts specifically for females in the Women’s Concealed Carry
Showroom. Source: Home page for the 2021 Concealed Carry & Home De-
fense Expo, https://www.usccaexpo.com/#section-info.
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having the attribute of “selective fire” where the shooter can switch between
semi-automatic, fully automatic (the gun fires continuously with one trigger
pull), and burst modes (one pull fires two or three rounds). Using this semantic
as a rationale for softening the image of their frequently stigmatized assault
rifles, the National Shooting Sports Foundations, an industry association, back
in 2009 started calling civilian models based on the Colt AR-15 design “mod-
ern sporting rifles.” Gun companies renamed their versions “Prairie Panther,”
“Ultimate Hunter,” and “M&P Sport.” The NRA went further rhetorically by pro-
moting these guns with the patriotic designation of “America’s Rifle” (Busse,
2021). Since these alternative names are problematic in their own right, this
paper deploys the still commonly used term of assault rifle to describe the
gun’s many noncombatant adaptations.

Tactical shotguns usually have either semi-automatic or manually pump-
operated actions (Survival Gear, 2021). Compared to traditional sporting
shotguns, their barrels are generally shorter, around 18-20 inches in length,
and some do not have butt stocks. This helps reduce weight and allows for
greater maneuverability inside buildings and vehicles when the need arises.
Most tactical handguns are autoloaders where the force of the recoil from
the detonated bullet moves parts that eject the brass casing and reload
the firing chamber. Manually operated revolvers are somewhat passé, but
makers do advertise several “tactical” models that fire quite powerful am-
munition. They require less maintenance and skill to operate than do semi-
automatics (Campbell, 2020).

Tactical firearms have two important product characteristics. First they
incorporate lighter weight metal alloys and plastic (polymer) components.
Traditionally minded gun enthusiasts and firearms industry executives some-
times disparaged firearms made from plastics as “Tupperware guns” when
they first came to market (Busse, 2021), but the stunning sales success of
the innovative pistols manufactured by Glock, an Austrian company, soon
changed perceptions (Barrett, 2012). Steel still remains necessary for barrels
and a few critical parts since plastic will start melting after a few rounds, but
many other formerly metal components and wooden stocks and grips have
been replaced with newer materials. These changes have resulted in less
hefty guns that can be manufactured at lower cost.

Second, both assault rifles and tactical handguns have been fitted with
higher capacity magazines holding far more bullets than those of earlier
guns. For example, the standard M1 Garand rifle of World War II and the Ko-
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rean War took an eight-round clip, whereas the customary magazine for an
AR-15 contains 30 rounds and some versions can accommodate up to 100.
The venerable Colt Model 1911 semi-automatic pistol used in the First and
Second World Wars held seven rounds while the Glock 19 standard maga-
zine holds fifteen and can be fitted with large-capacity clips with as many
as 33 bullets. Because their shells are so large, tactical shotguns have limited
capacity, customarily five or six rounds, but some models are fitted with big
magazines (Johnston, 2019). Eight U.S. states and the District of Columbia
limit magazine capacities to ten rounds and most of these also ban assault
rifles. Gun rights advocates have been challenging their laws in court.

A variety of manufacturer and aftermarket add-ons further enhance the
functionality of tactical firearms. These include lasers and flashlights for target
acquisition and special sights and scopes for trustier aiming at a distance. Ri-
fle and shotgun butt stocks can be immovable like on older arms, but also
folding for convenient transport and telescoped to match the reach of dif-
ferent sized shooters. Most tactical rifles today have attached pistol grips for
better control and can be fitted with slings for carrying. “Bump stocks” al-
low semi-automatic rifles to fire almost as if the guns were fully automatics.
Eleven states have banned them. The U.S. Justice Department prohibited
them nationwide in 2018, but the Sixth Circuit Court of Appeals struck down
the federal regulation in 2021.

Many types of firearms, past and present, are visually powerful. Whether
as physical objects or as media images, they can have an emotional impact
upon the observer ranging from wide-eyed awe to strong aversion to stimu-
lation of an acquisitive urge. The distinctive designs of tactical firearms con-
vey considerable visual weight. Start with colors. Traditional guns typically
have blue or steel gray finishes on their metal parts to protect against corro-
sion. There have been exceptions such as silver or nickel-plated handguns.
Most stocks and grips have been made from walnut, but pistol grips some-
times could be made from ivory or mother-of-pearl. Only grips made from
ebony, gutta percha, and hard rubber were dark. In contrast, modern tac-
tical firearms, like the ones seen at Ammo Brothers, usually come coated in
flat-black shades throughout the piece. Again, there are exceptions. Some
rifles and pistols are finished in less-intimidating sand and camouflage colors
simulating equipment used in the Middle East and Central Asia. Some have
receivers in stainless steel. A few novelty-like guns are even colored bright
blue and red. Still, the dominant color is black.
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As shown in Figure I, the configuration of tactical rifles and shotguns also
convey visual weight. These weapons have become outwardly complicated
devices with their futuristic forms made possible by plastics and other new
materials. Moving from front to rear, they typically have muzzle brakes, flash
suppressors, ventilated handguards, accessory rails, mounts for optics like
scopes, and storage tubes in the butt. When assault rifles modeled on the
AR-15 first came into the American market, some industry critics lambasted
them (Busse, 2021; Heath et al., 2017). Writing in the July 1981 issue of Guns &
Ammo magazine, trap and skeet shooter Art Blatt (1981)asserted:

Most shooters and veteran riflemen look down their noses at these
steel-stamped rifles as remnants from an erector set. The turn-bolt
aficionado looks with a great deal of disdain at anybody toting
one of these space-age rifles with plastic stocks and fore-ends.
The dyed-in-the-wool deer hunter watching his domain being in-
filtrated by these black and gray guns assumes that these “new
generation” hunters are merely fantasizing “war games” and are
playing “soldier.”

Yet, sales were robust and remained so except during the assault rifle ban.
Now, over forty years later, tactical firearm aesthetics may not appear so in-
trusive. Their designs seem to have resonated with younger consumers famil-
iar with frequent images shown via the Internet. Thus, tactical firearm colors
and shapes have achieved a degree of normalcy.

Visual marketing momentum has come from attractive women who pose,
sometimes provocatively in lingerie, with tactical firearms and serve as social
media influencers (Tiffany, 2019; Van Zuylen-Wood, 2019). Facebook and its
Instagram subsidiary do not allow businesses to sell firearms on their platforms,
so these individual accounts provide a marketing alternative (Figure I). Seri-
ous female deadeyes may disdain these self-appointed “gun bunnies,” but
as Simon Van Zuylen-Wood (2019) observed, “they represent the id of the
community: There is no Tactical Life without sex appeal.” Joining the women
are male ambassadors of tactical life. For example, Mat Best, an Iraq War
vet, has nearly a million Instagram followers and almost a million and a half
subscribers on YouTube (Best, 2022). He cofounded the popular Black Rifle
Coffee Company (2022), and exudes tactical bravado, buff masculinity, cre-
ative impertinence, and often coarse but charmingly satirical and self-aware
humor.
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Figure 6: Two civilian semi-automatic assault rifles based on
the Colt AR-15 design (top). The separate California re-
ceiver limits magazine capacity. Source: Wikimedia Commons
https://commons.wikimedia.org/wiki/File:Stag2wi_.jpg. Three tactical
shotguns (bottom)
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Figure 7: Tactical firearm social media influencer Lauren Young, ca. 2021.
Source: https://www.instagram.com/p/CSsSA9GLj9u/
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Tactical Fashions

This section focuses upon tactical wearables and excludes related gadgets
such as special pens, flashlights, binoculars, night vision goggles, and fighting
knives. In an informative blog, Thomas (2021) breaks the clothing category
down into backpacks, pants, boots, watches, gloves, belts, holsters, and
vests (pocketed utility and body armor compatible). These goods are de-
signed to be highly functional and are said to be manufactured from durable
materials some of which were developed by the armed forces. The word
“tactical” was latched onto as an exciting and forward thinking way to re-
brand surplus military gear. Once consumers showed interest, manufacturers
created and marketed new varieties. Thomas (2021) writes,

The true boom of popularity in tactical gear for civilians arrived
in the late twentieth century and continues to grow to this day.
Initially, people wore tactical clothing with a specific purpose in
mind. However, in the past decade, it has become common to
see clothing inspired by law enforcement and military personnel
as a staple in high street fashion.

Upmarket designers have adapted camouflage prints and cargo pockets for
their lines of pants and vests. A more glamorous image (by association) may
enhance the appeal of ordinary tactical clothing among a broader market,
perhaps style-oriented younger women in particular. The female social me-
dia influencers mentioned above sometimes model tactical dress along with
the guns, but they usually seem to wear unremarkable casual clothing like
tees and tight jeans.

Tactical attire frequently serves its original intended purpose. Fifty-seven
percent of 5.11 Tactical sales are to the police, first responders, and the mil-
itary with the remainder purchased by consumers who admire the former
or just like the style (Breland, 2021). On its website 5.11 Tactical (2022) fea-
tures cargo pants, backpacks, and bulletproof vests known as “plate carri-
ers.” I visited the 5.11 Tactical store in Carson, California on a Monday morn-
ing, January 24, 2022. It was neat and clean, fully stocked with numerous
bins and racks full of inventory, and decorated with large pictures of peo-
ple doing exciting things, most of the time with rifles and handguns. To me
the clothing looked sharp, albeit plain and practical, and reasonably well-
made. The helpful store manager, who himself participates in combat shoot-
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Figure 8: Tactical Baby Gear home page with photo of founder, Beav
Broadie, 2022. Source: https://tacticalbabygear.com/

ing sports, said that tactical professionals accounted by far for the majority
of store sales.

Other tactical fashion marketers inhabit a world of their own creation.
One company, Tactical Baby Gear™ (2022) based near Hilton Head in coastal
South Carolina, markets tactical diaper bags and backpacks, baby carri-
ers, and accessories including cruisers (wagons/strollers) for hauling little chil-
dren. Figure I depicts company founder Beav Broadie and a baby. Note
the “God, Guns & Diapers” slogan and the little assault rifle imprinted on his
cap. Broadie’s online story on the “About Us” link expresses an earnest com-
mitment to this kind of product for his kind of person. The Internet has made
it possible for many hard working small vendors with a saleable concept to
reach a dispersed market at relatively low cost. With relatively low barriers to
entry, sellers have proliferated, and tactical fashion marketing would appear
to be a competitive industry.

Holsters for open and concealed carry of firearms in public constitute a
fertile area for tactical fashion marketing. Yamane (2019) provides an infor-
mative introduction to the design aspects of concealed carry. There are
trade-offs among concealability, ease of access, safety, comfort, and fire-
power. Firearms carried on the body are sometimes hard to hide and fre-
quently uncomfortable to wear. Women’s purses designed to carry guns
do conceal well and do not pose comfort problems, but they may not be
quickly accessible. Moreover, if the bag is not correctly positioned the bar-
rel muzzle can point dangerously toward bystanders rather than toward the
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ground. And purses can be stolen or opened by curious children. Products
targeted toward women have a fashion sense in their design and imagery.
For example, Dene Adams®, a company founded by Anna Taylor, sells con-
ceal carry waistbands, active bras, corsets, shorts, and leggings. Figure I
shows screenshots for active bra holsters ($89.99-$99.99) and for black zip-
pered tank corset holsters ($119.99). Bra holsters come in blond, platinum,
and black. Corset selling points include slim profile, fast breakaway tabs,
and breathable lycra and mesh fabrics. They come in seven sizes from small
(25-28 in. waist) to 4-X large (51-54 in. waist). Whether these images convey
a hint of gun eroticism is up to the reader to decide.

Tactical Attitude

Tactical attitude has two components: a shared view of the world and an
outspoken in-your-face defiance. Many companies, nonprofit organizations,
writers, trainers, and politicians have been marketing variations of the tac-
tical mindset, but central to their discourse have been deliberately ramped
up fears of violence, home invasion, and personal injury. The world is seen as
a threatening place and people need to be prepared (e.g Monroe, 2021;
USCCA, 2021). For instance, 5.11 Tactical has used the slogan “Always be
Ready®” as a positioning statement. In September 2021, the 5.11 Tactical
website avowed:

THE WORLD IS FULL OF UNKNOWNS. We cannot possibly predict
what is going to happen every minute of the day, but we can pre-
pare for it. In the gear we carry, the clothes we wear, the mindset
we hold. Whether we are on duty or off duty, in our country or out
of cell-range.

This slightly paranoid philosophical statement has been removed and re-
placed by a more upbeat version stating “5.11 is the pioneering, purpose-
driven brand making purpose-built gear for those who demand more of
themselves, for the greater good.” The “About” page further stresses self-
reliance, strength, call to service, and respect for others who serve (Tactical,
2022). The Always be Ready® maxim was seen on signage and on a tee-shirt
during the January 2022 site visit. Another tee read in four stacked lines “Al-
ways Committed/Always Focused/Always Strong/Always Ready 5.11.” These
messages remind me of the long-standing (since 1907) Boy Scout Motto,
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Figure 9: Dene Adams® active bra and tank corset holsters, January 2022.
Source: https://deneadams.com/collections/all-womens-holsters
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“Be Prepared.” They also describe the outlook of the survivalist or “prepper”
movement.

Visual theorists refer to the in-your-face side of tactical attitude as inter-
pellation (Sturken & Cartwright, 2002) or appellation (Rose, 2012). Such hail-
ing practices express an ideological position and seek new recruits in many
cases by borrowing and incorporating meaning from other texts and images,
a process called intertextuality that viewers are assumed to understand. An
excellent example of such attitude emanating is a December 2021 Christ-
mas card tweeted by Republican Representative Thomas Massie of Ken-
tucky (Figure I). Posed in front of a Christmas tree, four of Massie’s children
stand holding onto assault rifles, while sitting on the leather sofa he cradles a
formidable M60 machine gun, his young daughter embraces a Uzi (possibly
pointing in a dangerous direction), and his wife clutches an iconic Thomp-
son submachine gun. Everyone smiles broadly. All their guns are black. De-
pending on whether these arms are originals or reproductions, and have
full or just semi-automatic firing capabilities, they can be worth anywhere
from 20, 000to190,000 (Everson, 2021). Gun happy Republican Representative
Lauren Boebert of Colorado, who with her husband owns Shooter’s Grill in
the town of Rifle, quickly followed suit by posting her own tactical Christmas
tweet featuring her four young sons brandishing assault rifles (Figure I). These
greetings received ample criticism about the smarmy ethics of using ones
children and an important Christian holiday to promote a tactical lifestyle
(Aleem, 2021). Those who market American gun culture do not shy away
from disseminating politically charged text and images whether they be on
social media or imprinted on coffee mugs, caps, and tee shirts (Witkowski,
2013).

Societal Consequences To better appreciate interactions among tacti-
cal marketing systems, consumers, and society, some context is necessary.
Since the United States does not collect data on firearm sales to civilians,
analysts use the proxy variable of background checks performed since late
1998 by the Federal Bureau of Investigation’s National Instant Criminal Back-
ground Check System (NICS) (FBI, 2022). Not all checks are approved and a
great number of guns trade hands outside the NICS system, but this metric
does indicate trends. As shown in Table 1, NICS checks almost doubled dur-
ing President Obama’s two terms (2009-2017) in part because the NRA and
its allies ginned up fears that his administration was planning to confiscate
the guns, specifically assault rifles, of law-abiding Americans. This threat was
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Figure 10: Congressman Massie’s tacti-
cal Christmas greeting, 2021. Source: Everson
(2021)https://www.forbes.com/sites/zacheverson/2021/12/24/congressman-
thomas-massies-christmas-card-arsenal-is-probably-worth-tens-of-
thousands/?sh=6eaf90c3054b
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Figure 11: Congresswoman Boebert’s tactical Christmas greeting, 2021.
(Aleem, 2021) https://www.msnbc.com/opinion/lauren-boebert-s-thomas-
massie-s-christmas-cards-are-disturbing-n1285643
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Table 1: NICS Background Checks, 1999-2021. Source: FBI (2022)

wildly exaggerated but similar apocalyptic rhetoric has been trotted out re-
peatedly in speeches and editorials and seems to motivate gun buying and
drive up NRA membership and donations (Busse, 2021; Mak, 2021; Winkler,
2011). During the early years of Trump’s term, firearm sales slumped a bit
since the new administration was seen as friendly to gun rights. However, the
onset of the Covid-19 pandemic in 2020 led to a resurgence of gun sales.

The majority of these purchases appear to have been used guns. U.S.
manufacturers produced 10,665,696 new firearms in 2020. Subtracting ex-
ports of 531,290 but adding 6,831,376 imports from foreign sources that year
totals to 16,965,782 guns entering the American market (ATF, 2021a, 2021b).
This was 42.7 percent of the 39,695,315 background checks done in 2020. An
estimated 2.9 percent of U.S. adults (7.5 million) became new gun owners
between January 2019 and April 2021 according to an online national prob-
ability survey conducted by Miller et al. (2022). Over eleven million persons
were newly exposed to household firearms. About half of the first-timers were
women, 20 percent were Black, and 20 percent Hispanic. Of course, not all
these gun buyers choose the most lethal arms or buy into all of the tactical
worldview, but substantial numbers surely have.
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Tactical marketing clearly has provided consumer benefits. Most individu-
als would seem to have been satisfied with their tactical guns and gear and
many are assumed to have made repeat purchases. Two-thirds of gun own-
ers in the United States possess more than one firearm and 29 percent own
five or more (Parker et al., 2017). Recent purchasers in the Miller et al. (2022)
survey who already had a gun, over 70 percent of whom were white males,
owned 8.2 firearms on average. Psychologically speaking, having and using
tactical products should provide a greater sense of personal safety. Research
evidence suggests that men who carry concealed weapons think of them-
selves as family defenders (Carlson, 2015; Stroud, 2012). In addition, some
tactical consumers may increase their self-esteem by successfully meeting
intense physical challenges out of doors. Still other tactical fans — dubbed
“couch commandos” — may be more aspirational and experience military
and law enforcement life through fantasy consumption (Busse, 2021). It of-
ten has been said that men use guns as a marker of masculinity (Cox, 2007;
Mencken & Froese, 2019; Stroud, 2012; Taylor, 2014), but perhaps females
who engage with the tactical lifestyle are themselves appropriating sym-
bolic testosterone. The concealed carry bras and corsets shown in Figure
I may provide an outlet for female sexuality and, at the right time and place,
may invite intimate contact. For many of its millennial followers, tactical life
is sexy (Van Zuylen-Wood, 2019). Finally, the marketing of in-your-face text
and images like the Congressional Christmas tweets can deliver positive rein-
forcement for more extreme political views.

Marketing the tactical lifestyle also risks generating negative societal con-
sequences. The proliferation of deadly assault rifles and pistols with large ca-
pacity clips increases the potential for and severity of gun violence. Sadly,
these implements of war have been used by unhinged people in numer-
ous mass shootings. A partial list includes the murder of 20 young children
and six teachers at Sandy Hook Elementary School in Newton, Connecti-
cut by Adam Lanza in 2012, of 49 patrons at the Pulse nightclub in Orlando,
Florida by Omar Mateen in 2016, and of 60 concert goers at the Route 66 Har-
vest Music Festival in Las Vegas by Stephen Braddock in October 2017. Kyle
Rittenhouse, the teenager who in August 2020 killed two Black Lives Matter
protesters in Kenosha, Wisconsin, had posted a photo of himself wearing a
5.11 tee shirt and flaunting an assault rifle. The tactical worldview exudes
paranoia. In America, this is not an entirely offbeat feeling given the num-
ber of horrific mass murders and elevated rate of gun violence in general.
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However, provisioning this ideology has enabled a small number of mentally
disturbed individuals to carry out their massacres.

In response, gun rights advocates would cite data showing that however
horrific mass killings may be, they comprise but a very small part of overall
gun violence in America. The great majority of homicides are committed
with handguns, not rifles, and perhaps are most often the work of young,
disadvantaged men of color rather than more comfortable white tactical
mavens. Moreover, approximately 60 percent of yearly gun deaths are sui-
cides. All true, but the greater prevalence of firearms within homes and com-
munities has been linked to increased rates of homicide, suicide, and acci-
dental death (see, e.g., the literature review by Miller et al. (2013)). Having
access to firearms is thus a precondition for harm to oneself and to others,
but whether the spread of tactical rifles and pistols has made a significant dif-
ference in American carnage is unclear. Taylor (2014, p. 29) cautions against
“focusing too narrowly on the connection between gun volume, personal
injury, and violence in general.” Different firearms in different hands are not
equally likely to create bad outcomes. Still, the very real possibility of its hav-
ing accelerated overall gun ownership and violence, even to just a small
extent, casts shade on marketing the tactical lifestyle.

Another societal downside risk that may be partly attributable to tacti-
cal marketing is the enabling of very aggressive public posturing by some
extremist elements in this consumption community. Social tensions may by
stoked through intimidation via the brandishing of weapons. On April 30,
2020, for instance, a group of heavily armed protesters stormed the state
capitol building in Lansing, Michigan and stood around while the Legisla-
ture nervously went about its business (Figure I). Not every state permits open
carry. In 1967, Governor Ronald Reagan signed a law banning the practice
in California after Black Panther members had occupied the capitol in Sacra-
mento (Winkler, 2011). Back then the NRA supported the legislation — African
Americans with firearms always have posed a threat to white supremacy
(Anderson, 2021; Johnson, 2014) — but today the gun lobby encourages law-
suits that challenge any remaining rules that regulate the bearing of arms.
Meanwhile, Republican controlled legislatures and governors have passed
statutes endorsing open and concealed carry in their states and, in so do-
ing, possibly have increased the perception of ever-present danger. Seeing
guns has visual impact. Thus, at a macro level, the marketing of the tactical
mindset may have become self-reinforcing and arguably more and more
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Figure 12: Militia group in front of Governor Whitmer’s office, Lansing, MI, April
30, 2020. Source: Gray (2021)

dangerous for American society.
Although Republicans are more likely than Democrats to own guns (Parker

et al., 2017), they and the right wing more generally do not totally monopo-
lize firearms in the United States. About twenty percent of gun owners iden-
tify as liberal (left of center in American parlance) according to the peri-
odic General Social Survey (GSS) conducted by the nonpartisan National
Opinion Research Center at the University of Chicago. Analyzing GSS data,
Yamane et al. (2021) found that this segment shared many demographic
(white, male) and geographic (rural, South) characteristics with conserva-
tive gun owners, but differed by being less prone to be hunters, religious, and
punitive in their attitudes. The kinds of guns liberals have accumulated is not
known, but having two increasingly polarized armed camps in the United
States would seem to be very socially dysfunctional.
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Conclusion

Several consumption communities form America’s outsized gun culture. The
traditional groups of hunters, competition shooters, and gun collectors have
been joined by a newer community of tactical mavens. The latter sometimes
call the old guard “Fudds” — as in the inept Warner Brothers cartoon hunter
Elmer J. Fudd — for not taking a strong enough position supporting unfettered
2nd Amendment rights. Active and veteran military, law enforcement, and
security personnel comprise an important segment of the tactical commu-
nity because of their spending and symbolic value. Other segments include
political paramilitary types wearing camo, people in civilian dress carrying
open and concealed weapons, active types involved in International De-
fensive Pistol Shooting Association competitions, and maybe those who just
consume their tactical fantasies while at home.

Manufacturers and retailers sell tactical products through fear appeals
and a marketing stance tinged with paranoia, but also with vivid visual rep-
resentations that convey a sense of excitement and a splash of glamor. This
edgy stylistic vision targets a market largely comprised of white males and
some white females (see the figures). Tactical marketing communications
can be theorized as expressing hypermasculinity, but they also reach out
to women who arguably repurpose them for their own needs. A strain of
tactical fashion marketing has preached a service and responsibility ethos.
Regarding tactical attitude, its sassy and shouty proponents have shown a
sense of humor. Politically, the American tactical community leans right wing
and at the edges hosts an adamantly anti-government (and worse) cohort.

Tactical marketing and the lifestyle it has provisioned have succeeded
in the marketplace, but probably have contributed to increased gun vio-
lence and political tensions. How to objectively assess company marketing
and consumer benefits versus the attendant societal risks is difficult. In the
United States, firearms elicit intense emotional reactions from their owners as
well as from those concerned about gun violence. Nevertheless, questions
of market consequences should be raised and considered. Cultural impact
is a further macro issue. America has had a long history of glorifying guns
and violence. By the mid-twentieth century war, urban crime, and espe-
cially Western genres had saturated the mass media (Slotkin, 1992) and had
become a major feature of children’s imagination and play (Keaton, 2010).
The tactical lifestyle, as presently marketed, performed, and imagined, can
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be interpreted as still another iteration of a deeper cultural tradition. The
modern tactical inclination has had a relatively short history and whether it
will become a long-term fixture is hard to determine.

This study suggests a number of opportunities for further research. Above
all, personal interviews with individuals who have purchased and used tac-
tical merchandise and direct investigator participation in tactical exercises,
such as combat shooting and concealed carry training classes, will reveal
more about this lifestyle and the satisfactions it delivers from the consumer
perspective. The role of women in tactical marketing, both as social media
influencers and as a target audience, deserves further study (for a histori-
cal introduction, see Browder (2006)). The marketing of tactical gear and
fashions in countries outside the United States should also be researched, in-
terpreted, and compared.
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Introduction, Background and Research Questions

Cancer has been a feared disease for centuries (Mukherjee, 2010). Since the
beginning of last century, in an effort to confront cancer, health organisations
in many countries have undertaken to educate and encourage their publics
to engage in activities that might reduce the toll cancer has on health. To
do this, health promotion, aimed at raising cancer awareness from both a
preventative and early detection perspective, has become increasingly fre-
quent. In the context of cancer, health communication, a tool in the health
promotion toolbox, is used to inform and encourage target audiences to be
more knowledgeable about cancer risks and potential danger signs/ symp-
toms. Health systems realise the benefits of preventative behaviour that ad-
dresses disease risk in populations and reduces the fiscal health burden for
Government. In the same way, early detection of signs and symptoms by in-
dividuals can lead to early intervention and treatment and best possible out-
comes. As the diagnosis and recognition of factors that increase risks of can-
cers has become more sophisticated, so too has subsequent efforts to edu-
cate and inform the public about them. Therefore, cancer health promotion
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can be both cancer-generic and cancer-type specific. Traditional print ma-
terials including posters, pamphlets, magazines and newspapers have been
a popular way of presenting cancer information to the public and are the
focus of this exploratory research. The overall aim of this project is to better
understand cancer awareness health promotion efforts throughout the last
century in New Zealand. Years in focus here are 1900 to 1990. We report the
early stages of the project: the method, analysis technique and early find-
ings by theme. This study was undertaken in collaboration with the Cancer
Society of New Zealand.

As a first stage, meetings were held with Cancer Society staff to scope
the project. Next, the relevant literature was reviewed in order to position
the paper within extant academic work and understand how previous stud-
ies have been undertaken. Literature reviewed pointed to past cancer pro-
motion materials focusing on different cancers and risk throughout different
eras and a predominance of gender stereotyping when targeting gender-
specific cancers (see for example, Black, 1995) (J. N. Clarke, 1999)(J. Clarke
& Robinson, 1999)(Miele & Clarke, 2014). Fox (2009) provides a usual analy-
sis of Soviet-era health posters concluding that they provide a usual window
into health priorities and messaging style employed during this time. As a re-
sult of initial scoping exercises and the literature review the following research
questions were determined: RQ1: What types of cancer are most common
in cancer awareness messages promoted to the New Zealand public audi-
ence during the period in focus? and RQ 2: How are these messages con-
veyed and what key themes can be identified?

Method

In order to address the above research questions, a qualitative content anal-
ysis of print material (posters, pamphlets, magazine advertising and other
ephemera) was undertaken of the years 1900 - 1990. The first decade of
the 1900s was identified as the earliest era when cancer promotion adver-
tising in New Zealand could be seen in earnest. In this study we used 1990
as a cut-off point, as it was felt that after this there was greater potential
for the advertising to be part of more holistic social marketing campaigns.
In order to conduct a systematic search, first, a digital search and physical
search was undertaken of archival print material from the Alexander Turnbull
Library (Wellington) and Hocken Library (Dunedin). These libraries are chief
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repositories for New Zealand archival health material, deposited by the New
Zealand Department of Health. Physical searches were also undertaken of
popular press magazines that would have been likely media for health mes-
sage placement and that were available in the Turnbull Library’s microfiche
storage (NZ Women’s Weekly and The Listener). In order to catch any other
data or material that might be relevant, an additional sweep was carried
out on the Internet using key phrases. It was felt that this search process,
although not exhaustive, provided a large volume of material that was rep-
resentative of what was produced over the years in focus. Details of each
piece sourced were recorded on a spreadsheet under selected codes dis-
cussed and agreed upon by the research team. Recording and thematic
analysis of 143 pieces was completed. Analysis was undertaken primarily
by one of members of the research team. In order to assure robustness of
categorisation and theme extraction, regular meetings were held with the
research team and any discrepancies discussed and resolved. Staff from the
Cancer Society were also included in the analysis process to give insight into
the material and aid in identifying probable provenance of materials.

Findings

Several key themes were identified, of which three are reported here. First
is the initial emergence of specific cancers in different eras. For example,
the 1960’s saw a flurry of lung cancer advertising (which then maintained a
presence throughout)- aligning messaging with the rise of scientific reporting
of the smoking-lung cancer link. Likewise, the 1980’s saw the dangers of sun-
lamps vis-a-vis skin cancer being given attention. The second theme is the
predominance of targeting to women. Gender roles have been enforced in
the history of cancer promotion, specifically, portraying women as being the
responsible caretakers of the family and concerned about risk loved ones
might face, while also being vulnerable to cancer themselves. Findings in
this study confer with that. Males are portrayed as strong and empowered,
yet incapable of taking preventative and treatment-based steps. Gender-
targeted promotions revealed 30 targeted specifically (breast, cervical) to-
wards females and only four (prostate and testicular) towards males. A lack
of diversity in terms of ethnicity, body size and weight, and lifestyle in the ear-
liest materials is also observed. This is further obvious in the gendered adver-
tisements. Females are often presented as slim, white, small-breasted and
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feminine, and males have strong, muscular and masculine characteristics.
One might read that only individuals of such physique need heed cancer
warnings. Later literature found a wider variety of body types, ethnicities and
personality types incorporated into imagery, as well as promotion directed
specifically towards particular groups. Thirdly, fear and hope are popular
appeal strategies in the data collected, with fear being the most frequently
used. Fear appeals are used to create urgency and encourage preventa-
tive action against cancer, using terms such as evil, death and terror. Fatality
statistics are also sometimes used to enhance message impact. Hope ap-
peals are more commonly seen when encouraging a specific action, such as
mammography or treatment. Personal stories of survival are a source of hope
for those beginning the journey of cancer treatment, and the effectiveness
of early detection tools and machines provide comfort to those considering
their options.

Conclusions, Limitations and Future Research

A major concern of macromarketing centers on increasing societal well-
being through activities that address consumer behaviour change through
awareness and persuasion, and resourcing systems that enable desired ex-
changes to occur (Shapiro et al., 2021). This analysis has provided a use-
ful window into the early activities of the New Zealand Health Department
and other Government organisations to influence the health of their pop-
ulation through health promotion advertising messages. The early years of
health promotion in New Zealand show concerted efforts to mobilise the New
Zealand population into awareness and action to address the key health be-
haviours considered risky in the occurrence of cancer. Findings and themes
identified answer the study’s research questions. There are some limitations
acknowledged. Primarily, this paper reflects reporting of the early stages of
analysis only. More detailed scrutiny of the data is required. By focusing
on one form of media (print) only, the whole health promotion story is by
no means complete. Incorporation of other media, for example, television,
would aid in a more holistic evaluation.
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Short Abstract

How can news images of disaster act to build a new normal based in so-
cial justice? Baker (2009) theorizes rebuilding post-disaster as a socio-cultural
process that can create a socially just normal or reproduce inequalities. This
research uniquely explores the role of news images of natural disaster in the
social process of rebuilding a new, socially just normal after natural disaster
with theoretical contributions to broadening understandings marketing sys-
tems to include conceptualizing images as actors.

Extended Abstract

How do we rebuild after disaster – covid-19, war, or natural disaster - so that
the new normal is socially just? Answering this question brings together disas-
ter survivors, disaster scholars, public policy experts, government institutions,
macromarketers, and the tensions in their complementary and competing
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goals and methods (Baker et al., 2005; Faas et al., 2020; Humphreys & Thomp-
son, 2014; Weinberger & Wallendorf, 2012). How a community rebuilds is not
a foregone conclusion, but a cultural process involving state, market, and
government actors (Baker et al., 2007). Baker (2009), theorizes that, while dis-
aster studies focus on rebuilding to reduce risk, rebuilding to avoid consumer
vulnerability is the path to creating a new, socially just normal. Baker et al.
(2005) defines consumer vulnerability as situational consumer powerlessness
in interactions with the marketplace when control is not in the consumer’s
hands (see also Baker et al. (2007)). This powerlessness can be built into struc-
tures after disasters, such as war, when the rebuilding process fails to consider
consumer needs (Baker, 2009; Sredl et al., 2017).

A disaster is not just the earthquake, the pandemic, the tsunami, etc. It
is also the socio-cultural process in which the community impacted makes
sense of what happened, seeks to allocate blame, and engages in recov-
ery processes (Horowitz, 2020). It is embedded in marketing systems and in-
volving state, private, and NGO actors (Baker et al., 2007; Sredl et al., 2017).
News images of disaster have an important role in rebuilding (Miller & Goidel,
2009)). Studies of Hurricane Katrina news images and image reception indi-
cate that reception tends to replicate inequalities in market structures, such
as racism, with implications for public understanding of who has the right
to recovery resources and how rebuilding may reproduce social injustice
(Beetham, 1991; Miller et al., 2014; Suchman, 1995). From an institutional
theory perspective, news images of government actors providing relief serve
as legitimating function for the government (Robertson, 2011). In addition to
that function, news images of disaster may play a role in rebuilding for so-
cial justice through the stories they communicate, which may include stories
of survivor needs. This research asks: what is the role of news images in the
socio-cultural process of rebuilding a socially just new normal after a natural
disaster?

This question is important for Macromarketers concerned with disaster,
public policy, and marketing systems. Baker (2009) has noted that NGOs and
governments may distribute resources in ways that “are sources of real or per-
ceived injustices” because, for example, the needs of some survivors over
others are prioritized by government decision makers (Baker, 2009, p. 115).
The process of witnessing survivors may inspire the news photographer to cre-
ate images that challenge the assumptions of image viewers – government
actors, NGOs, and other volunteers - about what survivors need – materially
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and psychologically. Challenging assumptions of decision makers might lead
to rebuilding in ways that are socially just. Framing images as actors and ex-
amining their role in disaster recovery as agentic can contribute to theory on
actors and their role in post-disaster recovery specifically, leading to greater
theoretical understanding of the interrelated dynamics of rebuilding. More
generally, this research can contribute to theory on the role of institutions as
actors in marketing systems (Layton 2019). Finally, this research is unique in
macromarketing studies in that it addresses natural disaster recovery outside
the North American context, where it is usually studied, with some exceptions
(Iacobucci, 2019; Klein & Huang, 2007; Manfredo & Shultz, 2007; Shultz, 2005;
Sredl et al., 2017).

The research context is the earthquakes in the winter of 2020-21 in Banov-
ina, a region of Croatia. A magnitude 6.4 earthquake struck Banovina on De-
cember 29, 2020. A foreshock 5.2 magnitude earthquake occurred the day
before and aftershocks continued in the days and weeks after. The earth-
quake killed 7 and injured 26 people. It damaged 15,000 houses; at least
1,800 of those houses failed structural inspection in the weeks after the earth-
quake, and the quake destroyed the city center of Petrinja (Vladisavljevic,
2022).

I completed a content analysis of news images of the disaster starting on
29 December 2020 and ending 30 days later. I used frame analysis to analyze
the reality presented in the images and the possible meanings of that real-
ity in its cultural context (Goffman, 1974). I developed the elements of the
image, “reality,” and meaning into codes and themes (Krippendorff, 2018).
The images are from Jutarnji List (Morning Paper), a center left national daily
newspaper and Croatia’s third largest paper by circulation (Istraživanje tržišta
tiskaza 2020. (Press Market Research for 2020), 2021). I selected Jutarnji be-
cause its editorial position is in opposition to the ruling center-right party; this
position might present an opportunity to criticize the government process of
disaster recovery. I did not choose the leading print circulation paper, 24sata,
because it is a tabloid. Večernji list (Evening news) is second by circulation
and a conservative leaning paper (Istraživanje tržišta tiskaza 2020. (Press Mar-
ket Research for 2020), 2021). It might not offer opportunity for images to act
other than as agents of legitimizing government action.

Banovina has both a marginal and a central role in Croatian identity.
Since the Middle Ages, it has been a military borderland to the south and
east of Croatia’s capital city, Zagreb. During the Homeland War (1991-1995),
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Banovina was occupied and liberated, yet 42.2 sq km of the region’s forests
and agricultural land remains a minefield. Banovina is a site of out migration.
The main economic activities in Banovina are agriculture, food processing,
and forestry. Banovina is ranked 17 out of 21 counties in Croatia by GDP per
inhabitant (Eurostat, n.d.).

The preliminary findings show that the news images rotated through a
three-day cycle of community members engaging in coping mechanisms
involving rituals and goods, framing NGO workers and survivors in heroic
archetypes, and de-legitimizing the role of government actors in making
decisions about provisioning in the post-disaster marketing system (Layton,
2007). On the first day, the images convey survivors as vulnerable, relatable,
and dignified. Survivors are usually elderly women or girls; the elderly women
are often pictured preparing coffee or attending to daily rituals in front of
destroyed homes. Returning to rituals is presented as an appropriate coping
mechanism; rebuilding homes so that survivors may return to rituals conveys
a consumer need. On the second day, the theme is heroes, mostly NGO
workers in action (especially HGSS, Croatian Mountain Rescue Service); they
convey as authorities in the system. On the third day, the images tell a story
about the complicity of the ruling party in the “disaster from within,” the struc-
tural inequities that the disaster revealed to have possibly been built during
recovery from the last disaster, war (Horowitz, 2020, p. 3). People in the vil-
lage Strašnik, the epicenter, claimed their homes were poorly reconstructed
by the government after the war; these homes and their displaced owners
were a frequent image of blame, need, and social justice (Vladisavljevic,
2021).

In conclusion, the images in this research communicate that the resump-
tion of social bonds means the restoration of order; thus, reconstruction of
homes is the urgent need. News images attribute blame to politicians, dis-
rupting their legitimacy to determine how homes are rebuilt, and for whom.
In fact, the images argue for rebuilding homes as a way of not repeating the
social injustices of rebuilding after the war. Further analysis points to conclu-
sions about the role of media as a legitimate actor in the process of rebuild-
ing marketing systems with power in defining the new normal after disaster.
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This interpretivist study draws on the conceptual model of consumer re-

sponse to threats and ontological (in)security to describe how consumers

have coped with some of the effects of the Covid-19 pandemic. Data

collection consisted of photographic records and formatted narrative

texts of 56 undergraduate students. The data analysis was based on

the categorization process. The results depicted not only negative ef-

fects, but also unexpected positive effects. It was also possible to identify

that the adaptive responses of consumers can be of an idiosyncratic,

interpersonal, and structural nature, of a voluntary or involuntary traits,

sometimes unclear to the consumer. We seek to contribute to the knowl-

edge about threats by exploring a threat of imprecise duration; empiri-

cally testing the model proposed by Campbell et al. (2020); pointing out

differences in nature of such responses that denote spontaneity or not in

their adoption. At the end, we suggest paths for future research.
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Introduction

In the last year, consumer-related research has sought to understand several
challenges brought by the Covid-19 pandemic for consumers (Bahmanyar
et al., 2020; Ben Hassen et al., 2020; Campbell et al., 2020; Hall et al., 2020).
The emergence of a pandemic, combined with the measures imposed to
prevent its spread, ultimately brought about disruptions in the previously es-
tablished sense of ontological security (Campbell et al., 2020; Mamzer, 2020).
Ontological security is the term used to designate how a certain unconscious
predictability that people have of the world and everyday events works,
which brings them a sense of control over reality (Giddens, 1979).

This research seeks to understand the unfolding of the pandemic in the
sphere of consumption, related to ontological (in)security. Campbell et al.
(2020) recently presented an article in which they discuss the concepts of
ontological security and insecurity linked to consumption. It is worth clari-
fying that ontological insecurity does not necessarily correspond to the ab-
sence of security, but corresponds with its diminution, at least momentarily
(Banham, 2020). Campbell et al. (2020) also propose a theoretical model
to investigate consumer responses to different threats, considering that they
affect the ontological security of individuals.

The pandemic threat generated negative effects on the ontological se-
curity of many consumers, imposing ruptures and adaptations in their rou-
tines. The Brazilian context, investigated in this research, gives indications
that this same threat has enabled the emergence of positive aspects, con-
tributing to reducing levels of ontological insecurity. Thus, the objective of this
research is to describe how consumers have dealt with some of the unfold-
ing of a threat of unpredictable duration and analyze negative and positive
effects related to their ontological (in)security.

To conduct this research, data was collected from 56 students of Pub-
lic and Business Administration courses, from a federal university in Rio de
Janeiro, Brazil. The data analysis was based on the categorization process
(Miles & Huberman, 1994; Thompson, 1997), with the help of Atlas.ti software
(Denzin & Lincoln, 2005).
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The relevance of the investigated context is revealed to the extent that
more than 70% of the students of these universities are part of low-income
families (Ilhéu, 2019), of an emerging country. These individuals are the ones
who have been facing the most difficulties to maintain their studies, given
the critical economic situation of the current moment (Época, 2020); being,
therefore, clearly affected by the impositions brought by the pandemic. Still
regarding the context, the threat of the pandemic seems particularly rich for
its global dimension and for bringing in itself a certain unpredictability in the
duration of the phenomenon.

This, in a way, differs the Covid-19 pandemic from other threats, in which
one can measure how long it will be necessary to deal with its effects (Thomp-
son et al., 2018). This study explores theoretically some of these effects and
seeks to show other facets of the phenomenon, which help in a better under-
standing of the theme in question. Also, this study seeks to contribute to bet-
ter understanding the phenomena of threat associated with unpredictability
(Phipps & Ozanne, 2017).

Threats

Threat is defined as the “actual or potential occurrence of events with neg-
ative repercussions for consumer well-being” (Campbell et al., 2020, p. 312).
Threats cause disruptions in the sense of control that individuals have over re-
ality, which causes individuals to expect a certain outcome to be the result
of their own behavior (Rotter, 1990).

The study of different threats within the field of consumer behavior has
been receiving special attention in the last decades. We have located works
that have contributed to the understanding of how consumers deal with sit-
uations involving, for example, health (Spink & Moyer, 2011), financial (Hill,
2008), mental (De Mello, MacInnis and Stewart 2007) and dietary (Jansen et
al., 2007, 2008) constraints; as well as disruption of routines (Phipps & Ozanne,
2017) and marital relationships (Thompson et al., 2018).

Recently, Campbell et al. (2020) proposed a model (Figure 1) to inves-
tigate consumer responses to threats and to guide future research on the
topic.

Data Source: Campbell et al. (2020)
The model starts from different types of threats, current or potential, ac-

cording to their nature. The threat can be of an economic nature, for ex-
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Figure 3: Conceptual Model of Consumer Response to Threats

ample, if it results in job loss; health-related, if it compromises the individual
physically; social, if it affects his or her position in society; informational, if
it affects the individual’s ability to understand and learn; and environment-
related, as in the case of climate change. Next, the authors point out that
threat leads to disruption, a type of disorder or interruption of order, and that
its extent moderates this relationship. Further, they point out implications that
such disruption ultimately exercises on consumer and market response to the
threat.

The extent of the threat correlates to its severity, the scope and duration
it may take, and the psychological distance perceived by individuals that
the threat is close to their reality or not. In the case of pandemic, one of
the examples brought by Campbell et al. (2020), this threat may be shared
by groups of consumers or felt individually. Furthermore, the extent of the
threat should be impacted if different types of threat occur simultaneously,
amplifying the chance of interrupting a somewhat continuous cycle. Going
back to the example of the pandemic, something that started out linked to
health, unfolded into economic, informational, and social issues.

Continuing with the model, Campbell et al. (2020) highlight some courses
of action that can be disrupted by one or a set of threats, such as work re-
lationships, social life, the choice to spend or save, among other examples.
In the case of Covid-19, they signal that as this threat advanced, norms, be-
liefs, practices and routines of consumers had to be changed around the
world, causing them inconveniences. This point serves to introduce the no-
tion of ontological security, present in the model, which is explained by the
fact that:
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Consumers’ lives consist of countless, often taken-for-granted norms, be-
liefs and routines that comprise consumers’ experience of the world. These
norms, beliefs and routines are conditioned around consumers’ prior expe-
riences and what they are able to anticipate based on those experiences
Campbell et al. (2020, p. 314).

Thus, the disruptions promoted by threats affect the degree to which con-
sumers perceive their world to be safe and predictable (the core of ontolog-
ical security). The lack of order, meaning, and perceived continuity, then,
reveal the ontological insecurity that results from a given disruption. The au-
thors draw attention to the fact that ‘ontological insecurity is not the absence
of security, but it’s diminishment’ and point out that ‘consumers move along
a continuum between ontological security and insecurity’ (p. 314).

The model focuses on the adaptive responses that consumers, the mar-
ketplace, and other institutional actors will have to threats. The term adap-
tation is brought in to characterize the process of change by which these
agents respond to threats, in dealing with the changed and uncertain cir-
cumstances that threats promote.

Adapted consumer responses combine behavioral, cognitive, and affec-
tive aspects, which culminate in an emotional response that makes explicit
their degree of ontological (in)security. For example, threats to health can
lead to preventive withdrawal from people, compromise control over one’s
own life, and culminate in anxiety and melancholy, the result of missing con-
tact with others. Consumption plays a relevant role in this context. Just think
of the intense use of products and services linked to the Internet during the
pandemic. Another point, threats can impose or stimulate the adherence to
new and creative practices, which can endure even after the threat has di-
minished, reformulating established ways of thinking. Perhaps, this is the case
for many of the technology-mediated practices in use today. Campbell et
al. (2020) risk saying that ontological insecurity is perhaps a path to invention
in the short or long term.

The market plays a central role in consumers’ ontological security be-
cause it is characterized as “sites of constancy in a social and material world,
spatial contexts where day-to-day routines are performed, sites where con-
sumers feel they have agency and control over caring for their families and
expressing their identities” Campbell et al. (2020, p. 317). The model indicates
that the adapted responses of the market, while guiding, are guided by the
responses of the consumer; and when the market suffers disruptions brought
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about by threats, its adapted responses have consequences for consumers
(one can cite those related to the overload of the healthcare system; health
care adaptations in collective environments; the increase in online ordering,
among others). Some of these responses established a new order, capable
of diminishing, to some extent, the ontological insecurity of these consumers.

The model indicates that the consequences of disruptions promoted by
threats depend on consumer, market, and government responses (the lat-
ter is not clearly shown in the visual representation of Campbell et al. (2020),
but it is described by the authors). The interaction of such responses, the au-
thors argue, recursively affect the extent and disruption promoted by threats.
One can infer that part of what affected consumers at the beginning of the
pandemic (for example, the fear of a shortage of masks, alcohol gels, and
cleaning products) has dissipated as a result of the adapted responses of
these agents over the past few months (in the example, one can currently
see some stability in the supply of these products). On the other hand, the
extent of the threat has intensified in some spheres of social life, for example,
resulting from moments of lockdown, bringing less positive economic and
social effects.

Finally, the authors discuss moderators of the relationships of disruption,
ontological security, and consumer and market adaptive responses. Although
they emphasize that consumers differ in how they perceive and respond to
threats, they point out that moderators can explain how threats affect their
ontological security, in addition to the extent and manner in which they re-
spond to the market and vice versa. These moderators are structural, politi-
cal, economic, social, cultural, and psychological aspects, which moderate
the influence of disruption on consumers’ ontological (in)security and their
adaptive responses. For example, in function of digital access or the limited
condition of this access; by their willingness to promote solidarity mobilizations
around the idea of helping groups in need; by the propensity to prevention
attitudes rather than exposure to risks; and even by issues of ideological na-
ture guiding how one responds to a given threat.

Ontological (In)Security

Giddens (1991), who developed the concept of ontological security based
on Laing’s work (1960) defines this term as the confidence that most human
beings have in the continuity of their self-identity and in the constancy of the
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social and material environments that surround them. Ontological security is
characterized by people’s confidence that the world is safe and predictable
(Giddens, 1991; Phipps & Ozanne, 2017) and by an “autonomy of bodily con-
trol within predictable routines”, where people feel at home with themselves
and in the world (Giddens, 1986, p. 50). With regard to self-identity, ontolog-
ical security is maintained as individuals routinely sustain biographical narra-
tives that, while coherent, are continually revised (Giddens, 1991).

Articles that have used the concept of ontological security have sought
to understand, for example, the home as a site of constancy in a uncontrol-
lable world (Dupuis & Thorns, 1998); ethical consumer behavior establishing
ontological security in a world characterized by instability (Cherrier, 2005);
the ruptures of routines and consequent adaptations to reestablish ontolog-
ical security (Phipps & Ozanne, 2017); the connection between physical se-
curity and ontological security (Krahmann, 2018); and the deviation from the
dominant aesthetic norm as a threat of ontological security (Gouveia & Ay-
rosa, 2020).

Human beings have a basic need to understand the world in a way that
protects them from doubts and allows them to give meaning to their exis-
tence (Van Marle & Maruna, 2010), which has some connection with the
concept of ontological security. When individuals believe that they can con-
tinue their routines and that they will not encounter obstacles along the way,
they feel safe to continue with their action (Goffman 2009). Emotions and
feelings that carry negative connotations, however, can shake ontological
security. Campbell et al. (2020) suggest that sensations such as insecurity,
uncertainty, and anxiety are experienced when consumers’ habitual lives
experience disruptions of this nature.

Individuals find it difficult to act in situations where their security has suf-
fered some kind of rupture (Giddens, 1986), even lacking “spontaneity in life”
(Gouveia & Ayrosa, 2020, p. 139). These circumstances lead to ontological
insecurity (Warde, 1994) that represents the loss of confidence in the conti-
nuity of one’s own self-identity and the common norms and values of society
(Giddens, 1991). Garfinkel (1967) points out that there is a significant emo-
tional investment to restore trust when ontological insecurity stems from some
rupture.
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Method

This interpretivist work (Hudson & Ozanne, 1988) investigated consumer nar-
ratives of ontological (in)security, relative to a threat of imprecise duration.
Such narratives reveal consumer routines and practices following the first year
of the Covid-19 pandemic. In this research, we do not start from a rigid theo-
retical model; rather, we benefit from the systematic combination, proposed
by Dubois and Gadde (2002), consisting of back and forth between empiri-
cal observations and theory.

The individuals investigated represent first period students of the Public
and Business Administration courses at a federal university in Rio de Janeiro,
Brazil. Data collection occurred between March 31 and April 15, 2021, a
period in which a 10-day holiday was instituted in the state, amid at con-
taining the advances of Covid-19 cases (Carvalho & Guedes, 2021). In this
specific moment of threat, where again everyone was asked to remain so-
cially isolated, students were asked to register an image of some important
aspect within their routines. Added to this photographic record, students
were asked to relate the story of the photo and explain why they attached
importance to it. The images recorded (Bauer & Gaskell, 2017) together with
the narrative texts (Shankar et al., 2001; Thompson, 1997) should be saved
as a PDF document and submitted via the Google Classroom platform by
April 15. To ensure respondents’ privacy, pseudonyms were used in the results
presentation.

Images represent “codes of time”; “restricted but powerful record of tem-
poral actions and real events - concrete and material” (Bauer & Gaskell,
2017, p. 137). For Bauer and Gaskell (2017) among the main advantages
of using visual materials in research is the fact that with these records it is
possible to document the specificity of a change such as routines. Another
advantage is that it generates documentary evidence of memories. This
record, when it is analyzed, should always consider the “historical knowl-
edge of the time and place in which it was generated” (Bauer & Gaskell,
2017, p. 147).

Narratives are stories (Shankar et al., 2001). It is the most important way in
which our experiences become meaningful (Polkinghorne, 1988). This pa-
per used the ‘hermeneutic model of meaning construction’ of consumer
texts (Thompson, 1997, p. 440) to understand the narratives received. The
hermeneutic model considers three levels of interpretation: 1) meanings ex-
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pressed by a particular consumer in the texts of their stories; 2) meanings that
emerge in the consumption stories expressed by different consumers; and 3)
broader conceptual and managerial implications from the analysis of the
consumer narrative (Thompson, 1997).

Materials were received for analysis from 56 students, totaling an 82-page
PDF file that groups together 56 photographic records and 56 formatted nar-
rative texts (Times New Roman, 12, single-spaced). The software for quali-
tative data analysis Atlas.Ti (Denzin & Lincoln, 2005), which supports the cre-
ation and sharing of hermeneutic units among researchers (Ang et al., 2016),
was used. With the data imported into the software, the coding process was
started (Miles & Huberman, 1994) in order to interpret raw data in search of
what may not be initially visible (Kohlbacher, 2006).

The analysis and interpretation of the material started from 219 open codes
(“religion”, “musical instruments”, “rollerblading”, “anxiety”, “weight gain”,
among others) that, following Thompson’s hermeneutic model (1997), rep-
resent the first level of interpretation. These codes, when grouped together,
generated 21 substantive categories (e.g., family, faith, leisure time, feelings
and emotions) (Olson et al., 2016) forming the second level of interpreta-
tion (Thompson, 1997). As we progressed to the third level of interpretation
(Thompson, 1997), the identified categories were grouped into two abstract
themes (Arnould & Wallendorf, 1994), in line with the literature: negative ef-
fects and positive effects on ontological (in)security.

Results

Negative Effects on Ontological (In)security

The negative effects caused by Covid-19 were depicted in a variety of forms.
Briefly, the students explain disruptions that lead to adaptive responses of id-
iosyncratic nature as they relate to feelings and sensations, body and mental
health; and of interpersonal and structural nature, by the connection with
other elements, as occurs in family living, the accumulation of tasks, the in-
adequate physical structure, the hygiene and prevention routine. The re-
ports also revealed the voluntary and involuntary nature of these adaptive
responses, aspects that have been poorly explored in the literature. Vol-
untary adaptive responses were adopted by the respondents according to
their willingness, with no signs of constraint or coercion.
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Fernanda reminds us that at the beginning of the pandemic the feeling
was even positive, related to a period that could be destined to hedonic
activities (Hirschman & Holbrook, 1982). Over time, feelings associated with
insecurity, uncertainty and anxiety (Campbell et al., 2020) began to gain
space in her reality:

‘At the beginning of the pandemic, the feeling was vacation. Watch-
ing series, reading, procrastinating, irregular schedules. With the
news that it wouldn’t be just 3 weeks, the feeling changed [—].
Boredom came, a feeling of the same old days, of immobility and
unproductivity, uncertainty, stress, anxiety. From there, weight loss,
weight gain, anguish, loneliness.’

The feeling related to the risk due to the constant fear of contracting the
virus or having a family member suffer from serious consequences of the dis-
ease also appeared in the reports. What João tells us, about doing activities
outside the home, serves as an example. For João, doing the market shop-
ping is ‘an important moment in [his] current routine.’ Being the youngest in
a family of six members, he decided ‘at the very beginning of the Covid-19
pandemic, to perform any necessary activities outside the home in place of
the others.’ In this way, he would not risk ‘the lives of older family members.’
João says that he follows the hygiene and prevention protocols and tries to
accomplish all his goals as quickly as possible, in order to be exposed for less
time. His adaptive response denotes the voluntary nature of his choice.

The negative effects of the pandemic were also reflected in the body.
Douglas comments that ‘as a result of the quarantine period, weight gain
was inevitable.’ Whether it was the lack of physical activity, being at home
all day, or poor diet, the weight gain led to the need to institute new prac-
tices. Douglas’ solution was to buy shoes and go jogging after 8 PM or before
7 AM, when there is less concentration of people on the streets, thus reducing
the risk of contagion. Fernanda, who reported having gone through periods
of both ‘weight loss’ and ‘weight gain’, found in the practice of physical ex-
ercises at home, a way to ‘solve a good part of what was bothering her.’
For her, the exercises ‘maintain the body by strengthening muscles, tendons,
bones, and regulate weight.’ As in João’s case, the choices made by Dou-
glas and Fernanda are predominantly voluntary adaptive responses to the
effects of the threat.

Negative effects related to the mental health of these students also ap-
peared in the materials received. Because Anderson already has some respi-
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ratory problems, he reports that since the beginning of the pandemic he has
been forced to stay indoors, completely away from any social interaction.
Since ‘talking and seeing people over the internet isn’t enough anymore’,
he saw the balcony as a space to recover his mental health: ‘Maybe this
balcony can save me from some possible psychological problems caused
by the prolonged isolation. I have the impression that in the coming months
psychologists’ and psychiatrists’ offices will be crowded with people who are
beginning to manifest the psychological effects of all this social, political, and
health chaos we are living in’. Although the use of the balcony denotes the
voluntary nature of Anderson’s adaptive response, this may not exempt him -
and others, as he suggests - from involuntary emotional adaptive responses,
such as those of a psychological nature that may manifest themselves in the
future.

Regarding the external effects, Jonathan highlights the family interaction,
narrowed by the pandemic, as a generator of some conflicts; involuntary
adaptive responses, not expected. According to the student, living in a
house with five people ‘makes it hard to be quiet.’ Being from ‘a very ag-
itated family, that doesn’t stop for anything’, and also taking into considera-
tion the ‘agitation of working at home’, the respondent ended up constantly
‘losing his precious peace.’

The pandemic brought different difficulties for those who were able to stay
in their homes. For Eduardo, despite ‘loving to study and learn’, he never had
the resources to have a proper space in his home for this. He comments that
‘when classes started, I studied using a tiny seat, because the only “good”
place for studying was a space in the [low] TV rack.’ As a tall person, this
situation ‘destroyed [his] back.’ The difficulties, for Jéssica, range from re-
sponding adaptively to an exhausting routine to reconcile work, study, home
and family care, to modifications that made the ‘room become [her] work
environment,’ without being able to count on a ‘structure with adequate
tables and chairs as in the firm.’

Jéssica generalizes when stating that ‘the home office brought a change
of routine for those who went to work at home and for the family members.
Everyone had to adapt so as not to disturb each other.’ However, one can in-
fer from the comparison between Eduardo’s report, restricted to a structural
disruption, and Jessica’s, which also covers interpersonal disruptions linked to
the family, that the voluntary and involuntary nature of adaptive responses
to threats may differ, not only by idiosyncratic (for example, by the particular
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way consumers deal with the disruption), interpersonal (if in some degree it
depends on the participation of other individuals) and structural aspects (by
the absence of some specific element or condition), but ideological mea-
sures, crossing these categories. Brazilian society, for example, is marked by
inequity in gender issues, a socially constructed ideology which can direct
consumers’ adaptive responses.

If the home office has brought difficulties in the routine of these students,
the data shows that those who needed to maintain their face-to-face work
routines are also having to deal with other unexpected issues. These issues
range from the excessive use of alcohol gel, masks and gloves, after all ‘I
never imagined that this would be part of our routine’ (Lauro), to the ‘fear
of contaminating or being contaminated by one of the clients’ since one
cannot stop working and their work is directly with the aged (Jonas). The
responses are not explicit about the voluntary or involuntary nature of these
adaptive responses. Since they are determinations set by political agents,
the extent of these adaptive responses, even when respected, may vary
from consumer to consumer (Campbell et al., 2020).

Positive Effects on Ontological (In)security.

Among the positive effects caused by Covid-19 and that appeared in the
texts sent by the students, we can highlight aspects related to family, pets,
faith, leisure time, new uses for the same spaces in the house, and small and
circumstantial social interactions. The reports show adaptive responses that
reconfigure some developments promoted by the disruptions. It predom-
inantly reveals the voluntary character of consumers in inventing ways to
reverse or reduce their ontological insecurity (Campbell et al., 2020) and
regain confidence after disruption (Garfinkel 1967; Giddens 1990).

Family received great prominence in the reports and revealed voluntary
adaptive responses. Being closer to family members, ‘going back to our par-
ents’ house’, and even ‘discovering things about our families that we didn’t
know’, was associated with positive meanings. Thaysa, for example, who,
due to work and study, had to stay ‘away from home, from her parents, and
from the routine more than a year’, because of the pandemic, returned to
her family life since ‘being close to the family at this time makes things lighter.’
Breno, in turn, decided to spend this time of social isolation with his grand-
parents in the family farm until they took the second shot of the vaccine. He
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reports that an important part of his routine has become the time when he
stops ‘a little bit from working and studying in front of the computer and stays
with them [his grandparents] around the wood stove talking and eating.’

Sharing of daily life activities with parents, children, grandparents, sib-
lings, and nephews also appeared in the reports associated with pleasant
moments of the day, and reinforced the voluntary nature of some adap-
tive responses. Mariza comments: ‘This record [with her younger brother,
diagnosed with autism], demonstrates one of our favorite moments: cook-
ing. Every day we get together to cook rice and we become adventurers in
the kitchen.’ Like Mariza, Guilherme puts the closer partnership with his twin
brother as a positive aspect of the pandemic: ‘Along with the social isolation,
came an even stronger union between him and me. We have always been
very good friends, but in this period when we could not leave the house, we
ended up getting closer together.’ For him, being able to do his duties in the
company of his brother is something that has made him ‘very happy.’

The pandemic made it possible, besides sharing moments, to get to know
the people with whom we were living better. Manuel reports relying on his
creativity to ‘make the weekend snacks at home.’ He tries to take advan-
tage of the pandemic to ‘value and make the simple and normal things as
exciting and unforgettable as possible’ and to ‘discover many things that
he didn’t know about his own family.’ For Manuel, the disruption of routine
caused by Covid-19 made it possible to ‘talk more,’ to ‘have lunch together
without it being a Sunday or a holiday,’ ‘without having travel restrictions,’ or
even to ‘go out to lunch or dinner.’

Different pets also appeared in the narrative texts, associated with happy
moments. In some cases, the possession of a new animal came along with
the pandemic. For Yago, the arrival of his cockatiel Lua made him develop
new responsibilities related to taking care of her. In other cases, although the
animals (dogs and cats) were already part of the family’s life before Covid-
19, this moment of routine disruption allowed new practices to be established
and relationships to gain new meanings. For Fernanda, for example, the
company of her cat while she does her daily physical activity is a ‘bonus.’
Jorge comments that this moment has enabled him to learn from his dog,
Binho:

‘My routine is marked daily by this amazing pet, my friend and
companion. Binho has been taking advantage of this quarantine
with the greatest attention he receives and the greatest attention
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he has been giving to everyone here at home [—] always in a
good mood and wanting us to throw the ball to him. It has been 5
years since my routine and that of my family was changed by him,
and we have been through situations that made us rethink about
having a dog or not, countless times. But I feel that now in a pan-
demic and after years that he has been with us just shows that it
was the right time to have him. Binho has been good company in
my routine, teaching me to be more tolerant.’

In the materials received, it was possible to identify in faith the perfor-
mance of practices that, despite already being routine before the pan-
demic, helped some of these participants to reduce the discomfort caused
by this moment of rupture of the routine. Mozart, who sent a photo of a
rosary, reports that since he was a child he was taught to give thanks ev-
ery day. He explains that the fact of saying his prayers and giving thanks for
another day makes him feel better, more complete, giving him strength to
keep on improving and pursuing his goals. Faith, which came represented
by a rosary for Mozart, appeared to José portrayed in a Bible. José tells us
that ‘reading the Bible [is] one of the first things [he does] in the day,’ so he
seeks ‘in what is written, to guide [his] attitudes from day to day.’

The leisure moments (watering the plants, listening to music, playing sports,
watching movies and series, and playing videogames), although conditioned
to the coronavirus care, were brought from different points of view. For some,
the pandemic allowed more time in their routines that, in Yago’s case, was
directed to ‘learn how to play the cavaquinho’, one of his passions since
childhood. Music also appeared in Jonathan’s account that, even without
having time, since he continues with his face-to-face work, he considers lis-
tening and playing music as his ‘moment of daily peace’, when he can ‘ex-
press himself and feel his true self.’ ‘Doing this ritual’ enables Jonathan to
disconnect from whatever bad things have happened in the day, demon-
strate his identity, and connect him in a ‘state of serenity.’

If, on the one hand, the environments of the house had to be adapted
to receive the families that now share moments of work, leisure and study in
the same space, it was observed that some of these places began to gain
different meanings and with positive contours. Spaces that before hardly re-
ceived any attention became valuable, practically a ‘refuge’, as Anderson
tells us about his balcony: ’Before, I hardly used this space [—] now it has
allowed me to observe the daily movements of other people [—]. It has al-
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lowed me to reconnect and have a bit of social interaction. It is my refuge
in the midst of the chaos.’

Small and circumstantial social interactions appeared in the narratives,
bringing a momentary breath of joy. João, who does the family’s market
shopping, tells us that he was always in a hurry and never valued the con-
versations led by the ‘retired lady in the middle of the vegetable section,
Miss Lourdes’: ‘Now, with all the available time in the world, it is these social
interactions that help me overcome an immense feeling of longing for a pre-
pandemic time, for school (something I thought it was impossible), and for a
good gathering with my friends.’ This, perhaps, was one of the few adaptive
responses that retain a certain degree of involuntariness, since they resulted
from the efforts of others, in this research. Nevertheless, it seems reasonable
to think that consumers are predisposed to adopt adaptive responses volun-
tarily, in order to reduce their ontological insecurity and recover the meaning
given to their own lives (Van Marle & Maruna, 2010).

Final Considerations

This study sought to describe how consumers have dealt with some of the
unfolding of a threat of imprecise duration and analyze negative and posi-
tive effects related to their ontological (in)security. Through an interpretivist
approach, we depicted not only negative effects, but also unexpected pos-
itive effects. Among them, attention is drawn to the fact that the pandemic
promoted spaces, until then, ’unknown or disregarded’ in the house (Dupuis
& Thorns, 1998), such as the balcony, to the condition of restorers of ontolog-
ical security. And that gender issues seem to help to outline adaptations to
reestablish ontological security resulting from ruptures of routines (Phipps &
Ozanne, 2017). It was also possible to identify that the adaptive responses of
consumers can be of an idiosyncratic, interpersonal and structural nature, of
a voluntary or involuntary traits, sometimes unclear to the consumer.

We reached results that should contribute to the knowledge about threats
and their consequences in the sphere of consumption by: i) exploring a
threat of imprecise duration; ii) empirically testing the model proposed by
Campbell et al. (2020), emphasizing consumers’ ontological (in)security and
adaptive responses; iii) pointing out differences in nature of such responses;
iv) that denote spontaneity or not in their adoption. Table 4 summarizes the
main findings of this research.
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Figure 4: Consumers’ Ontological (In)Security and Adaptive Responses
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We expect that future research could explore other aspects in the study
of threats and ontological (in)security such as: i) analyzing the adaptive mar-
ket responses (Campbell et al., 2020), since this research is limited to the
consumer perspective; ii) delving deeper into ideological issues that perme-
ate adaptive idiosyncratic, interpersonal and structural responses; iii) further
exploring the voluntary aspect of consumer responses as it reflects to what
extent the consumer is willing to reverse frames of ontological insecurity; iv)
investigating the role of materiality in the construction of voluntary and invol-
untary adaptive responses; v) and probing the adaptive responses of con-
sumers from different social classes to threats of imprecise duration.

References

Ang, C. K., Embi, M. A., & Yunus, M. M. (2016). Enhancing the quality of the
findings of a longitudinal case study: Reviewing trustworthiness via at-
las. ti. The Qualitative Report, 21(10), 1855 (cit. on p. 54).

Arnould, E. J., & Wallendorf, M. (1994). Market-oriented ethnography: Inter-
pretation building and marketing strategy formulation. Journal of mar-
keting research, 31(4), 484–504 (cit. on p. 54).

Bahmanyar, A., Estebsari, A., & Ernst, D. (2020). The impact of different covid-
19 containment measures on electricity consumption in europe. En-
ergy Research & Social Science, 68, 101683 (cit. on p. 47).

Banham, R. (2020). Emotion, vulnerability, ontology: Operationalising ‘onto-
logical security’for qualitative environmental sociology. Environmental
Sociology, 6(2), 132–142 (cit. on p. 47).

Bauer, M. W., & Gaskell, G. (2017). Pesquisa qualitativa com texto, imagem e
som: Um manual prático. Editora Vozes Limitada. (Cit. on p. 53).

Ben Hassen, T., El Bilali, H., & Allahyari, M. S. (2020). Impact of covid-19 on food
behavior and consumption in qatar. Sustainability, 12(17), 6973 (cit. on
p. 47).

Campbell, M. C., Inman, J. J., Kirmani, A., & Price, L. L. (2020). In times of trou-
ble: A framework for understanding consumers’ responses to threats.
Journal of Consumer Research (cit. on pp. 46–52, 55, 57, 60, 62).

Carvalho, B., & Guedes, O. (2021). Rj terá ‘superferiado’ de 10 dias para
conter avanço da covid. https : //g1.globo.com/rj / rio - de- janeiro/
noticia/2021/03/21/estado-do-rio-tera-superferiado-de-10-dias.ghtml
(cit. on p. 53).

62

https://g1.globo.com/rj/rio-de-janeiro/noticia/2021/03/21/estado-do-rio-tera-superferiado-de-10-dias.ghtml
https://g1.globo.com/rj/rio-de-janeiro/noticia/2021/03/21/estado-do-rio-tera-superferiado-de-10-dias.ghtml


Cherrier, H. (2005). Becoming sensitive to ethical consumption behavior: nar-
ratives of survival in an uncertain and unpredictable world. Advances
in Consumer Research, 32, 600 (cit. on p. 52).

Denzin, N., & Lincoln, Y. (2005). Handbook of qualitative research thousand
oaks. (Cit. on pp. 47, 54).

Dubois, A., & Gadde, L.-E. (2002). Systematic combining: An abductive ap-
proach to case research. Journal of business research, 55(7), 553–560
(cit. on p. 53).

Dupuis, A., & Thorns, D. C. (1998). Home, home ownership and the search
for ontological security. The sociological review, 46(1), 24–47 (cit. on
pp. 52, 60).

Época. (2020). A influência da pandemia no fim do sonho universitário. https:
//epoca.globo.com/sociedade/a-influencia-da-pandemia-no-fim-
do-sonho-universitario-1-24743193 (cit. on p. 48).

Giddens, A. (1979). Central problems in social theory: Action, structure, and
contradiction in social analysis (Vol. 241). Univ of California Press. (Cit.
on p. 47).

Giddens, A. (1986). The constitution of society: Outline of the theory of struc-
turation (Vol. 349). Univ of California Press. (Cit. on p. 52).

Giddens, A. (1991). Modernity and self-identity: Self and society in the late
modern age. Stanford university press. (Cit. on pp. 51 sq.).

Gouveia, T. M. d. O. A., & Ayrosa, E. A. T. (2020). Identity, consumption and
ontological security: Trying to live on the edge of the aesthetic norm.
Organizações & Sociedade, 27, 132–151 (cit. on p. 52).

Hall, M. C., Prayag, G., Fieger, P., & Dyason, D. (2020). Beyond panic buying:
Consumption displacement and covid-19. Journal of Service Manage-
ment (cit. on p. 47).

Hill, R. P. (2008). Disadvantaged consumers: An ethical approach to con-
sumption by the poor. Journal of Business Ethics, 80(1), 77–83 (cit. on
p. 48).

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic consumption: Emerging
concepts, methods and propositions. Journal of marketing, 46(3), 92–
101 (cit. on p. 55).

Hudson, L. A., & Ozanne, J. L. (1988). Alternative ways of seeking knowledge
in consumer research. Journal of consumer research, 14(4), 508–521
(cit. on p. 53).

63

https://epoca.globo.com/sociedade/a-influencia-da-pandemia-no-fim-do-sonho-universitario-1-24743193
https://epoca.globo.com/sociedade/a-influencia-da-pandemia-no-fim-do-sonho-universitario-1-24743193
https://epoca.globo.com/sociedade/a-influencia-da-pandemia-no-fim-do-sonho-universitario-1-24743193


Ilhéu, T. (2019). Mais de 70% dos alunos das universidades federais são de
baixa renda. https://guiadoestudante.abril.com.br/atualidades/mais-
de-70-dos-alunos-das-universidades-federais-sao-de-baixa-renda/
(cit. on p. 48).

Jansen, E., Mulkens, S., Emond, Y., & Jansen, A. (2008). From the garden of
eden to the land of plenty: Restriction of fruit and sweets intake leads
to increased fruit and sweets consumption in children. Appetite, 51(3),
570–575 (cit. on p. 48).

Jansen, E., Mulkens, S., & Jansen, A. (2007). Do not eat the red food!: Prohibi-
tion of snacks leads to their relatively higher consumption in children.
Appetite, 49(3), 572–577 (cit. on p. 48).

Kohlbacher, F. (2006). The use of qualitative content analysis in case study
research. Forum Qualitative Sozialforschung/Forum: Qualitative Social
Research, 7(1), 1–30 (cit. on p. 54).

Krahmann, E. (2018). The market for ontological security. European security,
27(3), 356–373 (cit. on p. 52).

Laing, R. (1960). The divided self: An existential study in sanity and madness.
Penguin UK. (Cit. on p. 51).

Mamzer, H. (2020). Postmodern society and covid-19 pandemic: Old, new
and scary. Society Register, 4(2), 7–18 (cit. on p. 47).

Miles, M. B., & Huberman, A. M. (1994). Qualitative data analysis: An expanded
sourcebook. sage. (Cit. on pp. 47, 54).

Olson, J. D., McAllister, C., Grinnell, L. D., Gehrke Walters, K., & Appunn, F.
(2016). Applying constant comparative method with multiple investi-
gators and inter-coder reliability. Qualitative Report, 21(1) (cit. on p. 54).

Phipps, M., & Ozanne, J. L. (2017). Routines disrupted: Reestablishing secu-
rity through practice alignment. Journal of Consumer Research, 44(2),
361–380 (cit. on pp. 48, 52, 60).

Polkinghorne, D. E. (1988). Narrative knowing and the human sciences. Suny
Press. (Cit. on p. 53).

Rotter, J. B. (1990). Internal versus external control of reinforcement: A case
history of a variable. American psychologist, 45(4), 489 (cit. on p. 48).

Shankar, A., Elliott, R., & Goulding, C. (2001). Understanding consumption:
Contributions from a narrative perspective. Journal of marketing Man-
agement, 17(3-4), 429–453 (cit. on p. 53).

Spink, J., & Moyer, D. C. (2011). Defining the public health threat of food
fraud. Journal of food science, 76(9), R157–R163 (cit. on p. 48).

64

https://guiadoestudante.abril.com.br/atualidades/mais-de-70-dos-alunos-das-universidades-federais-sao-de-baixa-renda/
https://guiadoestudante.abril.com.br/atualidades/mais-de-70-dos-alunos-das-universidades-federais-sao-de-baixa-renda/


Thompson, C. J. (1997). Interpreting consumers: A hermeneutical framework
for deriving marketing insights from the texts of consumers’ consump-
tion stories. Journal of marketing Research, 34(4), 438–455 (cit. on pp. 47,
53 sq.).

Thompson, C. J., Henry, P. C., & Bardhi, F. (2018). Theorizing reactive reflexivity:
Lifestyle displacement and discordant performances of taste. Journal
of Consumer Research, 45(3), 571–594 (cit. on p. 48).

Van Marle, F., & Maruna, S. (2010). ‘ontological insecurity’and ‘terror man-
agement’ linking two free-floating anxieties. Punishment & Society, 12(1),
7–26 (cit. on pp. 52, 60).

Warde, A. (1994). Consumption, identity-formation and uncertainty. Sociol-
ogy, 28(4), 877–898 (cit. on p. 52).

65



Exploring diasporic ethnic identity
through a Malaysian Chinese food
documentary show

Lim Yee Wen Monash University

Juliana French Monash University

Ethnic food and the marketplace represent actors within a multi-level and
dynamic market system that contribute towards the construction and negoti-
ation of identity, including diasporic ethnic identity (Cruz & Buchanan-Oliver,
2020). Layton (2019, p. 215) defined actors as, “The individuals and entities —
(that) each bring differing sets of capabilities, such as capital — economic,
social and political — to an exchange”. Following Layton’s definition of ac-
tors, this research considers several elements as the actors, including place
(the wet market as an example of marketplace), object (the ethnic food
and ingredients sold in wet market) and individuals (the sellers which are
producers of food and the buyers which are the consumers of food in the
wet market).

The Chinese community in Malaysia hold two identities — their ethnic
Chinese identity (华人, ‘Huaren’ in Mandarin) and their national identity as
‘Malaysian’ based on citizenship. Malaysia is a multicultural nation consist-
ing of three main ethnic groups, the Malays, the Chinese and the Indians.
Malaysians often define themselves not by nationality but by ethnicity as a
result of historical macro-level institutional policies and procedures. Hence,
to understand the construction and negotiation of minority diasporic iden-
tity, this multimodal critical discourse analysis (MCDA) seeks to answer the
research question: “What is the role of wet markets in the Malaysian Chinese
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identity construction?” This study explores food discourses on Jason’s Market
Trails, a Malaysian Chinese documentary show on wet markets and the food
stories revolving around them. Wet markets are traditional local markets in
Malaysia, similar to farmer’s markets in other nations. As one of the actors in
the marketplace, wet markets has significance for most Malaysian Chinese
in everyday consumption practices.

Literature Review

Taste is a social discourse that seeps into our everyday consumption prac-
tices, including food consumption. Our embodied taste preferences, atti-
tudes and habits rely heavily on domestic home practices that is passed
down generationally (Arsel & Bean, 2013). In Boudieusian terms, our food
consumption behaviour are embedded in the concept of habitus (Ehlert,
2021). Our habitus will construct our taste practices, and because habitus
can evolve over time, so our taste practices are not fixed and can evolve too.
Taste practice is also a reflection a person’s identity. Identity is not something
that happen randomly, it is what we actively seek for manifested in consump-
tion (Arnould & Thompson, 2005). Therefore, there are interactions among
identity, habitus and taste (for example, food consumption behaviour), as
shown in Image 1 below. Our habitus will shape and be shaped by our iden-
tities, and our taste will be embedded in our habitus and will also construct
our identities. What is worth noting here is that, all these three elements are
not fixed but they can evolve over time and it can be negotiated.

Cultural food practices reinforce ethnic identity preservation and continu-
ity (Reddy & van Dam, 2020). Food is a key marker in how diasporas sustain
a collective diasporic identity, especially through ensuring the authenticity
in traditional cultural food in order to recall and reproduce the foodways of
their homeland (Srinivas, 2006). The work by Forero and Smith (2010) demon-
strates that the different food ideologies among the diasporas are shaped
by the different identity projects advocated by each generation thus shifting
their habitus, and habitus provides individuals and generations with a frame-
work for making sense of their social experience.

67



Figure 2: Interactions among taste, identity and habitus

Research Design

Using purposive sampling, the documentary show Jason’s Market Trails was
chosen as the research material for this study. Jason’s Market Trails is a Malaysian
Chinese television documentary show on food and wet markets in Malaysia.
This study covered one season of the series, consisting of 13 half-an-hour
episodes (Netflix, 2018). This research employs the multimodal critical dis-
course analysis (MCDA) methodology proposed by Berger (1998) because
it is suitable for dealing with the audio-visual mediated texts in documen-
tary shows. Following Berger’s (1998) suggestion, semiotics is applied as the
data analysis approach on Jason’s Market Trails, the wet market is seen as a
sign system — it contains concrete objects and abstract aspects that carry
meanings and signs, reflecting the social and cultural phenomena of Malaysian
Chinese food and identity.

Preliminary Findings

This research addresses wet markets in Malaysia as a system of signs, embod-
ied within the cultural intermediaries, such as the wet market, the genera-
tionally passed down cultural food practices, the language used as well as
the Malaysian Chinese vendors and visitors at the wet markets and nearby
hawker centres. These establishments of signs reveal three symbolic aspects
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of Malaysian Chinese identity: the symbolic social space of identity, the au-
thenticity of identity and the moral dimension of identity. This research sug-
gests that the three symbolic aspects are not mutually exclusive, rather they
together constitute and shift the habitus of Malaysian Chinese, embodying
the construction and negotiation of Malaysian Chinese identity.

Symbolic Social Space of Identity

Preliminary findings suggest the wet market provides a diaspora space that
blurs and draws boundaries, thus reinforcing both social inclusion and social
division which contributes towards the formation of symbolic social space of
identity for the Malaysian Chinese.

Social inclusion within the wet market is possible because wet markets
provide spaces where boundaries of us and them are blurred. The blurring
of boundaries starts with Malaysian Chinese receiving influence from other
ethnic groups. These influences result in linguistic change, an intermingling
of Mandarin and Malay words, and in cultural food practices, blending Chi-
nese and Malay food elements and culture, exemplifying identity negoti-
ation from ethnic Chinese identity to national Malaysian identity. The wet
market also contributes toward social division through drawing and reinforc-
ing ethnic boundaries between the Chinese and Malays in Malaysia. The
Malay Muslim identity, as the majority group in Malaysia, is most clearly de-
fined against the second-largest ethnic group, the ‘pork-eating’ non-Muslim
Chinese (Duruz & Khoo, 2014). Pork stalls are normally quarantined inside the
wet markets, a signifier that rigidly divides between Muslims and non-Muslims
in Malaysia.

Authenticity of Identity

Findings suggest that the authenticity of food and thus the identity among
Malaysian Chinese transcends time periods of past, present and future — by
preserving and recreating the past, connecting the past to the present as
well as connecting the present to the future. Stall owners and hawkers at the
wet markets persist in using the same traditional methods and recipes passed
down generationally despite it being tiring and tedious. They persist in tradi-
tional handmade over modern machine-made because they believe that
these traditional food traditions are ways to preserve the conventional taste,
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quality and nostalgic sentiment sought after by the customers. Reproduction
and consumption of nostalgic food is seen as preservation of shared mem-
ories and recreation of the past. Adopting new taste and adapting ‘tradi-
tional’ food is primarily motivated by economic opportunities and availability
of ingredients. The change in how traditional food is prepared and served
demonstrates the ongoing shifts in the Chinese food in Malaysia, connecting
the past and the present reinforcing what (Chee-Beng, 2012) claims, there
is no authentic ‘authentic food’ for diaspora. The loyal desire for these rein-
vented ‘authentic’ traditional foods suggests that the authenticity of food
is very much a personal taste and personal nostalgia, implying that taste
depends on one’s habitus. When cultural food is not reproduceable, there
is a risk of losing tradition and cultural continuity. Continuation of cultural
tastes over generations is important because tastes affects identity and the
disappearance of cultural food heritage signifies a shift in Malaysian Chinese
habitus and identity.

Moral Dimension of Identity

Moral thoughts direct behaviour, hence moral norms play an important role
in identity construction. For Malaysian Chinese, their identity and thus be-
haviour is closely tied to the moral dimension of ‘xiao’ (孝, filial piety) and
‘renqingwei’ (人情味, human warmth). Filial piety or ‘xiao’ (孝) asserts re-
specting and obeying the elders (Chan et al., 2010), is often viewed as the
key to upholding Chinese heritage and identity that is also practiced in man-
aging their family food businesses. Another moral dimension that is evident in
the wet market is the disposition of ‘renqingwei’ (人情味), which is the social
etiquette constituting the social norms of Malaysian Chinese, governing their
individual behaviour and social interactions in public spaces. The wet market
is not constricted to just selling and making money, because the ‘renqingwei’
(human warmth) pushes for cohesion among the vendors and visitors.

Discussion and Conclusion

The preliminary findings can be discussed on three levels: macro, meso and
micro level. At the macro level, due to the multiculturalism context in Malaysia,
the diaspora space consists of elements from both Chinese ethnic culture
and other Malaysian ethnic culture, where one can shape and be shaped
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by another, leading to integration of cultural elements. The integrated cul-
tural elements shape the marketplace ethnic food at the meso level through
three realms. These three realms are the spatial aspect (as represented by
the symbolic social space of identity), the temporal aspect (as related to
the authenticity of identity) and the moral aspect (as depicted by the moral
dimension of identity). The three symbolic aspects of spatial, temporal and
moral act as the foundation that together present a shift in the Malaysian
Chinese habitus and thus the construction and negotiation of their identity at
the micro level. In conclusion, the identity of Malaysian Chinese is structured
by their internalized taste that is embedded in their habitus, contributed by
the marketplace and the broader social contexts.
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Marketing systems are a traditional focus of macromarketing (Peterson,
2016). Marketing systems are multilayered consisting of macro logics and
institutions in which micro actors are embedded (Layton, 2010). The term
actor within marketing, including the Journal of Macromarketing, has been
used loosely and takes on many meanings pending the theoretical framing.

For instance, in expanding an understanding of marketing systems, Layton
(2010) defined actors as, “The individuals and entities — (that) each bring
differing sets of capabilities, such as capital — economic, social and political
— to an exchange” (p. 215). Leaning into institutional theory, Coskuner-Balli
et al. (2021) view market actors as individuals, organizations, and brands.
Borrowing from actor-network theory and new materialisms literature, Scott
et al. (2014) view actors as human, non-human and material objects that
have power to shape the social world. In-line with service-dominant logic,
Vargo (2011) define actors as social (human) individuals and collections that
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interact to cocreate value.
What these definitions have in common, when viewed from macromar-

keting, is that actors do not exist on their own. Instead, they are interacting
within an ever shifting and evolving market system (Layton, 2010). In tandem
with the conference theme of “Macromarketing in the new normal” where
the hope is to “improve the world,” this panel hopes to advance the discus-
sion on what it means to be an actor within macromarketing, and how actors
are viewed within a multi-level and dynamic market system.
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Introduction

‘Animal’ is commonly believed to describe non-human, non-plant life, while
biologically incorporating humans in the animal kingdom (Connolly & Cullen,
2018). However, this common-sense more or less indicates a separateness
between humans and non-human animals by ignoring the reality that hu-
mans are a kind of animal. To dismiss this hint, this article will use ‘non-human
animal’ to replace ‘animal’ when describing non-human life in the animal
kingdom. Non-human animals are ineradicable participants in human life,
who share the same planet with humans and are interrelated to consumer
and community well-being (Wünderlich et al., 2021). Ethical questions about
non-human animals have been explored from various points of view includ-
ing but not limited to social responsibility, social philosophy, organisations and
sustainability (Connolly & Cullen, 2018; Hölker et al., 2019; Merskin, 2021;

77



Williams, 2015). Marketing research has mentioned macro aspects of ani-
mal rights and welfare while exploring ethical/sustainable consumption (e.g.
Arnould (2022), Pecoraro and Uusitalo (2014), and Shaw et al. (2017)) and
animal image in advertising (e.g. Stevens et al. (2013)).

Recently the food market has developed meat alternatives to replace
animal-sourced meat (Bonny et al., 2015; Kumar et al., 2017; Van Loo et
al., 2020) and facilitate consumption that is more ethical and sustainable
(e.g. Beverland (2014)). As alternative food, meat alternatives have how-
ever received similar criticism as conventional food (animal-sourced meat)
from critical scholars regarding the food supply chain (Johnston et al., 2009;
Weiler et al., 2016). Still, the development of alternative meat forms is ex-
pected to bring benefits to non-human animals as well as the environment
and human health (Bonny et al., 2015; Kumar et al., 2017; Van Loo et al.,
2020). Particularly, meat alternative is a practical and meaningful step for-
ward from animal-sourced meat to making a positive change to non-human
animal commercial status in the food market (Johnston, Cairns, et al., 2013).
However, facing the evolving food market toward ethics and sustainability,
there seems to be a gap in the literature regarding an understanding of eth-
ical considerations for non-human animals.

To answer research questions: What are the ethical considerations for non-
human animals in the evolving food market? How and why do these ethical
considerations emerge and work? This article delves into vegans’ ethical
considerations for non-human animals in relation to cultured meat. This is
done by adopting the ethics of care to demonstrate vegans’ ethical con-
siderations for non-human animals in the food market and borrowing terror
management theory from the sociological and psychological domains to
provide a psychological understanding of these ethical considerations. By
doing so, this research could conceptualise and interpret the ethical consid-
erations for non-human animals in the evolving food market.

Ethics of Care for Non-human Animals

The ethics of care adopted as ‘the most basic moral value’ (Held et al., 2006,
p. 71) has been used by scholars to explore moral issues (Shaw et al., 2017).
The ethics of care theory addresses an understanding of moral action on
interpersonal caring relationships (Alacovska & Bissonnette, 2021; Lawrence
& Maitlis, 2012). It is not only for humans but also applies to non-humans,
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especially non-human animals (Corbera et al., 2020).
Engster (2006) argues that non-human animals could live their own life

without human intervention, in this case, humans should leave them alone.
Still, Engster also suggests that if animals have been bred to rely on humans
to survive e.g. as pets and farmed animals, humans should care for them
for ethical reasons. Whereas, Williams (2015) raises problems of the ethical
practices in factory farms when facing ‘humane meat’. She argues that
non-human animals should not be conceived as the source of meat with
being deprived of the right to live their own life. Similarly, Donovan explores
and expands the ethical considerations for non-human animals based on
care ethics, who asks to treat and communicate with non-human animals as
valuable and independent individuals (Donovan, 2006, 2014; Taylor, 2014) in-
stead of insisting on the anthropocentrism in which humans treat non-human
animals as mere instruments, objects or commodities (Merskin, 2021).

Prevailing macromarketing research about ethics has implications for the
whole marketing system (Ferrell & Ferrell, 2008), sustainable/green issues (Chowd-
hury, 2020), the market environment (Baker & Lesch, 2013), human health
(Witkowski, 2007), and consumer ethical beliefs (Chowdhury, 2020). Macro-
marketers have researched non-human animals with the market evolution
(e.g. Koch and Ulver (2022)) and human well-being (e.g. Wünderlich et al.
(2021)). Moreover, macro aspects of ethical issues about non-human animals
have been mentioned while exploring ethical/sustainable consumption (e.g.
Arnould (2022), Pecoraro and Uusitalo (2014), and Shaw et al. (2017)) and an-
imal image in advertising (e.g. Stevens et al. (2013)), but their discussion of
the ethical considerations for non-human animals are piecemeal.

The ethics of care theory has been adopted by marketing researchers to
explore macro views of ethics in consumption and human well-being (e.g.
Shabbir et al. (2021) and Shaw et al. (2017)) but hasn’t been applied to ex-
plore the treatment that non-human animals receive in the food market. It
could be seen above that the ethics of care for non-human animals are am-
biguous among different theorists. This article thus considers different opinions
about the ethics of care for non-human animals to critically demonstrate
and conceptualise the ethical considerations for non-human animals in the
food market by putting the ethics of non-human animal treatment as a focus
in the context of vegans and cultured meat. However, why vegans accept
and practice their ethical considerations for non-human animals underneath
their opinions toward cultured meat still keep unknown, which could be un-
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covered by terror management theory.

Terror Management Theory

At the most basic level, Terror Management Theory (TMT), originating from
Becker, is dealing with the human position within the animal kingdom (Gold-
enberg et al., 2000). TMT demonstrates that any reminder of human creature-
liness could threaten a person’s ‘denial of death’ (Marino & Mountain, 2015).
As Ernest Becker (1971, 1973) suggests, when facing non-human animals, hu-
mans would probably feel mental discomfort because non-human animals
could remind humans of their own creatureliness, vulnerability and mortality.
Becker proposes that humans try to symbolically elevate themselves above
animal nature through the human capacity for culture to get rid of individual
death fate:

Culture opposes nature and transcends it. Culture is in its most intimate
intent a heroic denial of creatureliness. (Becker, 1973, p. 159).

Humans distance themselves from non-human animals unconsciously when
conceiving of those animals as commodities, tools, and resources through
which humans can use them (Marino & Mountain, 2015). However, this dis-
tancing could be also modified by people’s culture. When the culture em-
braces non-human animals and meanwhile imbues the whole animal world
with symbolic significance, people would be happy to accept human kinship
with other animals (Goldenberg et al., 2000).

TMT has been adopted in some consumer research to evaluate their con-
sumption (Arndt et al., 2004; Fransen et al., 2019; Mandel & Smeesters, 2008;
Rindfleisch & Burroughs, 2004; Wang, 2015). TMT could also explain how an
entire culture operates from a macro view, it could provide a potential psy-
chological understanding of the motivations of the ethical considerations for
non-human animals by tracing back to human and non-human animal re-
lationships. Furthermore, TMT could interpret how ethical considerations for
non-human animals are impacting the opinions of cultured meat in this re-
search.
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Methodology

The purpose of this study is to reveal the ethical considerations for non-human
animals in the evolving food market, and the underlying mental motivations
of these ethical considerations. To achieve this, a contextual interpretive
analysis of vegans and their views about cultured meat was conducted. Cul-
tured meat as a meat alternative derives from animal tissue and cells grown
in a laboratory rather than as part of living organisms (Bhat et al., 2015). This
is one innovative outcome in the food market to facilitate market progress
(Ismail et al., 2020; Mouat & Prince, 2018), already permitted in some lim-
ited legislatures. Cultured meat does not involve animal death but does in-
volve animal use, which would generate different ethical considerations for
non-human animals in the food market. Veganism is a meaningful practice
of caring for non-human animals in daily food experience that emphasises
that non-human animals should live their own life without human exploitation
(Kerschke-Risch, 2015; The Vegan Society, 2016), so vegans could provide
fruitful ethical discussions for non-human animals in the food market espe-
cially when they consider cultured meat.

Vegan communities on Reddit, Facebook and Twitter were observed from
August 2020 until March 2021 and during this period, those online traces from
2017 to 2021were reviewed. In total, 519 posts that express opinions relating
to animals and cultured meat respectively were noted down. In-depth inter-
views were then conducted online to help us link vegans’ views of cultured
meat with their opinions about animals more. 16 vegans were carefully re-
cruited through previous online posts review to make sure they have some
ethical considerations for non-human animals. These participants were will-
ing and capable to talk about their opinions about cultured meat, which
could put their ethical considerations into the evolving food market to pro-
vide contextual and practical insights. Interviews were conducted via video
(Teams) and lasted for 50 minutes on average. The online traces and in-
depth interviews together could form data triangulation, which helps en-
hance both the credibility and reliability of the research findings (Kozinets,
2002).

These sources were explored using thematic analysis based on two ba-
sic themes including participants’ opposition to or support for cultured meat.
While analysing the data, ‘vague attitudes’ emerged as another basic theme.
Under these themes, some subthemes emerged regarding their views about
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animals including ‘animal rights’, ‘equality’, ‘sympathy’, ‘capacity to care’,
‘leave animals alone’, ‘animal suffering’, ‘inhumane and unnecessary’, ‘sym-
biotic relationship’ . When stepped to analyse the results, the ethics of care
for non-human animals aid in explaining these various opinions towards cul-
tured meat to reveal the underneath ethical considerations for non-human
animals. TMT further explains the potential motivations of these ethical con-
siderations and how they work in relation to cultured meat from a psycholog-
ical lens. Pseudonyms were used for all participants to protect their privacy
in this article.

Initial Findings

To present initial findings here, the care for non-human animals is oriented
from vegans’ recognition and acceptance of human kinship with animals,
which endows the animal world with symbolic significance (Goldenberg et
al., 2000). A relatively positive attitude facing the development of cultured
meat is noticed among participants considering the benefits of cultured meat
for health, environment, and animal welfare. However, focusing on the eth-
ical considerations for non-human animals in cultured meat, vegans’ opin-
ions diverge. Considering the development of cultured meat in the market:
1) part of the participants shows their support because it could gradually
decrease the number of non-human animals used for producing meat as
a whole. Some vague attitudes are also noticed, under which participants
would only support cultured meat when it doesn’t hurt non-human animals in
the production process. The care for the whole animal group from a macro
level may benefit more animals who are used to being utilised in the food sys-
tem. The contribution to the animal group would thus equip people with a
symbolic feeling of immortality because Greenberg, Arndt, et al. (2012) pro-
pose that symbolic immortality could be acquired by contributing to a larger
entity that will last after individual death, and the animal kingdom is seen by
these participants as the larger entity comparing with individual human and
non-human animals. 2) However, some participants are against the idea of
cultured meat that still grows from non-human animal cells. The use of non-
human animals in the production process is thought to imply the acceptabil-
ity of eating non-human animals. E.g. ‘You can treat the animals as well as
anything but it’s still issuing them as a commodity’ (Matthew, interview 2020).
The potential ethical issue of cultured meat regarding non-human animals is
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that the idea of eating animal-sourced meat is kept even though no animals
will die for meat. Let alone the necessary transformation of free animals into
lab animals during the production process. In this stance, humans are sug-
gested not to use non-human animals in a purely instrumental manner, but
to respect them as individuals (Engster, 2005). This could be interpreted by
what Renee said, ‘if you see ultimately every life as a life — just look at life as
being valuable, whether it’s a human, a dog, a mouse.’ (Renee, interview
2020). The opposition to cultured meat is mentally motivated by the sense of
symbolic immortality generated from protecting ingroup members (Bastian
et al., 2012) — non-human animals.

Conclusion

With a contextual analysis of vegans and their opinions of cultured meat,
this article will contribute to a macro conceptualisation of the ethical con-
siderations for non-human animals in the evolving food market with a po-
tential psychological understanding. Ethical considerations for non-human
animals are worth exploring in the macromarketing field not only because
of animal values for the market evolution and human well-being (Koch & Ul-
ver, 2022; Wünderlich et al., 2021) but also because of the inherent value of
non-human animals themselves who should be treated and valued as indi-
viduals (Arnould, 2022; Marino & Mountain, 2015). Though macro aspects of
animal rights and welfare have been mentioned in marketing research (e.g.
(Arnould, 2022; Pecoraro & Uusitalo, 2014; Shaw et al., 2017; Stevens et al.,
2013), conceptualised ethical considerations for non-human animals with a
psychological understanding have the potential to be one of the key fac-
tors and a new angle to facilitate a substantial ethical shift for non-human
animals in the food market.

With analysing vegans’ opinions of cultured meat, the ethical consider-
ations are found to diverge. Some participants aim for a gradual replace-
ment of non-human animals through the market forces by accepting cul-
tured meat, which seems to make them give up a few animal rights (e.g.
non-human animals are taken cells) during the shifting process. Other partic-
ipants want to save each non-human animal through their individual forces
(each food consumption). They refuse cultured meat because it still uses
non-human animal cells and hasn’t gotten rid of the commercial idea of
non-human animals. Still, all participants share the same ultimate goal to
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save non-human animals from human use in the food market. Therefore,
ethical consumers in the food market are still on the way, where they face
difficult ethical decisions that are full of debates in practice (Casais & Faria,
2022). This article argues that ethical considerations for non-human animals
are necessary but sometimes are limited by the market context.

The power of the market for shifting toward ethics and sustainability has
been evidenced by the central topic of macromarketing research — the
market-driving process for ethical consumption (Sheth & Parvatiyar, 2021).
However, only when macromarketers understand consumer ethical consid-
eration trends for non-human animals in the food market, they could have
the chance to reflect on what they are doing now about non-human an-
imals. They could rethink how to cater for those ethical considerations to
make the ethical shift for non-human animals more substantial in the society
by market forces.
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Higher Education and The Making of
Empowered Market Subjects: The
Case of Indonesian Bidikmisi
Program
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This study adds to the discussion of consumer education in macromar-
keting research by illuminating the processes by which disadvantaged con-
sumers in transitional economies are transformed into socially valued, more
empowered market subjects through higher education. It has been argued
that the best way to empower consumers with skills and resources neces-
sary to navigate the increasingly complex marketplace is through education
(Organization for Economic Cooperation and Development (OECD), 2009;
Viswanathan & Gau, 2005). In macromarketing research, researchers have
examined consumer education programmes aimed at resolving marketplace
illiteracy (Adkins & Ozanne, 2005; Viswanathan & Gau, 2005), and the role
of higher education in disseminating and contextualising a broader, multidi-
mensional, and critical view of marketing, with the ultimate goal of creating
positive social change (Bradshaw & Tadajewski, 2011; Denegri-Knott et al.,
2013). These examinations generally address broader issues concerning mar-
ket inequities and how we can ensure that every individual in society can
participate in the market as an empowered, critical, and dignified consumer
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(Lee & Sirgy, 2004; Saatcioglu & Corus, 2014). — However, researchers have
yet to examine various educational programmes — the majority of which
take place in the context of higher education — whose objectives may in-
tersect with the macromarketing agendas mentioned above. In contempo-
rary society, it has been argued that a higher education institution serves a
set of social, economic, and cultural purposes (Deem, 2011; Williams, 2012),
hence we believe it could be a fruitful research context for macromarket-
ing research. For example, the widening participation programme in higher
education is intended to facilitate young individuals from under-represented
groups in society in attending higher education (Shah et al., 2015). Such
groups include those who are socio-economically disadvantaged or marginalised
from market activities. The goal of a widening participation programme is
not only to increase access to higher education or to increase a country’s
pool of skilled workers, but also to promote social justice and equity (Bren-
nan & Naidoo, 2008; Mergner et al., 2019; Shah et al., 2015). The programme
also assists young, disadvantaged consumers in developing a diverse set of
managerial, entrepreneurial, and commercial skills through their higher edu-
cation studies, which they can apply in a variety of areas of their lives (South-
gate & Bennett, 2014). However, macromarketing research has provided
us with a limited understanding of: 1) how these young, less fortunate con-
sumers are transformed into empowered market participants through the
widening participation programme in higher education; and 2) how such
individual-level transformation may be related to broader socio-cultural forces
and structural conditions.

To address the aforementioned gap, we investigate Bidikmisi, a widening
participation programme in the Indonesian higher education sector. Indone-
sia is a consumption-driven, transitional economy in Southeast Asia with a
population of around 265 million people in 2018 (Badan Pusat Statistik, 2019).
More specifically, the Bidikmisi programme is an educational scholarship es-
tablished by the Indonesian government in 2010 to assist academically tal-
ented but socioeconomically disadvantaged young people in the country
in pursuing higher education. The slogan of the program is to “reach the
dream, break the chain of poverty” (Kementerian Riset, Teknologi, dan Pen-
didikan Tinggi, 2018). We conduct biographical research with students who
received Bidikmisi scholarship to attend an elite higher education institution in
the country. The biographical research method is particularly suited to exam-
ining the trajectory of an individual’s life transformation and understanding
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how their lived experiences are influenced by broader socio-cultural forces
and structural conditions in their context (Kim, 2015; Plummer, 2001). Ten
students are chosen to participate in two rounds of 1-2 hours of biographi-
cal interviews (Atkinson, 1998). To generate diverse insights about the con-
text in which the programme is established, we also collect secondary data
comprising of autobiographies of former-recipients of the scholarship, gov-
ernment reports, and media articles related to the Bidikmisi programme.
We analyse our biographical data in two stages, as (Kim, 2015) suggests.
Firstly, intra-textual analysis of each informant’s interview transcript in order to
comprehend the “plot” of each student’s life transformation. Data from bi-
ographical interviews are interpreted and written as life stories at this stage.
Secondly, inter-textual analysis of informants’ life stories to identify the com-
monality between the stories and generate more conceptual themes.

Our findings reveal economic precarities that these young, disadvantaged
consumers had experienced prior to enrolling in higher education. They have
experienced material poverty (Umam, 2019), ’consumption inadequacy’ (Hill,
2002, p. 27)(Kasmawati, 2019), and some have worked as manual labourers
from a young age to support their working-class parents. Given their families’
socioeconomic circumstances, some of these scholarship recipients initially
perceived higher education as too expensive, out of reach, and an unreal-
istic pursuit. As a result, those who pursue higher education often face family
opposition, social pressure, and humiliation. Some of these students face
emotional and economic adversity on their path to higher education as a
result of the loss of family members, parental divorce, financial debts, do-
mestic harassment, father-lessness/mother-lessness, and all stereotypes that
come with such hardships. These experiences have varying effects on their
self-perception, social interaction, and future aspirations as higher education
students.

We also found that becoming an entrepreneur is a common aspiration
among Bidikmisi recipients (e.g., (Abror, 2019; Holipah, 2019). Some of our in-
formants have already started or plan to start small businesses and social en-
terprises after graduating, with the goal of improving their family’s and com-
munity’s economic conditions. According to some informants, entrepreneur-
ship is a way for them to ’serve other people’ and a ’life path that God has
prepared’ for them. Throughout their higher education, they actively learn
business and commercial skills by paying to attend entrepreneurship work-
shops, seminars, and business-coaching clinics organised by their university

91



and their local Bidikmisi community. Based on this observation, we begin
to identify ‘consuming entrepreneurship knowledge’ as an emerging theme
in our analysis. Several authors have noted that in Indonesia’s transitional
economy, becoming an entrepreneur is a socially valued aspiration that is
encouraged by the government (Jurriens & Tapsell, 2017; Warburton, 2016).
Since the beginning of neoliberal reforms in Indonesia in the mid-1990s, en-
trepreneurship has also become a politicized means to fulfil the spiritual quest
of being a good citizen and a good Muslim (Beta, 2020; Heryanto, 2015). In
the last decade, Indonesia’s expansive higher education sector has become
a powerhouse of entrepreneurs. According to our analysis of government re-
ports and media articles, the current Indonesian government frequently por-
trays Bidikmisi recipients as the backbone of the country’s economic growth
and, as a result, promotes the heroic discourse of self-enterprising, upwardly
mobile working-class youth.

While contemporary higher education life often provides exposure to con-
sumer culture to varying degrees (Deem, 2011), becoming ’full-fledged con-
sumers’ (Arnould & Thompson, 2005, p. 871) or participating in a ’work and
spend culture’ (Haywood et al., 2011, p. 183) were rarely identified as primary
life goals among these scholarship recipients. Instead, our findings suggest
that entrepreneurship is a more realistic, preferred way for Indonesian youth,
particularly those from less fortunate backgrounds, to navigate the coun-
try’s increasingly precarious economic conditions (see also Beta 2020). We
suspect that pursuing the entrepreneurship path earns these students social
admiration, keeps them relevant and not isolated from the global consumer
culture that their privileged peers have easier access to, and at the same
time fulfils the social, religious, and national expectations commonly associ-
ated with them. At this point in our data collection and analysis, we have yet
to investigate the emotional and social consequences that these students
face as a result of managing all of these competing expectations. However,
our findings begin to illuminate the link between higher education and the
making of empowered market subjects, which has remained unexplored in
macromarketing research.
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How Perceived Income Inequality
Affects Consumer Ethics

Rafi Chowdhury

Consumers are key participants in marketing systems and consumers’ (un)ethical
behaviours have significant effects on the functioning of marketing systems
(Chowdhury, 2020). There has been considerable research on understand-
ing the antecedents of consumer ethics (see Hassan et al. (2022) for a recent
review). However, compared to the research on the effects of personal vari-
ables on consumer ethics, there has been significantly less research on the
effects of social variables. From a macromarketing perspective, this is a sig-
nificant gap in the literature on consumer ethics, as macromarketing focuses
on the interplay of society and marketing systems (Hunt et al., 2021). An im-
portant social variable that has been neglected in research on consumer
ethics is income inequality. This research examines the effects of perceived
income inequality on consumer ethics.

An online survey of US consumers was conducted to examine the rela-
tionships between perceived income inequality and consumers’ beliefs re-
garding unethical and prosocial consumer actions. The mediating role of
trust (both generalised distrust and distrust of corporations) and the mod-
erating role of subjective social status were also examined (the personality
trait of narcissism was controlled for). The key variables were measured with
validated scales and the reliabilities of the scales were acceptable. 373
US consumers (50.4% female; age M = 46.1, SD = 17.0) from a consumer
panel affiliated with the market research firm Qualtrics completed the survey.
Moderated mediation analyses was conducted using Model 58 of the PRO-
CESS macro in SPSS (Hayes, 2017). Results demonstrated that the effects of
perceived income inequality on consumers’ ethical beliefs were mediated
by distrust of corporations (but not a generalised distrust of others); how-
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ever, these effects only occurred for those with high socio-economic status.
Hence, there was moderated mediation.

These findings reinforce the need to study the social context of consump-
tion for a deeper understanding of consumer ethics. Trust is critical for the
functioning of marketing systems (Layton, 2015) and this research shows that
income inequality leads to declining trust in corporations, which are key in-
stitutions in marketing systems. This trust erosion is related to greater support
for unethical consumer behaviour and less support for ethical consumer be-
haviour. Such negative effects on consumer morality in unequal societies
are paradoxically more likely to be evident among those with higher social
status. Since macromarketers are interested in the relationships among par-
ticipants in marketing systems (e.g. between consumers and corporations)
and are also interested in consumer/marketing ethics, these findings are par-
ticularly relevant for macromarketing scholarship. These intriguing findings
open up the avenue for further research on social variables within the con-
text of marketing systems that may affect consumers’ moral judgments and
behaviours.
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Vulnerability resides in the difference between the availability of material

or symbolic resources of subjects or groups and access to the structure

of social, economic, and cultural opportunities offered by the State, the

market, and society. Brazil is considered one of the most unequal coun-

tries globally, having 18 million people living in favelas (urban subnormal

agglomerations). The lack of essential public services and precarious so-

cioeconomic, sanitation, and housing conditions, added to both high

population density and rates of police brutality, are common character-

istics in these territories. During the pandemic, community leaders and

organizations worked on several strategic fronts, inspiring this working pa-

per to comprehend narratives of coping with Covid-19 in adverse condi-

tions based on Macromarketing literature on vulnerability and resilience.

We found four analytical categories in the research: i) Vulnerable Non-

White Women; ii) Cooperation network; iii) Confrontation strategies, and

iv) Permanent vulnerability.

Keywords: Vulnerability, Resilience, Favela, Covid-19, Marketing Systems.
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Introduction

This research seeks to understand how vulnerable Brazilian individuals from
Rio de Janeiro’s favelas have been dealing with the challenges posed by
the Covid-19 pandemic. In Marketing, vulnerability can be defined as the
consumer’s exposure to internal and external factors beyond their control,
leading to consumption decisions that do not maximize utility and well-being
(Baker et al., 2005). Vulnerability resides in the difference between the avail-
ability of material or symbolic resources of subjects or groups and access
to the structure of social, economic, and cultural opportunities offered by
the State, the market, and society (Morais et al., 2012). Recent studies indi-
cate that vulnerability is not concentrated in consumers. It can dwell in the
entire Marketing System, defined as “a state of fragility of individuals when
confronted with market practices, which may be manifested during different
phases of the production, commercialization, and consumption processes”
(Silva et al., 2021, p. 91)). Therefore, the consequences of marketing ac-
tivities (Nason, 1989) can also be problematic for workers in the production,
commercialization stages or other individuals, groups, society, and the envi-
ronment. Although the pandemic affects everyone, it imposes a condition of
greater vulnerability for some groups, such as women, for example (Horton,
2020, p. 1168): ‘Inequities disproportionately affect their well-being and eco-
nomic Resilience during lockdowns. Households are under strain, but child-
care, elderly care, and housework typically fall on women.’

McLaren et al. (2020) claim that humanitarian crises and natural disasters
have more potent and more visible impacts on women, who are historically
more vulnerable both economically and socially, in addition to suffering such
effects for a longer time. The pandemic has had more severe consequences
for women in three main areas: i) economic conditions, ii) health and edu-
cation, and iii) the agency (i.e., the capacity to decide) (De Paz et al, 2020).
Emblematically, the first fatal victim of Covid19 in Brazil was a black woman,
a maid who contracted the disease from her employer (Melo, n.d.). Brazil
is considered one of the most unequal countries in the world. According to
the Brazilian Institute of Applied Economic Research, in all the cities studied
the white and high-income population has more access to job opportunities
and access to health and education than blacks and the poor (ipea, 2020).
The Covid pandemic has stressed such characteristics, reflected in how its
population has dealt with the pandemic (Tayt-son, 2021). These impacts are
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of such complexity that Singer et al. (2017) and Horton (2020) affirm that it
should be understood as a syndemic and not as a pandemic. Covid-19 is
not a plague like any other on record since the virus does not act alone. It
is strengthened by other biosocial weaknesses and associated diseases that
promote and potentiate the harmful effects of the disease. According to
Périssé et al. n.d., it is estimated that 18 million Brazilians currently live in sub-
normal agglomerations, also known as favelas. The lack of essential public
services and precarious socioeconomic, sanitation, and housing conditions,
added to high population density and high rates of police brutality, are com-
mon characteristics in these territories (Garcia, 2020; Macedo et al., 2020).
The context in which we have lived since 2020, where social distancing and
the need to wash hands frequently are considered essential to contain the
pandemic, the population of favelas are subject to high rates of contagion
and deaths, not always apparent in the statistics. Fleury and Menezes (2021,
p. 268) state that the disregard for the population of the favelas was evident
with sanitary measures impossible to be observed in territories where there
are no basic sanitary conditions: ’Public policy measures were not taken
to mitigate the devastating economic impact on the favelas (. . . ) In the
same way, do not oblige concessionaires to provide water supply services,
garbage collection, free access to the internet, any necessary measure on
behalf of the community.’

The largest Brazilian cities, São Paulo and Rio de Janeiro, have the most
significant number of households in favelas, about one million homes in 2018
(Garcia, 2020), and the black population is concentrated in the city’s poor-
est areas (Rioonwatch, 2015). Datafavela Research Institute, an institution
that collects information on these territories, points out that ’Favela is mostly
black, and blacks earn less than whites. Favela has half of the households
headed by women, earning less than men. (. . . ) It is as if the favela geo-
graphically concentrated all the inequalities in Brazil’ (Agência Brasil, 2020).
Research has shown female resistance in the favelas as a survival strategy
during the syndemic (De Araújo, 2020). However, as a historically disadvan-
taged population, favela residents (Pereira et al., 2020)) suffer gender, race,
class oppression, and stigma related to their residence. Therefore, the favela
is simultaneously considered a context of vulnerability, Resilience, and mobi-
lization, at least at a micro-level (Bautès, 2008). In this disadvantageous sce-
nario, community leaders and organizations have been organized on several
strategic fronts. In order to achieve our goal we analyze Raull Santiago?s
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videos and posts, a prominent Brazilian favela-based activist who manages
different projects to deal with the community’s daily struggles: i) ‘Coletivo
Papo Reto,’ a collective whose name suggests a direct conversation with its
audience; ii) ‘Mulheres em Ação no Alemão,’ which shows the women of
Morro do Alemão in action; and iii) ‘Gabinete de Crise do Alemão,’ a space
created to think about how to deal with or to overcome the health crisis in
Morro do Alemão. The methodological steps are presented in sequence,
followed by the analysis, organized into the four main categories we found.
In the following sections we discuss how vulnerability and resilience may op-
erate in Marketing Systems. We end this first article by presenting preliminary
conclusions and suggestions for future research.

Vulnerability and Resilience

Years earlier, research had already pointed to the convergence between
economic, social, and political systems in scenarios of entropy, such as that
caused by Covid-19. Each society learns to deal with its deficiencies in these
circumstances and seeks mechanisms to force inept agents to assume new
attitudes that can avoid general deterioration, building a conceptual bridge
between markets and political life (Hirshchman, 1973). Updating these find-
ings, different vulnerability models recognize that vulnerability experiences
can be more severe, likely, or frequent in individuals, groups, or populations
that have some characteristic that causes some transitory or permanent lim-
itation (Baker & Mason, 2012; Baker et al., 2005; Mirosa & Wooliscroft, 2013).
According to Baker and Mason’s 2012 model (Figure V, vulnerability can re-
sult from individual, interpersonal, communal, or macro pressures. Such pres-
sures can (and often do) operate in an intersectional way, crossing individu-
als in multiple ways (Gopaldas & Siebert, 2018). Biophysical and personality
traits (individual) can be stigmatized (Ndichu & Upadhyaya, 2019) if the indi-
vidual does not have a family/social network that supports and provides nor-
mative (interpersonal) models. The subsequent level, community, concerns
an interpretative, experiential, and reactive set capable of guiding a group
of individuals who share the same collective identity. The last pressure level
presents macroenvironmental factors such as social structures, culture, na-
ture, regulation, development, availability, ability to access technology, and
distribution of social and economic resources. These macroenvironmental
forces can increase or decrease already high levels of poverty and inequal-
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Figure 1: Conceptual model of a process theory of consumer vulnerability
and resilience (Baker & Mason, 2012)

ity, in addition to stigmatization. Taking Baker and Mason’s model 2012, all
these pressures, acting individually or collectively, can lead to vulnerability
and be potentiated by triggering events (like a shock) such as unemploy-
ment, illness, family breakdown, or natural disasters. Thus, vulnerability can
materialize not only as weakness in consumption contexts (Deus et al., 2022)
but also as an inability to absorb future shocks derived from such an experi-
ence (Telles et al., 2018). Depending on the severity of the state of vulnera-
bility and the protection systems of the individual, we can observe a greater
or lesser possibility of favorable adjustments in the face of adversity (Baker &
Mason, 2012), generating Resilience or not.

According to the authors, vulnerability is ‘a stare of human existence char-
acterized by powerlessness and lack of control’ (Baker & Mason, 2012, p.
550). Such a state may decrease the future shock absorption capacity, de-
pending on how ideological tensions act. Therefore, the vulnerability can be
‘exacerbated or continued over time if, in attempts to respond to threats,
new forces (i.e., aftershocks) enforce resilience behaviors’ (p. 551). That
resilience corresponds to ‘positive adjustments in the face of adversity; a
state in which consumers living under restriction conditions are empowered
in terms of increased choices, access, or resources resulting in greater ab-
sorption of future pressures’ (Baker & Mason, 2012, p. 556). The creation of
resilience can be compatible with Hill and Sharma’s 2020 defensive mech-
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anisms: transcending, rebelling, and creating new structures. Transcending
is about overcoming difficult situations and the struggle to maintain agency
and access to public consumption. As for the strategy of rebelling, it can be
said that it is a declaration of breaking with the structures of subservience
and accepting the generosity of the richest. The concept of resilience has
been gaining ground, primarily due to the vulnerability literature (Baker &
Mason, 2012) and, like vulnerability, it is another concept that lacks con-
sensus. However, both concepts are inextricably linked as it has been ob-
served that disaster survivors, for instance, often exhibit proactive and self-
determined behaviors (Lorenz & Dittmer, 2016). Milakovic’s 2021 definition
of resilience helps in clarifying this connection: “Resilience can be defined
as a stress-coping ability and the capacity to recover quickly from difficult
circumstances or failures” (p. 1427). Jayasundara et al. (2020) state that
“though studies have identified a wide range of resources and assets (includ-
ing creative and proactive capabilities, spiritual resources and intangible re-
sources such as empowerment, self- confidence, emotional strength, and
self-esteem) which consumers can draw from to adapt positively, resilience
remains a less recognized resource which the impoverished can adopt to
deal with vulnerable experiences” (p.457). Since resilience is the desired out-
put of the model (Baker & Mason, 2012), the authors propose that responses
capable of promoting it come from consumers, NGOs, businesses, and gov-
ernments. In the present work, we observe how the favela responses have
acted positively in the fight against Covid-19 and its consequences.

Vulnerability as Marketing Systems Unfolding

Typically, the outputs of marketing systems are seen as positive: jobs creation,
economic development, a state of well-being, and providing satisfaction.
Nevertheless, it is undeniable that marketing activities can produce direct
and/or indirect negative results. Another critical point is that such problems
do not affect all populations and localities in the same way. This suggests
that individuals and even entire populations are (or maybe) more vulnerable
to specific problems. Shultz and Holbrook (2009) point out that positive mar-
keting aspects are often celebrated, but practitioners are also accused of
exploiting consumers, especially those consumers in a position of vulnerabil-
ity. Successful marketing practices that leveraged known harmful products
(alcohol, gambling, tobacco) targeting vulnerable groups are questionable,
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according to Smith and Cooper-Martin (1997). For these authors, seeing such
groups only as market objectives to be achieved is hugely problematic. Hill
and Sharma 2020, p. 552 show the existence of two sets of initial research on
vulnerability, ‘the first considered relative disadvantage among subpopula-
tions, and the second concentrated on various marketer manipulations that
affected consumer decision-making processes.’

Nevertheless, recent studies point out that vulnerability is not concen-
trated only in the figure of the individual who consumes but it can mani-
fest itself in the entire scope of the marketing system. Many times, nega-
tive consequences of production, commercialization, and/or disposition fall
upon third parties of the transaction between a company and a consumer.
Hence, vulnerability, in a broader sense, is “a state of fragility of individu-
als when confronted with market practices, which may be manifested dur-
ing different phases of the production, commercialization, and consumption
processes” (Silva et al., 2021, p. 91). This conceptualization clarifies that the
consequences of marketing activities (Nason, 1989) can be problematic for
these individuals and others in many daily activities permeated by consump-
tion. Like Silva et al 2021, we understand that vulnerability is a critical and
necessary discussion for the discipline and practice of Marketing. By disre-
garding it, Marketing academics and practitioners neglect essential aspects
of its scope and its relationship with society. Although the various authors
(Baker et al., 2005; Hill & Sharma, 2020; Silva et al., 2021) who study vulner-
ability agree that there is no consensus on the definition, antecedents, and
consequences of vulnerability, they agree that this phenomenon affects mil-
lions of people around the world, albeit in different ways. Even though there
is a body of studies on poverty and vulnerable consumers in marketing and
consumption, Viswanathan et al (2012) point out that most of such research
investigates empirical contexts from the United States and other developed
economies: “This is restrictive because it incorporates hidden assumptions
about both the overall marketing systems that poor consumers negotiate
and the experience of poverty felt by those consumers. Although poverty
has many universal features, its expression in developing countries differs in
several important respects.” (p.161).
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Methodology

This work, of an interpretative nature (Hudson & Ozanne, 1988), explores nar-
ratives of coping with the pandemic in a context of vulnerability shared by
social media. Narratives are stories that describe a sequence of events that
make experiences meaningful to the narrator (Polkinghorne, 1988). Social
media has been an essential platform for disseminating public discourses,
narratives through which it is possible to access values, beliefs, and feelings
that connect different individuals (Hwang & Kim, 2015). Rio de Janeiro’s
favelas have long been considered archetypal neighborhoods of poverty
and crime, having a particularly violent history (Le Baron 2015). The phe-
nomenon investigated is the residents’ experience of communities in Com-
plexo do Alemão, a group of 17 favelas in the city of Rio de Janeiro, whose
nucleus is Morro do Alemão (Vozes da Comunidade, n.d.). In the past, the
complex housed the central industrial hub of the city. Although the region’s
commerce grew, over time, the disorderly occupation of the neighboring
hills contributed to the formation of favelas. Today, Complexo do Alemão is
an area of the city strongly associated with violence, despite initiatives that
challenge this image, as is the case of community projects led and con-
ducted by its residents. We analyzed Figure V, the Youtube video ‘I do not
want a ’new normal, by the activist and entrepreneur Raull Santiago, and
the social projects he has been connected in Morro do Alemão: i) ‘Coletivo
Papo Reto,’ a collective whose name suggests a direct conversation with its
audience; ii) ‘Mulheres em Ação no Alemão,’ which shows the women of
Morro do Alemão in action; and iii) ‘Gabinete de Crise do Alemão,’ a space
created to think about how to deal with or to overcome the health crisis in
Morro do Alemão. These projects gained projection, mainly because of the
pandemic.

Raull originates from one of the largest favelas in Rio (Morro do Alemão),
and in 2020 the activist was invited to talk about how he faced the chal-
lenges imposed by the Covid-19 pandemic. In the video, Raull exposes his
ideas for 15 minutes and shares his experiences during the pandemic. We
also examined 79 Instagram posts which generated robust material for anal-
ysis: i) 31 posts (over 300 views or likes — from Mar/2020 to Dec/2021) from
the page by Coletivo Papo Reto (@cpapo_reto, 15,200 followers); ii) 16 posts
(over 100 views or likes — from Mar/2020 to Dec/2021) from the page Mul-
heres em Ação no Alemão (@meaa.oficial, 1.145 followers); and iii) 32 posts
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Figure 2: The Youtube video ‘I don’t want a ’new normal’, by the activist and
entrepreneur Raull Santiago

(over 100 views or likes — from Mar/2020 to Dec/2020) from the page Gabi-
nete de Crise do Alemão (@gabinetealemao, 2.973 followers). Finally, we
noted that the posts from the Gabinete de Crise do Alemão page stopped
in December 2020. However, this was a project created specifically to deal
with the problems imposed by the current pandemic. Each post is identified
with the initial letter of the social program (P — Papo Reto, M — Mulheres
em Ação and G, Gabinete de Crise), followed by the post number and the
year of posting. Thus, the first post by Coletivo Papo Reto received the follow-
ing identification: P1.20 and so on. We used the content analysis technique
(Bardin, 2006) to identify and codify what, from the material collected, was
relevant to the research. The excerpts are literal transcriptions of the posts,
including CapsLock and emojis. We grouped the codes and reached initial
categories (e.g., abandonment, neglect group, partnership, women in ac-
tion, and others). Then, we searched for relationships or patterns that led to
abstraction and translated the initial categories into four themes presented
in the following session. The interpretation of the data was representative of
the investigated phenomenon.

Findings

Permanent vulnerability

Favelas are areas of socio-spatial segregation, with a high concentration of
poor, black, and underprivileged people. The pandemic significantly af-
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fected these people, excluding them from biological and health security
measures. Our data show how different levels of pressure operate before the
shock brought by Covid, highlighting the precarious conditions that exist: i)
the ‘logic has always seen the favela of less,’ marked by lack of resources
and absence of public power; ii) favelas in large centers may be representa-
tive of Brazil, as there are people from different regions of the country; iii) we
must discuss historical aspects that help to explain the structural inequality,
socially constructed and perpetuated under which a large part of the Brazil-
ian population lives; and iv) inequality transforms Covid-19 into another type
of pandemic, which adds to the pandemic of racism and violence, present
in the daily life of the favela. The first post by Coletivo Papo Reto (P1.20) por-
trays how neglect manifested itself at the beginning of the pandemic: ‘Res-
idents complain about the lack of clear information about the Coronavirus
from public health authorities [. . . ] they say other diseases can be confused
with the Coronavirus.’ It indicates the vulnerable reality documented in the
Women in Action posts (‘today we are facing yet another police operation,
which we could call a massacre,’ M4.20;‘ the situation remains tense, but we
have a mission and therefore must follow him,’ M5.20). The content of the
G2.20 sums it up: ‘We have lived critical moments throughout our lives since
we were born.’ The leaders explained the absence of the State: ‘The Crisis
Cabinet has no political ties, and the three institutions originate from Com-
plexo do Alemão [.. .] and its volunteers are favela residents [. . . ] the gov-
ernment was doing nothing to reduce the suffering of the population during
this pandemic’ (G22.20). In the video’s excerpt, Raull draws attention to how
the communication with the vulnerable public is compromised by the invisi-
bility to which they are subjected. The inattention with which the crowd from
peripheral regions is treated, in the case of the pandemic, extends to the
sanitation and health issues that plague these population groups (‘There is
no [garbage] bucket in [specific neighborhoods]. . . Garbage is being thrown
on the street or the river’s banks, P4.20; ‘there is no water [. . . ] in these times
of coronavirus; how am I going to clean [my hands]?’, P6.20 ). The mother of
one of the ‘companions of the collective’ explains her revolt in P3.20, describ-
ing her experience at the public testing post for the Coronavirus: ‘. . . there is
no liquid soap for patients [or employees] use’. The activist said:

The WHO says that to prevent the spread and contamination of
the Coronavirus, we must wash our hands with soap and water.
[. . . ] and that ‘We need to do social isolation’ [. . . ] We are talking
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about families of 5, 6, 10 people who live in the space of 3, 4 rooms.
How are we going to talk about social isolation for these people in
this reality?

In this context, the Brazilian State is portrayed as ‘the biggest obstacle
to guaranteeing fundamental rights, in favelas and peripheries.’ (P29.21).
Poor communities permanently experience vulnerability, regardless of afflu-
ent contexts (Deus et al., 2022): ‘Hunger came before the virus. So, to beat
the virus, we need to beat hunger!’ (P24.21). As if so many problems were
not enough, the vulnerable in communities live under surveillance, essentially
to ensure the well-being of other population groups. Raull reports in P19.21:
“The judge authorizes the use of helicopters in police operations in the State
of Rio [. . . ] The country’s elite hates favelas! [They should] invest in preven-
tion, build schools, daycare centers, possibilities for children and young peo-
ple, [instead of] allowing something that has already been proven to violate
rights. The impotence experienced in the favela is made explicit in some
posts: “Amid the global pandemic, a massacre this morning in Complexo do
Alemão, after [a police operation] Avoiding crowds? Complete social isola-
tion? It is impossible in this reality, unfortunately’ (P12.20); ’armored car (. . . )
ends up invading the resident’s house’ (P20.21).

Confrontation strategies

The observation of confrontation strategies considers the most recent studies
on relations between the State and civil society, no longer considered sepa-
rate entities (Ansell, 2011; Brandsen et al., 2017). Public action is not restricted
to government action, and civil society has some degree of autonomy to
participate in public problems (Andion, 2020). In the absence of enlighten-
ing campaigns guided by the Ministry of Health, the community is responsi-
ble for closing this gap. Raull speaks in the video of some projects created
within the favela, aimed at fighting Covid-19 ’in the chaos scenario’; a term
he uses to characterize the condition of vulnerability in which its residents
permanently find themselves. These are projects that have, in common, the
’knowledge of the territory, local articulation, and communication.’

This latter attribute, local communication, was mainly explored in the first
Gabinete do Alemão’s posts of 2020, through daily informative videos about
the numbers of pandemics in Brazil and how to prevent the disease. Another
example of how the community has been using communication is through
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the Gabinete in 1 Minute, a short weekly video summarizing the efforts made.
We note that the content of the posts helped to educate the public, espe-
cially at the beginning of the health crisis, for instance, when they clarified
the difference between quarantine, social distancing, isolation, and lock-
down (G6.20). Scholarly communication of how to proceed during the pan-
demic was also expressed. The fight against Covid sometimes depends solely
on the favela’s resources. In the pandemic, favelas’ sirens serve the purpose
of alerting the community on how to behave in the face of the threat of
contamination. The video on P2.20 shows empty streets, and the message
coming from a local siren says: ’Fight against Coronavirus. Avoid going out.’
Initiatives promoted in conjunction with public institutions were registered as
the partnership of the residents’ association and the State’s water and sewer-
age company (G8.20). In another case, the confrontation arises organically
from experience described by a resident (P3.20), resulting in the mobilization
of members of the community itself: ’The mobilization group of Complexo
do Alemão donated 7 liters [of liquid soap] to help [the hospital]. Neverthe-
less, we want to know from the CITY HALL: When will this be resolved? It is
absurd that professionals and patients from the favela are subjected to this
IRRESPONSIBILITY.’ This strategy reflects the idea propagated by Raull in the
video that ’we are by ourselves, since public entities do not serve these in-
dividuals according to their demands. Thus, as the lyrics of the background
song in the post G17.20 say, ’everything, everything, everything we have is
ourselves.”’

Donations received are another strategy to fight against Covid and are
permanently encouraged. Although it is clear that people from favelas ex-
perience non-stop demand circumstances (’Demands keep growing!! We
need donations!’, M8.2020), hope is a symbolic meaning attached to do-
nations during the pandemic, a condition that hopefully will not last forever
(It will pass soon, M1.2020). However, the context made this strategy take
on new contours, contrasting with regular donations. The International Day
of Donation, for example, ’was brought forward from December 1st to May,
due to the crisis and mobilization caused by the new coronavirus pandemic
around the world’ (G7.20). In addition, it became necessary to avoid risks
inherent to the vulnerable condition of the public to whom the donations
are intended. One of the collective concerns is the possible agglomeration
of people around the donated content. It appears in P8.20: ‘The Covid-19
pandemic is new to all of us. It’s completely different from anything we’ve
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faced in our favelas. We are learning together and together every day. [. . . ]
Our greatest care is to avoid agglomerations in every delivery. Therefore,
redistribution to other groups and movements in Complexo do Alemão has
been significant. Distributing donations among these groups helps a lot in
reducing possible agglomerations. Nevertheless, still, we need to reinforce
that PLEASE STAY AT HOME. We know that when hunger hits, it’s even difficult
to think, but it helps us do everything in the best way. [. . . ] We still have boxes
of bar soap and gallons of water, but we don’t have the [necessary] arms
to do all the distribution at once. We are humans, and the body fails. That is
why you must trust our work. New donations will arrive. Everything will be dis-
tributed to the favela, but it takes organization, calm, and much affection.’

The video celebrating the seventh year of the collective Papo Reto, com-
pleted in March 2021, recognizes the collective trajectory, regrets that the
celebration of the date cannot happen as they would like, thanks to the
volunteers, and invites the viewer to see ’our virtual celebration through the
eyes of those who make our history happen’ (P21.21). It is noteworthy that
the gratitude to the partners who contribute to facing the daily difficulties is
recurrent (’GRATITUDE, PEOPLE. Until now, we are delivering the basic food
baskets YOU helped us to buy, to make the end of the year for 300 fami-
lies in Complexo do Alemão a little more dignified!’, P30.21). The posts also
serve as a record of accountability for donations received and distributed
among the needy (as in the delivery of Easter eggs, in P22.21), as well as to
strengthen the support network (like the hygiene kits donated to local moto
boys, in G3.20, or donations made by celebrities such as singers, in G4.20).
Sometimes, they are short videos of accelerated images to the tune of mu-
sical styles such as funk, show the collective effort and dynamism that the
action demands (P18.20, P31.21, and M11.21, for example).

Cooperation network

Regrettably, the Brazilian government underestimated the pandemic and
its impact on vulnerable populations, losing the opportunity to participate
in numerous international treaties and neglecting international cooperation
ties (Caponi, 2020). Part of the essence of what explains the emergence of
the Coletivo Papo Reto is the pressing need to make up for the absence of
public power in specific spaces through the establishment of cooperation
networks. In P5.20, Raull tells how it all started amid calamities brought on
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by heavy rains, celebrates the sixth year of the collective, now facing the
pandemic crisis, and asks for cash donations to continue ‘strengthening the
favela’ to ’unite solidarity and stop the spread of the virus.’ We found in one
of the posts a description of what, one can assume, is the mission of the
collective: ‘We believe that the mobilization and participation of the favela
population are fundamental for strengthening these spaces in the search for
rights.’ (P26.21).

The projects that Raull is a part of have been working together during
the pandemic (‘As you all know, in this moment of a pandemic, we are
together with @vozdascomunidades and @meaa.oficial in the actions by
@gabinetealemao,’ p13.20). P9.20 exemplifies how some businesses partic-
ipate in the cooperation network, which is not limited to Alemão Complex:
’One another part of what arrived was also passed on to social institutions
that are articulating donations in four favelas: i) Cidade de Deus, ii) Com-
plexo da Penha, iii) Faz Quem Quer and iv) Favela da Galinha.’ (P9.20).
Other registered partners are related to donations from outside the com-
munity (’the @flamengo [soccer team] donated several bottles of alcohol
gel to our campaign,’ G9.20); ’the partnership with @havaianas [leader in
the Brazilian shoewear market] emerged, which turned into thousands of flip-
flops, hygiene and cleaning products, and powdered milk,’ G16.20). The
beginning of 2020 was marked by many lives and other cultural manifesta-
tions connected to the social projects (’@adrianacalcanhotto launches to-
day [. . . ] the album ‘ONLY quarantine songs.’ [. . . ] The rights related to one
of the tracks will be donated to us by Coletivo Papo Reto ’, G18.20; ’Did you
know that on June 12th, Valentine’s Day, there will be a live performance by
singer and songwriter @delacruzoriginal? The income will be destined for the
work we have been doing here, G20.20)

The multiple forms of collaboration help sustain the difficult life in that com-
munity, and such a condition already existed before the pandemic, which
aggravated the pre-existing vulnerability. P14.20 exemplifies the issue, show-
ing a poster with the words ’Black Lives Matter’ and the words about the
’Global Pandemic 2020’, and the ’fighting police violence that does not re-
spect social isolation and goes up the hill to kill our people.’ Of the various
forms of collaboration, those that place the favela as a provider stand out.
Interestingly, the favela is a space with many infrastructural problems, but
it managed to create the right conditions to serve a vital institution [hospi-
tal] during the health crisis. This is what M3.20 indicates: ’The Crisis office
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received a distress call and, earlier today, the guys ran there. Unbelievable:
it was a hospital . . . the office created in the favela donates soap and wa-
ter to Ronaldo Gazola Hospital.’ This type of articulation reinforces the idea
of ‘we are by ourselves’ since public entities do not meet these individu-
als according to their demands. In practice, ‘we are by ourselves’ carry
out actions to face daily demands, cooperate and create means to re-
main emotionally firm in their purposes. Like the promotion of meetings of
a playful, theatrical nature, ’for a team that has been working together for
so long, . . . and needed this playful not only to bring lightness but also to
recognize how much they have done. (P25.21). P28.21 shows movements
towards the resumption of actions linked to education, in a way, interrupted
by the pandemic: ‘Training paths’ linked to citizens’ rights and anti-racist ed-
ucation (processes of sharing knowledge are important to renew energies,
to enhance the work that we have already done).’

5.4. Vulnerable non-white women

The situation of women has been dramatically affected by the Covid pan-
demic. The resurgence of violence is notable, possibly attributed to the
advance of conservatism and the growth of feminist struggles. The phe-
nomenon is guided by the intersection of inequality, oppression, and ex-
clusion and intensifies with the straightforward dismantling of social policies
and rights to minorities in Brazil. With their high burden of domestic work,
women still suffered from the social isolation that undermined fundamental
support networks such as daycare centers, schools, caregivers, and grand-
parents (Insfran & Muniz, 2020). G2.20 states that Camila Santos, the founder
of Mulheres em Açço no Alemço was the one who came up with the idea
of mobilizing people ‘against #Covid19NasFavelas. Camila . . . understood
that everyone should be united in a moment like this.’ The essence of the
Mulheres em Açço project in Alemço is described in M14.21: ’May we be a
home for many to inhabit us. May we be households and be able to live as
a family. May we be a welcoming space!’. A part of this project’s posts are
narrated by female voices and describe initiatives aimed towards women,
as in the case of donations directed to favela mothers (M4.20). However,
the female presence is noticed in other posts linked to Mulheres do Alemço
project. In some cases, women speak out publicly, seeking guidance. Per-
haps because they are responsible for establishing collaborative care con-
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nections: “We housewives who have children are worried about dengue and
the coronavirus . . . because we have children, we have elderly people in the
house . . . we need someone to help us, for us to understand, to pass this on
to other people” (P1.20).

Sometimes, the posts show ’the mothers who cry’ the loss of loved ones
(as in the slaughter shown in P12.20). In particular, the trajectory of the vulner-
ability of these women is marked by violence directed at their children daily,
such is the case of ágatha Vitória’s execution when she returned home with
her mother. In P17.20, á́gatha’s mother draws attention to the reality of many
mothers and vulnerable women: ’There are mothers who are not supported;
there are mothers who struggle to this day to be able to have a reconstitution
of their child’s death, to be able to bury their child with dignity, . . . because
the pain that we feel, no one feels for us.’ Due to circumstances, women
from favelas are permanently called upon to overcome adversity. M12.21
uses Beyoncé’s songs (Run the World) as a backdrop for a donation delivery.
Songs communicate symbolic meanings that, in this case, seem to connect
the women of Alemço to the female sisterhood present in different contexts
around the world. As stated in M13.21, ‘it is forbidden [for women] to give
up.’ The Mulheres em Açço project posts are not limited to the reversal of
clear adversities. There is space to show educational and preventive actions
to the future reality of children in the favela. M15.2021 records the workshop
‘It’s not a Box,’ a playful activity in which children transform boxes into what-
ever they want and learn about sustainability: ’We had the opportunity to
exercise creativity, imagination and reinforce the importance of reusing ma-
terials recyclables for the environment and the learning of our children.’ It is
also noted the effect that solidarity actions can generate, beyond the ma-
teriality of the donation (‘Many times in addition to food, these people are
desperate for a hug, a shoulder, affection and advice,’ M16.21).

Final Considerations

This research tried to understand how vulnerable Brazilians from a favela
complex in Rio de Janeiro have been dealing with the challenges posed
by the Covid-19 syndemic. Above all, their coping strategies to obtain due
to the circulation of products, services, and information for personal and do-
mestic consumption. As a framework, it considered vulnerability studies in
marketing, when consumers do not control internal and external factors for
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their consumption decisions that affect their well-being. In this sense, Macro-
marketing justifies it by providing the necessary reading and interpretation
key for consumer studies that consider factors other than economic ones,
aligning the market, State, and civil society in a country that is considered
one of the most unequal in the world. The favela is the most suitable locus for
research in this pandemic context, thanks to the precarious socio-economic,
sanitary, and housing conditions. Thus, the object of this study is the Com-
plexo do Alemço, a complex of 17 favelas in the city of Rio de Janeiro, and
its leaders have been articulated in a remarkable way to obtain improve-
ments in the living conditions of its inhabitants. Although the model used
here recognizes that different pressures can operate in states of vulnerability,
this still exploratory research observes how the prevalence of macro forces
acted on a significant trigger event such as the covid. Our data show that
macro forces (such as social structures, culture, nature, regulation, develop-
ment, availability, and ability to access technology, distribution of social and
economic resources) reinforce specific issues that are imposed more impos-
ingly on women, non-whites, poor and who perform low- prestige roles, as
is the case with many favela residents. However, the existence of a strong
sense of community, present in the favelas, works as a buffer capable of re-
ducing impacts and producing Resilience, even in the short term. Such a
sense of community proves to be highly relevant in reducing pressures and
creating and strengthening ties with other entities in the marketing system in
creating resilience strategies.

The analysis led to the presentation of four analytical categories, the first
being ’permanent vulnerability’. The narratives of the residents of that terri-
tory reveal a constant concern with neglect, the absence of public policies,
segregation, poverty, and structural prejudice against blacks. People feel
abandoned by the government, living on the margins of normative struc-
tures and with a chronic shortage of resources. From this scenario, the fol-
lowing dearth stand out: i) access to water, understood here as a univer-
sal and necessary right, ii) garbage collection, iii) a housing policy that pre-
vented social isolation. This category reveals the severe health conditions
of that population, without any hope of change in the short term. Despite
the high tax burden in Brazil, campaigns that mobilized non-politically or-
ganized actors were the primary weapon against the vulnerability of that
group. According to some research records, the favela has created col-
lectives of anonymous volunteers who have helped more than 300 families.
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Through campaigns to obtain food, hygiene, cleaning items, civil society ob-
served solidarity and compassion from other layers. However, the recogni-
tion of ’permanent vulnerability’ is not peacefully accepted, and the strug-
gles of the marginalized place the state and civil society in a relationship of
unity. This cooperation network is the third category that deserves attention
in the study, and it was critical for people who faced a pandemic with a
denialist government. Anonymous networks supported the problems with a
strong capacity for self-organization. The very name of the groups formed in
the favela reinforces this condition — ’collective’ is a social grouping where
members work together and mobilize to fulfill a common objective. In this
sense, several companies are activated and participate permanently or oc-
casionally, such as food companies, sports associations, multinational con-
sumer products, and artists. This research also highlighted the marginalized
condition among the most marginalized, the worsening condition of favela
residents faced by non-white women. While our initial study does not show
the struggles of trans women, we can infer that they are even more affected
by Covid. This subgroup faced even more violence, questioning feminism in
a conservative and reactionary environment. The pandemic has damaged
the situation of women’s vulnerability and inequality and faced oppression
and exclusion. Together, the four categories reveal the title of the work: ’we
are for ourselves, and the cruelty of a vulnerability that is naturalized and ac-
cepted without any challenge, which makes us question the fundamental
role of public power towards vulnerable Brazilians. It is not about ignoring ev-
eryday demands but ignoring the most vulnerable people in a terrible pan-
demic context, where access to public health systems, income, and housing
has been systematically denied. Ultimately, for the residents of these spaces,
the exercise of dignity, citizenship, and access to the material and symbolic
elements that constitute human life can only be done ‘by ourselves.’ The
vulnerable context in Rio de Janeiro suggests that other issues can be deep-
ened due to intersectionalities. In future versions, it becomes necessary to
discuss how the vulnerability of favela residents is normalized in many con-
texts, increasing social and cultural stigma, and possibly reducing Resilience.
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Introduction

Markets are complex social systems composed of actors and institutions that
both form and are formed by them (Giesler & Fischer, 2017). The market
actors are in constant interaction, in harmonious or conflictual relationships
between ideologically divergent parties (Giesler, 2008), such as producer
groups that reproduce institutionalized market practices and consumer groups
that want a change to happen. Consumers are market actors that can help
to form new markets harmonious with prevailing norms and values if they only
intend to consume items not yet offered (Martin & Schouten, 2014). Also, they
can use the market as a tool of resistance against institutionalized norms and
values, for instance, through the resignification of consumption (Sandikci &
Ger, 2010).

Markets that operate in a standardized manner do not serve everyone
properly and are conducive to the emergence of adjacent logics, challeng-
ing the standardization structures. These logics can arise from the yearnings
of consumers who do not feel adequately served and collectively alter mar-
ket dynamics and influence the creation of new markets (Kjeldgaard et al.,
2017). Nevertheless, there are consumer groups that, no matter how much
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they want to consume certain products, are not always able to do it suitably
(Rocha et al., 2020; Scaraboto & Fischer, 2013). Besides being poorly served
by the market, they have their participation in consumption made difficult
or even impossible, because they do not represent the standard consumer.
Thus, some consumption attempts may be frustrating due to the effects of
market institutionalized logic (Crockett, 2017, 2022); (Giesler & Fischer, 2017).

Brazil, a mixed-race country, is the world’s seventh-largest consumer mar-
ket in the makeup segment (ABIHPEC, n.d.) and does not satisfactorily serve
black women. Many of these consumers are not satisfied with the offers
available in the market (Soares & Sacramento, n.d.), and some give up buy-
ing makeup because they cannot find a shade that matches their skin tone
(FFW, 2021). The same does not occur with white Brazilians to whom the mar-
ket offers a variety of brands and appropriate tones. In this ongoing research,
we seek to understand the consumer experiences of historically underserved
female consumers in a market under formation. Specifically, we investigate
the Brazilian makeup market aimed at black consumers.

One of the aspects that limit the black women’s consumption experi-
ence is the structural racism perpetuated in Brazilian society (Almeida, 2019),
which, in different ways, segregates black women consumers. Racism di-
rected at black people is a system of oppression that discriminates, dele-
gitimizes, and denies them rights (Gomes, 2012; Ribeiro, 2019). This phe-
nomenon establishes the belief in the superiority of one racial group over
another (Munanga, 1996). Once institutionalized, racism manifests itself from
an unequal pattern of treatment, placing certain groups, such as the white
population, in advantageous situations to the detriment of others, such as
the black population, whether in the labor market or other systems (Francis,
2020; Grier et al., 2019; Kilomba, 2021).

In Brazil, racism manifests itself hierarchically, not only based on a racial
classification divided between blacks and whites (Da Matta, 1986). Brazilian
society uses gradations based on skin color and other physical characteris-
tics of African heritage to identify who is black or not (Gomes, 2012). In prac-
tice, the darker the color of a person’s skin, sometimes combined with other
African traits, the fewer opportunities he or she will have and the stronger
social discrimination he or she will suffer (Rocha et al., 2021).
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Method

This study adopts the interpretivism paradigm to understand the consumer
experiences of historically underserved female consumers in a market under
formation. We analyze consumers’ narratives in YouTube videos (Hirschman,
1988) and posts linked to an Instagram hashtag. Social media have become
an important tool for accessing society’s problems, enabling debates about
social issues often faced by the population (Hwang & Kim, 2015).

The YouTube channel analyzed is called ‘Beauty Heiress’; a space devel-
oped by the professional makeup artist Tássio Santos. We analyzed the 23
most interacted videos from this channel, in which the author tests the dark-
est shade of face makeup products offered by the market. The videos range
from 12 to 25 minutes each, totaling 366 minutes of material.

Tássio’s videos indicated that, among the products available in the makeup
market, finding a foundation in the correct shade can be a challenge for
black women. Thus, we analyzed the 24 posts of #basepelenegra (#black-
skinfoundation in English), posted in November 2021, the month that cele-
brates Black Consciousness Day in Brazil. We explored participant interac-
tion, which is indicative of why and how consumers share posts that fit their
everyday reality (R. V. Kozinets, 2010; R. Kozinets, 2002). The posts were tran-
scribed to the Word program, totaling 14 pages (Times New Roman font, size
12, single-spaced).

We used the thematic analysis method (Braun & Clarke, 2006) to analyze
the collected data. We departed from 88 initial codes (for example, racism,
antiracism, initial narrative, pigment, products, among others) and grouped
these codes into four categories, which synthesize the collected data and
represent the investigated phenomenon.

Structural Racism in the Brazilian Makeup Market

The makeup market, although established, shows itself to be under forma-
tion when it comes to meeting the desires of the black consumer. The data
reveal the structural racism present in Brazilian society, manifested itself in
different forms. In summary, the Brazilian make-up market: i) produces lim-
ited products for black consumers, and some brands do not inform that only
makeup shades targeting Brazilian white skin have been launched, subject-
ing black consumers to frustration and resignation; ii) offers products that are
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disconnected from the demands of black consumers, since these consumers
systematically do not find products that are suitable for their skin tones, leav-
ing it grayish or whitish; and iii) contributes timidly to increasing the pres-
ence of black professionals in consumer spaces, which, one can infer, could
strengthen black representativeness in the consumer market.

Reflections of an Institutionalized Ideology: ‘White’ Priv-

ilege

While white consumers have a variety of offerings in the marketplace, black
consumers are segregated in the consumption sphere. We note that some-
times light-skinned Black women can consume in the makeup market, while
dark-skinned women find few — if any — products available from the brands
they would like. Being able to choose a makeup product becomes a privi-
lege granted to non-black consumers, many of whom are socially classified
as white, in a mixed-race country such as Brazil. Also, the chances of experi-
encing episodes of embarrassment and frustration seem more evident in the
consumption experience of black women, especially those with dark skin,
than their non-black counterparts.

Reframing the Institutional Logic: A Way Forward

Although the Brazilian market privileges a ‘white logic’ in consumer relations
(Rocha & Casotti, 2017, p. 57), we found evidence of some changes in this
logic. The data contrasts the offerings for black women, once and nowa-
days, recognizing that it has progressed in relation to the scarcity of offerings
in the past. Such advancement is celebrated by consumers as an improve-
ment of black representation in the market, although this does not neces-
sarily mean equal treatment between black and non-black consumers. In
practice, black women consumers continue to face unwanted situations in
consumption.

Nevertheless, the data point to an underway path toward a full consump-
tion condition for black women. In YouTube videos, the makeup professional
acts as an institutional entrepreneur (as in Scaraboto & Fischer, 2013), inspir-
ing and encouraging other market actors to claim for black representation.
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On Instagram, posts show service offerings, product information, and tips on
how to use products, which encourages the strengthening of autonomy and
collective identity.

Consumer Identity Reframing

Suitable makeup seems to help strengthen consumers’ self-knowledge and
autonomy. The videos and posts inform followers about the characteristics of
black skin and how products should be tested and chosen. The consumption
of such information allows the followers to learn about particularities inherent
to their skin and gradually gain familiarity with the type of product suitable
for them. One can infer that this type of content contributes to the appre-
ciation of black aesthetics and to inhibits the reproduction of the discourse
disseminated in Brazilian society that ‘all black people look the same.’

Final Considerations

The cultural products analyzed in this research point out, on one hand, to
consumers who wish to have their demands met and, on the other hand, to
a market that still reproduces the institutionalized logic of a racist society. The
process of formation of the Brazilian makeup market for black women seems
to result, in part, from the demands made by consumers and institutional
entrepreneurs, such as beauty professionals. Social networks emerge as a
fundamental channel for promoting the visibility of latent longings.

We can state that, despite a certain evolution in the market offers, black
consumers are still poorly served by the makeup market. The categories
emerging from the data present consumption experiences: i) that show struc-
tural racism; ii) that privilege non-black consumers, in a mixed-race country;
iii) that indicate improvement — even if timid — in the offers directed to black
consumers; and iv) that show the formation of a market which can con-
tribute to the appreciation of black beauty, self-knowledge of the consumer
and recognition of her potential.

The findings show that more than limited product offers, there is a ‘non-
offer’ corresponding to makeup items that, although indicated aiming at
black consumers, are not suitable for this group. So it can be inferred that
these products were not produced considering black women as the target
audience. Thus, consumers go through a consumption journey searching
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for a suitable product and sometimes end up on the path of frustration and
resignation.

The data brought other elements related to the dynamics inherent in the
market system, which should advance the discussion on market formation
and structural racism. Future research can explore, for example, other hash-
tags indicated in the posts collected in this study, such as #belezanegrain-
spira (#blackbeautyinspires, in English), which makes explicit the importance
of socially appreciating the black beauty and the desire to perpetuate this
aesthetic. Future research can also explore other methods, social media,
and cosmetic products.
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Introduction

Long before the Covid-19 pandemic, vaccine hesitancy was identified as
one of the primary threats to global health by the World Health Organization
(WHO) 2019. Both demographic patterns in epidemic progression and an un-
even global pandemic response have revealed a range of health inequities
and disparities as Black communities in the United States and across the
African diaspora have experienced disproportionately negative impacts, from
severe COVID-19 health outcomes to vaccine access barriers, compounded
by obstacles to patient vaccine uptake fuelled by a pandemic of misinfor-
mation (Chandler et al., 2021; Jaiswal et al., 2020; Webb Hooper et al., 2021).
The creation, consumption, and propagation of mis/disinformation is univer-
sally recognized as detrimental, but it has particularly damaging impacts on
historically marginalized populations, including Black, Indigenous, People of
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Colour (BIPOC) and those with multiple intersectional marginalized identities
(MIMI) (Hotez et al., 2021; Nsoesie et al., 2020; Roozenbeek et al., 2020). With
the systemic inequities experienced by BIPOC/MIMI in high relief, the justifi-
able suspicion and instinctual fear from centuries of medical human rights
abuses may partially explain the increased susceptibility of these vulnera-
ble groups to disinformation tinged with anti-government sentiments (Collins-
Dexter, 2020; Seo et al., 2021).

An interesting nuance that comes from observing threads of misinforma-
tion is how parallel threads spread among white communities and BIPOC
alike but take root in different ways and for different reasons. In white spheres
of influence, most recently seen in the Canadian Freedom Convoy, ‘free-
dom’ has been the dominant narrative, with vaccine mandates framed as
unconstitutional, which stands in contrast to narratives of suspicion and dis-
trust emerging from Black communities (Graham et al., 2020; Kerr et al., 2021;
McQuillan et al., 2020). This study uses discourse analysis to examine narra-
tive, expository, and transactional social media communications to under-
stand the fundamental differences between the contrived fear-mongering
propaganda often directed at right-wing white audiences, and the disinfor-
mation targeted at Black audiences that play on historical mistrust to cement
belief in fallacious ideologies.

Misinformation, Vaccination rates, and Black ‘fear’

Studies have shown that higher vaccination rates result in lower COVID-19
infection, hospitalization, and death (Deb et al., 2022; Verma et al., 2021;
Vosoughi et al., 2018). In the U.S., mis/disinformation has been found to im-
pede vaccination rates, particularly for BIPOC/MIMI who have had dispro-
portionately high rates of COVID-19 infection, hospitalization, and deaths;
thus, they may be particularly vulnerable to the negative effects of being
targeted with mis/disinformation (Jaiswal et al., 2020; Khubchandani & Ma-
cias, 2021; Sah et al., 2021). Recent studies indicate that Black people have
been targeted with disinformation campaigns about the pandemic, with
Harvard’s Kennedy School reporting that the top four threads of mis/disinformation
being shared among Black digital users are: 1) Black people are resistant to
COVID-19, 2) The virus was man-made, 3) Herbal remedies are effective, and
4) 5G radiation was the root cause of COVID-19 (Collins-Dexter, 2020).

Outside of the United States, an exploratory survey of 215 Black respon-
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dents across four African countries revealed that two out of three partici-
pants would be refusing the vaccine. Reasons for their refusal highlighted
misinformed fears of hidden side effects and a Western agenda to enslave
or reduce the African population.In certain African countries, resistance to
the vaccine has taken shape in the form of an active mobilization for the
use and recognition of African pharmacopeia and traditional medicine in
combatting Covid-19 (Coronavirus: What is Madagascar’s ‘herbal remedy’
2020). Centuries of exploitation have led to a legacy of medical mistrust
among Black communities (Corbie-Smith et al., 2002; Williams et al., 2003). A
historical analysis of racism and medical science reveals the ways medicine
has been influenced by racist social institutions while equally supporting them
(Gamble, 1993). Years of abusive racial research underlines contemporary
black medical wariness hitherto simplistically discounted as “black fearful-
ness, credulousness, emotional instability.”(Washington, 2006) The pandemic
has highlighted racial differences in scientific distrust, borne out by lagging
vaccination uptake among affected populations.

Understanding the role of health promotion in racial

misinformation

Racial/ethnic health disparities have persisted since the early days of mod-
ern medicine (Yearby et al., 2022). Health promotion, defined as the process
of enabling people to increase control over, and to improve, their health to
reach a state of complete physical, mental and social well-being,” is pro-
posed as a way to reduce health disparities (Organization et al., 2012). Pub-
lic health communications, patient education, and advertising are critical
elements of such a strategy.

A major challenge in public health is how to motivate the adoption of
health recommendations. Health behaviour dynamics are heavily influenced
by social determinants of health, along with other social, cultural, and psy-
chological factors considered over the life course of individual patients (Hotez
et al., 2021; Short & Mollborn, 2015). Communications and advertising in
health promotion play a pivotal role in motivating behavioural change and
improving health outcomes. Research aimed at understanding optimal strate-
gies for presenting benefit versus risk information has demonstrated the effec-
tiveness of advertising in shifting attitudes, beliefs, and behaviours (Nowak et
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al., 2015). The benefits of vaccine- related advertising include fostering bidi-
rectional communications, increasing favourable beliefs and perceptions,
and affecting behavioural change (Bhat-Schelbert et al., 2012; Goldstein et
al., 2015; Nowak et al., 2017).

Against this backdrop, health promotion efforts must contend with the
effects of widespread misinformation and the inevitable confusion an info-
demic brings. The origin of the modern “antivaxx” movement has been at-
tributed to a widely sensationalized paper that drew an erroneous connec-
tion between autism and vaccination. Though published in 1998 and later
withdrawn in 2010, the damage caused by these unsupported claims has
widely influenced vaccination beliefs despite the subsequent publications
debunking its basis and characterizing the initial paper as fraudulent (Godlee
et al., 2011; Rao & Andrade, 2011; Taylor, 2014). In one such case, African
Americans in the United States were reported to harbour various misconcep-
tions about the influenza vaccine despite high levels of familiarity with its use,
such as the idea that the vaccine itself gave them the flu, or concerns that
the vaccine contains a dangerous live virus or other questionable composi-
tion (Cameron, 2013).

The current infodemic is seen as a reflection of the societal changes in
information technology and dissemination, emphasizing the importance of
social media and other forms of online communications as conduits for tar-
geted interventions combating the impact of misinformation. The resulting
shift towards peer-to-peer advice supplementing or supplanting clinical and
scientific recommendations creates a dangerous climate wherein lay users
equate their own crowdsourced medical knowledge with expert analyses.
Misinformation also thrives as a result of a general lack of understanding of
how medical opinions and recommendations are revised, leading to con-
fusion and mistrust around conflicting and changing public health advice
(Cameron, 2013).

Recent studies show the value in examining sociodemographic indicators
of vaccine hesitancy, revealing how differential levels of trust by racial groups
mediate vaccine uptake (Bagasra et al., 2021; Nguyen et al., 2022; Swann
et al., 2022). The inclusion of individual, community and structural factors
are seen as key to understanding vaccine hesitancy (Webb Hooper et al.,
2021). This paper will present preliminary findings on social media commu-
nications analysis of COVID-19 vaccine misinformation to illuminate the im-
pact of structural and historical racism on health misinformation circulating
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among African diasporic online communities and develop more effective
racism-conscious health promotion strategies.
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This paper discusses colorism within the field of Marketing, exploring this

concept in cultural perspective. Colorism is a typical phenomenon of

racialized societies that confreres privileges or sanctions to individuals ac-

cording to the tone of their skin. We explored representations about col-

orism shared through social media, aiming at understanding how Brazil-

ians deal with colorism in a society marked by miscegenation. By ana-

lyzing 103 Instagram posts linked to the hashtag colorism and contrasting

them with recent documentaries, we achieved four categories. The find-

ings revealed a group of consumers who have been gradually gained

awareness of the importance of addressing issues related to racism, and

has been seeking ways to discuss and educate others about its structural

nature. What the first stage of this research shows is the unveiling of a

group of individuals attentive and eager, individually and collectively, to

bring new narratives about their African descendent condition in society.
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Introduction

This paper seeks to discuss colorism within the field of Marketing, exploring
this concept in a cultural perspective. Colorism is a typical phenomenon of
societies that act in a racialized way, conferring privileges or sanctions to indi-
viduals according to the tone of their skin. In practice, the privileges tend to
go to those with light skin tones. The race spoken of here is not the biological
race, a concept widely discussed in a transdisciplinary way, but the social
race (Gomes, 2012; Munanga, 1996) which affects individuals in everyday
life in an, somehow, unpredictable and unwilling way. The Brazilian context
seems particularly rich for this type of investigation, not only because of the
majority presence of Afro-descendants in its population (A. R. C. Rocha &
Casotti, 2017), but also because of the complexity underlying the context,
as Munanga 1996 points out:

Who would deny that the mixed-race is the most growing element
in the Brazilian population? [...] That is why we have in Brazil, I be-
lieve, the methodological difficulty in understanding the construc-
tion of a pure racial and/or cultural identity that does not mix with
the identity of others and that characterizes the Brazilian racial-
ethnic groups, without denying the fact that we can historically
characterize and identify the contributions of all in the Brazilian cul-
tural mosaic (p. 21).

It is imperative to talk about racism when investigating colorism. In racist
societies there is a racialized look that guides people’s choices in life. And this
racialized look is the central element in the discussion about how Brazilians
deal with colorism in this society — a society marked by miscegenation —
which has, not in the origin of the individual, but in the ethno-racial mark (Da
Matta, 1986)which can give Brazilians some sense of African-descendant
identity.

In this paper we explored representations about colorism shared through
social media. Public discourses related to racism and its ramifications have
been amplified through social media (Hwang & Kim, 2015). This technology
has been an important avenue for individual and collective manifestations
whose extent was sometimes not originally prescribed. We present the first
stage of this research that focuses on the analysis of Instagram posts linked
to the hashtag colorism. Complementary, we explored the intertextuality
(Hirschman et al., 1998) that connects the posts to recent documentaries,
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which contribute to the triangulation of sources and methods and to expand
possibilities of theorization.

The ‘White’ Marketing Academy has shown little interest in discussing and
learning about the complex social dynamics surrounding markets and the
racist reality (Francis, 2020; Grier et al., 2019). DiAngelo (2018) talks about
feelings such as fear and guilt, which silence white people in the face of
the challenge of dealing with racism. These feelings also intimidate groups
toward dialogue and more active listening. The author mentions a ‘white
fragility’ that begins with white people not being able to see themselves in
racial terms. We believe that discussing colorism helps to promote familiarity
of academics and practitioners in Marketing field with this topic and other
issues concerning structural racism (Almeida, 2019; Arsel et al., 2022).

We seek to understand how people make use of factual and symbolic
representations related to colorism; how they share feelings, values, and per-
ceptions; and how they associate differences in skin tone with the hierarchi-
cal structure that stigmatizes and excludes individuals based on phenotypic
traits. The discussions originated from this study open space for other stages
of investigation, already foreseen in the research project.

Colorism in a Socially Racialized Society: Brazil as an

Illustration

Colorism is a term that designates social distinctions experienced by black
people as a result of their skin tone (Burke & Embrich, 2008; Foy & Ray, 2019).
It is an effect present in societies socially racialized, such as Brazil (Gomes,
2012; Munanga, 2001). In practice, the darker individuals’ skin, the more
likely they are to suffer social sanctions. Light-skinned individuals tend not to
suffer, or suffer less, social discrimination than their darker counterparts. As
Munanga (1996) pointed out decades ago, ‘the reality of race is social and
political: it is a social category of exclusion and homicide’ (p. 19).

DiAngelo (2018) highlights how difficult it is to talk about racism with white
people, from her white-woman perspective. Also, the author acknowledges
the frustrations of black people in discussing racism with groups who have not
experienced an analogous reality. DiAngelo chooses the binary category
‘white people’ and ‘people of color’ to indicate the social and racial hier-
archy, although she agrees that there is a multiracial complexity permeating
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the topic. In order to justify the use of a binary category, the author brings
the expression ‘passing for white’ and draws attention that there is no nec-
essary corresponding expression, such as ‘passing for black.’ It exposes racist
societies where the sense of whiteness is the direction to be followed and it
also implies that being perceived as a black person does not seem to be a
positive alternative. Despite the fact that she does not use the term colorism,
DiAngelo (2018) reminds us that society will assign racial identity according
to people’s physical appearance, which sometimes may not correspond to
their internal racial identity.

Brazilian society is hierarchical and operates under the idea of white supremacy
(Crenshaw et al., 1995)(Da Matta, 1986; Santos & Silva, 2018). In other words,
among whites, indigenous, and black people, it is the latter who are as-
signed the inferior social positions in Brazil. Consistently, black people are
denied rights and opportunities in society (Gomes, 2012; Munanga, 2004).
Even so, some Brazilians still perpetuate the myth of racial democracy (Freyre,
2002) denying social hierarchy and racism, as if blacks and non-blacks lived
in harmony (Munanga, 2004). Thus, Brazil’s racist social structure is reinforced
((Almeida, 2019; Schucman, 2014) and the inequalities that blacks and non-
blacks experience on a daily basis have been naturalized (A. R. C. Rocha
et al., 2020; Santos & Silva, 2018).

The Brazilian population is marked by miscegenation and Brazilians clas-
sify themselves as black, white, and many other intermediate categories, de-
pending on their phenotype (Da Matta, 1986; Gomes, 2012). Note that there
is no guarantee of consensus on this classification. Munanga (2004) recog-
nizes the complexity behind the racial classification of a Brazilian, taking into
account the introjection of a national whitening ideal, which makes many
people do not consider themselves as black; that the concepts of black or
white have ethno-semantic, political, and ideological foundations; and that
the fact that many mixed-race Brazilians are also Euro-descendants.

In this scenario, Brazilian racism reveals a particularity: it manifests accord-
ing to the mark of miscegenation (Da Matta, 1986; Gomes, 2012). The closer
the individual is phenotypically to the European aesthetic standard, which
is widely disseminated and socially valued, the lower her or his chance of
suffering racism. On the other hand, if the individual is clearly marked by
African physical traits, not limited to the tone of the skin, she or he will be so-
cially classified as black or mixed-race and may suffer the consequences of
racism. Thus, colorism is an unfolding of racism that explicits a racial hierarchy.
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Gomes (2012, p. 52), a Brazilian pedagogue, defines racism as:

On the one hand, a behavior, an action resulting from aversion,
sometimes hatred, toward people who have a racial belonging
observable through signs such as skin color, hair type etc. It is,
on the other hand, a set of ideas and images concerning human
groups that believe in the existence of superior and inferior races.
Racism also results from the desire to impose a particular truth or
belief as the only truth.

It may not be simple to understand the extent of colorism in Brazil, as Brazilians
recognize local racism but do not recognize themselves as racists (Gomes,
2012). Additionally, it is common said that ‘Brazil practices veiled racism.’
However, there are signs of explicit racism, at least from the perspective of
those who experience it (A. R. C. Rocha & Casotti, 2018; Tella, 2006, 2008).
Although racism is not a static phenomenon, taking on new contours as soci-
eties, historical conjunctures, and interest groups change (Munanga, 1996)
the phenomenon of colorism in Brazil highlights an intragroup asymmetry:
dark-skinned blacks will experience more racism, explicit or otherwise, than
their light-skinned counterparts.

In this research, which investigates colorism in a mix-raced country, we
chose to designate the local white population as non-black, due to the fact
that a large part of Brazilians present physical traits that remind them of their
African heritage. It is noted that consumption can be a way through which
consumers can try to ‘erase the African mark’, for example, by straighten-
ing their hair and moving closer to the European beauty standard, in an
attempt to become socially accommodated and suffer less racism (A. R.
Rocha et al., 2016). However, academics have pointed out that black con-
sumers have been also adopting a position of resistance, respecting and
valuing their ethnic-racial characteristics (Crockett, 2017, 2022; Ndichu &
Upadhyaya, 2019).

In Brazil, particularly, there is a growing number of self-declared black
people; people who, until recently, did not recognize themselves as black.
At the same time that the number of self-declared blacks grows, the collec-
tive clamor for visibility and respect in society increases (A. R. C. Rocha et
al., 2020). Even so, it does not seem to be simple to define who is black in
Brazil (Munanga, 2004), an aspect that could help to dimension the effects
of colorism on consumption and other spheres of social life.
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The Study

This interpretivist study (Hudson & Ozanne, 1988)adopts qualitative methods
(Hirschman et al., 1998; Kozinets, 2002) to identify how consumers make use
of representations about colorism on social media. Colorism is a topic that
has been resonating in recent years and social media has been an impor-
tant medium for the dissemination of this concept. The virtual environment
is a space where consumers can interact, express their thoughts, share their
ideas, access social problems faced by consumers, and reach a broad num-
ber of people who will engage in solving those problems (Hwang & Kim,
2015).

Among the available social media, we chose to begin our research by
analyzing posts on Instagram (Kozinets, 2002). This is one of the platforms
with the highest volume of interaction, through which a large traffic of visual
and textual representations can be accessed. Instagram and hashtags pro-
mote spaces for groups socially underrepresented to reach out and share
discussions and forms of activism directed at issues with little presence in tra-
ditional media discourses, such as those involving non-white people (Camp-
bell et al., 2013). Hashtags bring attention, visibility, and energize consumers
by sharing stories and information about topics of interest (McCosker, 2015).
Another reason we chose Instagram was that the platform categorizes and
sorts the most recent and relevant posts on a given topic. We analyzed the
posts categorized as most relevant in the hashtag colorism. The initial search
yielded over 15,000 results on the term. We noticed that after approximately
100 posts, the posts started to move away from their association with racism
towards other issues, for example, related to decoration.

The order of relevant posts on Instagram changes from time to time, which
indicates that posts can gain or lose position over a given period. In order to
avoid losing relevant posts after the 100th post, we collected the first 200 most
relevant posts of the hashtag, for four consecutive weeks. The collection was
done once a week, always at the same time (Tuesdays from 09/15 to 10/06;
at 11am). The comparison of the 200 weekly posts enabled new posts about
colorism with a racial connotation to emerge among the relevant ones. Thus,
we ensured that no relevant posts left this condition in the period.

The first movement of analysis consisted in separating, from the 200 posts,
those posts explicitly connected to racial issues. We gathered a group of 103
posts, whose visual and textual elements were reproduced in pdf and word
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files. We reached about 250 cell phone screen prints, since many posts re-
quired more than one print of their content. For this work, we analyzed the
textual content transcribed from the prints to a word file (about 70 pages,
Times New Roman, 12 pt, single spaced). The next stage of analysis con-
sisted of coding the collected data. The initial codes correspond to 270 key
terms that emerged from the data. Other elements were selected as repre-
sentative of the tone of the posts in general, to characterize the collected
material: color (93% colorful), type of content (91% image and/or text), type
of image (87% human), type of representation of the human figure (89% pho-
tography) and gender (65% female).

In a complementary way, three recent documentaries were analyzed:
The Rachel Divide (Brownson, 2018) and Skin (Effiong, 2019), distributed by
the Netflix platform; and Too Black for Brazil (The Guardian, 2016), available
on the Youtube platform (totaling about 190 minutes). Documentaries are
cultural texts (Hirschman et al., 1998) that help to influence the history of
consumption of a particular product, the symbolic meanings attributed to it,
and the related consumption practices.

Researchers speak of the importance of documentaries in demonstrating
truths about human behavior (Tadajewski & Hamilton, 2014). By analyzing
these films, we were able to identify how elements of colorism are portrayed
by the media and to explore the intertextuality of these texts with the Insta-
gram posts (Hirschman et al., 1998).

The first documentary — The Rachel Divide — proposes to bring reflections
on racial identity; thus, it touches on issues related to colorism that, despite
coming from a foreign source, aptly addresses similar and useful issues in ana-
lyzing the Brazilian reality. The activist, Rachel Dolezal, is a white woman who
claims to identify herself racially with blacks in the United States, a country
where the origin explains racial belonging (Da Matta, 1986). Skin, on the
other hand, comes closer to the central theme of this paper by exploring
aspects of skin color in Nigerian society. Although the focus of this film is con-
nected to the theme of beauty, racialized issues that colorism contemplates
come to the fore. Moreover, its content strongly approximates the Brazilian
reality, where the valued Eurocentric aesthetic prevails and where some ef-
forts towards achieving it are commonly made (A. R. Rocha et al., 2016). The
third documentary, Too Black for Brazil, reports on the experience of Nayara
Justino, a dancer chosen to be the 2013 Globeleza, a black icon of Carnival
who dances on TV with her artistically painted body. This title remained with
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the dancer for 1 year. After being publicly attacked and rejected for being
‘too black,’ she was replaced by a lighter-skinned black woman.

We adopted the thematic analysis method (Braun & Clarke, 2006) to an-
alyze the collected data. We started from the codes raised in the texts of the
posts and, then, from the intertextuality of such data with the documentaries
(Hirschman et al., 1998), to group them into categories (35 initial categories:
social acceptance, activism, antiracism, whiteness, how colorism operates,
among others). We arrived at the final categorization, capturing underlying
ideas that reflect the essence of the data collected.

Main Findings

The following four categories reveal a group of Brazilian consumers who have
been gradually gained awareness of the importance of addressing issues
related to racism, and has been seeking ways to discuss and educate others
about its structural nature. They attest the complexity underlying this theme,
but they easily show racism manifestations in various spheres of everyday life.

Colorism and its Unfolding

This category provides evidence that some Brazilians have been gaining
awareness about the inequalities experienced by representatives of differ-
ent social races. The study identified many posts that seek to explain what
colorism is, suggesting that it is a recent topic that needs to be explored. We
found questions (‘Have you ever heard about COLORISM?’, post 33), obser-
vations (‘It is easy to detect something related to colorism, for the simple fact
that colorism nullifys the ethnicity [...] an attempt to camouflage [ethnicity]
by creating nicknames such as: café con leche, brown candy, jambo color,
jabuticaba brunette and so on’, post 33) and explanations about the origin
of the term (“First used by the writer Alice Walker, colorism or pigmentocracy
speaks of racial discrimination suffered according to skin color. The more pig-
mented a black person’s skin, the more oppression and racial discrimination
they will suffer,” post 54).

Among the representations that explain colorism, those that relate the
term to the individual’s skin tone predominate and indicate that the darker
the skin tone is, the ‘fewer opportunities [individuals] will have and the more
exposed they will be to the sufferings originating from racism.’ In some posts,
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the hashtag participants speak of the hierarchical characteristics of exclu-
sion and power that are associated with the gradations of skin tone: ‘A cruel
hierarchy that has whiteness as a reference and encourages that it is also a
standard to be reached’; an ethno-racial mark that implies in the ‘social ex-
clusion of some [dark-skinned] and inclusion of others [light-skinned]’; a prac-
tice that enables black people to be ‘permitted’ by their non-black compa-
triots to circulate in different environments. The participants recall that the
concept of race, whose implications can be identified on a daily basis in
Brazil, ‘was a category created by white people’ (post 39).

Some associations made in relation to colorism concern tolerance — ‘re-
membering that to tolerate does not mean to accept’ (post 54) — and the
idea of subordination conferred on the black body, as explained in post 4:

In Brazilian history, colorism or ‘pigmentocracy’ has acted as one
of the instruments of white people to more or less tolerate black
bodies. I emphasize “tolerate” because non-white bodies [...] are
not accepted or absorbed by white people. On the contrary, we
are placed in places of subordination from which we have histori-
cally tried to dissociate ourselves in order to grow.

By posting about tolerance, participants briefly indicate how colorism oper-
ates in Brazil (‘It is noticeable [blacks] with light skin, straighter hair and thin
traits [to be] seen almost like a white person, and the tolerance they are de-
voted by others will be higher in certain places than those who have dark
skin, kinky hair, wide nose’ post 68) and signal some of its unfolding, for exam-
ple, ‘social exclusion [...] and erasure of racial identity’ (post 5).

Some posts provide clues to the participants’ efforts to transform the frame
of tolerance into acceptance and respect, recognizing that it is necessary
to understand intersectionalities in order to advance discussions. In post
1, for example, the participant suggests that ‘#colorism also merges with
#machism.’ Gopaldas (2015) argues for the importance of intersectional ap-
proaches to studies that locate race and gender relations, as exemplified
in the proposed chat in post 46: ‘The Coletivo’s gynecologist, Joyce Martins,
and the member of our Masculinities Core, Isabela Venturoza, will share some
of their trajectories in a chat that will discuss whiteness in medicine, colorism,
the black movement, and feminism.’

Skin shows that in Nigerian society it is still often that children wish to look
like a white person. Martha’s recent study 2021, in which the researcher
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interviewed parents from the Black Parents Instagram collective, reports how
comments from children expressing a desire to be white, to look like a white
person, or to consume like a white person, act as a stimulus for parents to
engage more actively with discussions about racism.

The data also show the effects of racism on historically racialized societies.
Post 8, for instance, indicates that ‘the pains of [Brazilian] black people, in-
stead of being repaired, were “justified” by racializing precepts — [for exam-
ple, that] the degree of “degeneracy” of the individual, misery, criminality
would be inherent to the black people.’ The documentary Skin directly as-
sociates the desire to have lighter skin, in a country with a majority black
population such as Nigeria, with positive cultural constructions related to the
color white, e.g. angel and heaven; and negative constructions related
to the color black, e.g. demon and hell. Interestingly, by ‘converting’ black,
Rachel Dolezal confirms one of the harmful effects of colorism: the white priv-
ilege. Part of what mobilizes other participants in the documentary about
the activist is the discomfort of seeing her, white by origin, to succeed in her
initiatives on behalf of black people, something that dark-skinned Afrode-
scendents have not achieved so far, as they report.

In the documentary Skin (Effiong, 2019), black women who share the
racism they have suffered throughout their lives are interviewed, regardless
of the diversity of their skin tones. They report the difficult and painful path
to recognize the beauty of black skin and to build self- esteem amidst racist
episodes. These socio-cultural issues have similarities with the Brazilian con-
text, as recorded in the documentary Too Black for Brazil (The Guardian,
2016). Nayara recalls that ‘the prejudice against women in Brazil is very big,
but with black women it is even bigger.’ The dancer, dark skin black and con-
nected to the universe of samba, calls attention to the fact that there are few
black women in the position of Drum Queen1, predominating in this position
‘white women, with straight hair, beautiful body; this will attract money to the
[samba] school.’

Colorism and Passability

According to DiAngelo (2018) passability is an expression that refers to situa-
tions of social inclusion in racist societies, favoring light-skin blacks. The doc-

1Drum Queen is the title given to the woman — usually a famous person — chosen to
dance in front of the drums in the samba school parade.
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umentary Skin shows how skin lightening products and services available in
the Nigerian market contribute to naturalize the exclusion of dark-skinned in-
dividuals. The film describes situations experienced by women in their search
for social belonging, which explain motivations for the consumption of these
products. But the women interviewed in the documentary also speak of
emotional consequences such as suffering. Avoiding using these products
and showing the dark tone of their skin connotes resistance, in the midst of a
deconstruction of the black identity with skin whitening techniques. In Brazil
we identified other means that bring black women consumers closer to the
Eurocentric standard, which can decrease the chances of suffering social
sanctions as the use of various techniques and products available in the mar-
ket for straightening curly or kinky hair(A. R. Rocha et al., 2016; A. R. C. Rocha
& Casotti, 2018).

Some posts confer the meaning of ‘privilege’ to passability and indicate
that this phenomenon is dependent on the ?reading’ the others do on the
racial belonging of the individual, as stated in post 1: ‘[The] passability hap-
pens to me. For years I have been read as “brunette.” I have no dark skin, no
“typical traits” of a “real black.” So under the society’s whitening ray [...] my
lighter skin caused people to ignore my other traits.’ Other posts seem to re-
inforce the vigilance over the other, in the sense of calling her or his attention
to eventual identity-related misconceptions: ‘Nobody has said that you are
not black, ok? White people know very well who is black and who is not. We
are just talking about the possibilities [you have because] of your light skin in
the Brazilian racist society’ (post 54).

The analyzed posts also bring examples in which light-skinned blacks have
more social acceptance, which does not happen with dark-skinned blacks,
since ‘they are not given the privilege of passability’, which is precisely what
colorism brings out (‘Dark-skinned blacks have no way to hide or to go unno-
ticed to the blinkered eyes of racists,’ post 1). This is something that resembles
the trajectory experienced by the Nigerian women in the documentary. In
turn, Rachel Dolezal might not suffer, or suffer less, prejudice in Brazil — a
country where the ethno-racial mark includes or excludes — due to, notably,
preserving part of her original white features.
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Explicit Denunciations

Part of what the hashtag participants denounce has to do with how oth-
ers see them and how some light-skinned black people deal with racism
through passability. Some posts are categorical in stating that black bod-
ies are not accepted, but tolerated by non-blacks, always in subordinate
social positions (Da Matta, 1986). Passability would then be, for some light-
skinned blacks, a way to access the privileges that non-blacks ‘allow’ them.
This is one of the main criticisms that Rachel Dolezal, a fake light-skin black,
received when she claimed to identify with black people issues. In the Brazil-
ian context, this is not even a guarantee, some posts point out, since light-
skinned blacks might ‘in the future to be reminded’ by non-blacks that they
do not belong to this latter group. Light-skinned blacks would, thus, just be
an ‘imitation of white people’s ego.’

The actress Neuza Borges says, in Too Black for Brazil, that ‘black people
in Brazil are ashamed of being black.’ Her speech helps to understand the
roots of beliefs that sustain the ideal of white supremacy in the country: ‘It
goes back to the time of my grandmother, who used to say to my mother
“look, it is good to find a white man to marry in order to improve the race.”
This idea continues until today’, she says.

We notice that some posts call attention to the fact that, by seeking to
reproduce the white ideal, light-skinned blacks can suffer some erasure of
their racial identity. In Skin, such erasure is sometimes based on symbolic and
factual pain, as some products hurt women. Some of them show discontent
in having to lighten their skin and serving the desire of others. They submit,
but they show suffering. Other women claim that they would go back to their
original skin color if they could, for example, after they get married. Brazil has
in beauty that meets the standards desired by men some approximation with
Nigerian society, and Brazilian women seem willing to compromise their well-
being to conform to these beauty standards (Borelli & Casotti, 2012).

It is consensus that the presence of black people in diverse environments
could reinforce their social representativeness. However, the documentary
Too Black for Brazil relativizes the issue, bringing to light limiting elements to
the discussion. Nayara’s story is an example of how skin tone can interfere
with social life. She tells how she had a dream of being a Globeleza, the
muse of the carnival of a television channel. The Globelezas dance samba
with their bodies fully painted in Carnival vignettes. She says: ‘I used to stay
in front of the TV, dancing samba, admiring the Globeleza over there [on the
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TV screen], trying to copy her moves, to dance the same way.’ Nayara was
aware that the Carnival muses on TV were lighter-skinned black women, but
she says to herself that this would not ‘stop’ her in pursuing to participate in
the contest promoted by the TV network years later. Her boyfriend says that,
during the contest, it was ‘a fairy tale; a wonderful month that culminated
with her victory that was, for us, unforgettable’, but that it would last ‘until the
vignette went on air’, when ‘a few things happened that were not so nice
and turned into a snowball.’

In the documentary, a TV executive clarifies the episode: ‘She was darker
than the previous Globeleza [...] who, by Brazilian standards, are mulatas
[lighter-skinned blacks].’ Nayara received criticism and aggression — from
blacks included — because of the color of her skin. In her boyfriend’s inter-
pretation, these initiatives symbolically said that Nayara should not be there;
that women like her should be in the kitchen cooking for others. After a year,
the dancer was dismissed from the Globeleza post, without any explanation,
and was replaced by a new lighter-skinned muse. This story reflects cruel
and naturalized societal standards that had repercussions in a woman’s life.
However, the collective level that forms on social networks has been trying to
transform this reality and theses representations are in the posts we analyze
below.

Colorism and Collectivity

The posts show a certain desire of the participant to make collective, diverse
individual initiatives. In these narratives, the issues are brought in the plural
(‘Let’s talk about colorism?’). The calls do not disregard intra-group differ-
ences and take into account distinctions in the experiences lived by blacks
of different skin tones: ‘We need to think about colorism to understand the
starting points of each black person [...] so that we can promote unity within
the movement and fight for everyone’s agendas.’ Some posts target mixed-
race people in an attempt to remind them of their privileged condition, as
appears in post 92: ‘We need to understand that mixed-race people, even if
they suffer less racism, they are still black and excluded from society [...] [Why
not] to add to the struggle, [understanding] that they have advantages be-
cause of their phenotype?’

These issues seem typical of racism by mark, rather than by origin (Da
Matta, 1986). The mark of miscegenation unbalances the starting point of
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each black person, once black people are socially differentiated by their
proximity or distance from their ‘whiteness.’ The ‘blackness’ of the individual
is not questioned when it is supported by the origin, so that anyone who has
‘black blood’ will be black, regardless of her/his phenotype.

One aspect that seems to establish a connection among the participants
is the familiarity of some with important figures linked to black culture. In the
posts there is recognition of those whose historical contribution is the basis for
the (re)construction of black identity:

‘Zacimba Gaba [Angolan princess, enslaved in Brazil], Aqualtune
[another enslaved woman of royal lineage], Dandara [leader who
fought against the slave system], Tereza de Benguela [leader of a
quilombola community], Maria Felipa [important character in the
independence of the state of Bahia], Carolina de Jesus [Brazilian
writer] and many other black women are the reason why today
we can present ourselves as powerful’ (post 34).

In the same way, celebrities whose relevance goes beyond the borders of
their country of origin are put in evidence, such as Nelson Mandela and An-
gela Davis. The American activist, for example, is portrayed in post 42: ‘Figure
symbol of the black cause in the 1960s [...] her story is one of resistance and
struggle. Even today she continues to fight [...] for a better and fairer world,
against racism and in defense of women’s rights.’ Other celebrities’ expe-
riences are cited for their representativeness related to diverse contempo-
rary themes, such as the participation of the actor Babu Santana in the Big
Brother Brazil. Black beauty gets special attention, in this sense. If the beauty
of the Brazilian singer Iza seems unquestionable, other black people don’t
seem to enjoy this same condition (‘Beyoncé and Rihanna are considered
divas. Lupita and Viola are considered exotic. Why?’, post 87).

Some collective actions displayed in the posts intend to group people
and promote learning (‘If you have doubts about what is structural, institu-
tional, recreational racism etc. [...] save the date and come to talk with us’).
Additionally, they have in view people intending to become anti-racist. The
content of post 29 helps to explain: ‘Becoming anti-racist demands intention,
action... and information. In the minicourse “Antiracist Dialogues: what you
need to know about racism to fight it.”’ Collective actions are not aimed
at specific audiences, but there is a certain desire for light-skinned blacks
to abandon a certain ‘comfortable mestizaje’ and engage in the anti-racist
struggle.
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Final Considerations

This paper sought to elucidate the representations of the term colorism in
the media — documentaries and Instagram posts. Colorism exposes the
privileges or sanctions assigned to individuals according to the tone of their
skin. Differences in skin tone are racial marks that have been socially used as
distinguishing elements. In this paper, by analyzing the data on colorism in
an unequal country, which is constituted by interbred population, we were
able to bring out invisible dimensions and theoretical insights. The categories
revealed a group of Brazilian consumers who have gradually gained aware-
ness of the importance of addressing issues related to racism, and has been
seeking ways to discuss and educate others about its structural nature.

The world is a complex system of symbols and meanings. In the Mid-
dle Ages the understanding of the symbolic and the acceptance of divine
were more important than causal or genetic aspects, which would become
the emphasis in later centuries (Huizinga, 1978). By attaching importance
to causal and genetic aspects, we built classificatory systems and from this
point on, as Rodrigues (1999, p. 43) suggests, we have started traveling along
‘roads already marked’ and have been ‘dispensed from meditating on the
itineraries.’

Bourdieu (2007) explains, when he talks about social distinction, that we
function based on objective differences. Colorism, an objective and so-
cially classificatory aesthetic difference, is an unfolding of structural racism
(Almeida, 2019); a condition that has been taken as a ‘mark in the road’ but
which should not be an impeditive to be overcome in order to pave the path
to build a ‘new itinerary’ (Rodrigues, 1999).

If, in the near past of Brazil, there was the assumption that black people
did not complain about their subjugated condition because they lacked the
vocabulary or repertoire necessary to reverse such condition, digital plat-
forms have transformed this reality. These media have provided new spaces
for silenced voices such as the ones displayed in the posts analyzed in this
study. Colorism is related to the surface of skin tones, but also to a camou-
flaged world which is guarded by structural racism that has being unveiled.
The media are supporting the muffled voices to transgress boundaries that
protected practices of exclusion and stigma. And terms such as colorism,
structural racism, passability, colorblindness, among others, now circulate
freely in virtual territory and reverberate socially. The recognition and cel-
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ebration of prominent black people has contributed to the strengthening of
anti-racist agendas and to break the limits of the presence of colored bod-
ies in many ambiences, regardless of whether or not they were ‘authorized’
by their non-blacks counterparts. For instance, Lélia Gonzalez, a Brazilian
philosopher who counts Angela Davis among her readers, has been extend-
ing the list of black celebrities that are no longer circumscribed to the vicinity
of groups particularly interested in Afrocentric issues.

Regarding a study interesting in socio-cultural aspects of the phenomenon,
the information of this research reveals the harmful socializing character of
colorism (Ward, 1974). Beyond the consumption of items such as products
and services to lighten the skin, through films and virtual meetings, symbolic
content is consumed. We are talking about the consumption of values and
beliefs that support passability and racism. This is what the representations in
the social media investigated intend to reverse and, through the Instagram-
Documentary intertextuality, contrast. By denouncing and educating peo-
ple indistinctively one can assume that these initiatives reverberate new sym-
bolic meanings and gradually expand vocabularies, discussions, and ways of
consuming those consumption items. This and other issues related to ethno-
racial consumption should be better explored in the future, which, at the
investigative stage of this research, configures itself as a limitation.

What can be posed, for now, is that the agenda on consumption pleaded
by black consumers, about which Rocha and Casotti 2017 talked about,
seems to find resonance in the current public discourses, disseminated by In-
stagram. Perhaps we are witnessing a new generation of black consumers,
aware or enlightened of their real possibilities in society (Crockett, 2017).
What the first stage of this research shows is the unveiling of a group of in-
dividuals attentive and eager, individually and collectively, to bring new nar-
ratives about their African descendent condition in society.

References
Munanga, Kabengele (2001), “Affirmative Action Policies for the Benefit

of the Black Population in Brazil: A Point of View in Defense of Quotas,” So-
ciedade e Cultura, 4(2), 31-43.

[].

152



References

Almeida, S. (2019). Structural racism. Pólen Produo Editorial LTDA. (Cit. on
pp. 139 sq., 151).

Arsel, Z., Crockett, D., & Scott, M. L. (2022). Diversity, equity, and inclusion (dei)
in the journal of consumer research: A curation and research agenda.
Journal of Consumer Research, 48(5), 920–933 (cit. on p. 139).

Borelli, F., & Casotti, L. (2012). The before and after: A study of plastic surgery
consumption with young women in brazil. In Z. Grhan-Canli, C. Otnes,
& R. ( Zhu (Eds.), Advances in consumer research (pp. 379–385, Vol. 40).
Advances in Consumer Research. (Cit. on p. 148).

Bourdieu, P. (2007). Distinction. Edusp. (Cit. on p. 151).
Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualita-

tive research in psychology, 3(2), 77–101 (cit. on p. 144).
Brownson, L. (2018). The rachel divide. (Cit. on p. 143).
Burke, M., & Embrich, D. G. (2008). Colorism. International encyclopedia of

the social sciences, 2, 17–18 (cit. on p. 139).
Campbell, C. P., LeDuff, K. M., Jenkins, C. D., & Brown, R. A. (2013). Race and

news: Critical perspectives. Routledge. (Cit. on p. 142).
Crenshaw, K., Gotanda, N., Peller, G., & Thomas, K. (1995). Critical race the-

ory: The key writings that formed the movement. The New Press. (Cit.
on p. 140).
SUspect reference.

Crockett, D. (2017). Paths to respectability: Consumption and stigma man-
agement in the contemporary black middle class. Journal of Con-
sumer Research, 44(3), 554–581 (cit. on pp. 141, 152).

Crockett, D. (2022). Racial oppression and racial projects in consumer mar-
kets: A racial formation theory approach. Journal of Consumer Re-
search, 49(1), 1–24 (cit. on p. 141).

Da Matta, R. (1986). What makes brazil, brazil? Rocco. (Cit. on pp. 138, 140,
143, 148 sq.).

DiAngelo, R. (2018). White fragility: Why it’s so hard for white people to talk
about racism. Beacon Press. (Cit. on pp. 139 sq., 146).

Effiong, D. E. (2019). Skin. (Cit. on pp. 143, 146).
Foy, S. L., & Ray, R. (2019). Skin in the game: Colorism and the subtle oper-

ation of stereotypes in men’s college basketball. American Journal of
Sociology, 125(3), 730–785 (cit. on p. 139).

153



Francis, J. N. (2020). A macromarketing call to action—because black lives
matter! Journal of Macromarketing, 41(1), 132–145 (cit. on p. 139).

Freyre, G. (2002). Big house and slave quarters. Record. (Cit. on p. 140).
Gomes, N. L. (2012). Some terms and concepts present in the debate about

race relations in brazil. In Educao anti-racista (pp. 83–96, Vol. 10.639).
Caminhos Abertos pela Lei Federal. (Cit. on pp. 138–141).

Gopaldas, A. (2015). Creating firm, customer, and societal value: Toward
a theory of positive marketing. Journal of Business Research, 68(12),
2446–2451 (cit. on p. 145).

Grier, S. A., Thomas, K. D., & Johnson, G. D. (2019). Re-imagining the market-
place: Addressing race in academic marketing research. Consump-
tion Markets & Culture, 22(1), 91–100 (cit. on p. 139).

Hirschman, E. C., Scott, L., & Wells, W. B. (1998). A model of product dis-
course: Linking consumer practice to cultural texts. Journal of Adver-
tising, 27(1), 33–50 (cit. on pp. 138, 142–144).

Hudson, L. A., & Ozanne, J. L. (1988). Alternative ways of seeking knowledge
in consumer research. Journal of consumer research, 14(4), 508–521
(cit. on p. 142).

Huizinga, J. (1978). The decline of the middle ages. Verbo-Edusp. (Cit. on
p. 151).

Hwang, H., & Kim, K.-O. (2015). Social media as a tool for social movements:
The effect of social media use and social capital on intention to partic-
ipate in social movements. International Journal of Consumer Studies,
39(5), 478–488 (cit. on pp. 138, 142).

Kozinets, R. V. (2002). The field behind the screen: Using netnography for mar-
keting research in online communities. Journal of marketing research,
39(1), 61–72 (cit. on p. 142).

Martha, D. S. V. (2021). Anti-racist socialization and consumption: An analy-
sis from the perspective of parents of black children [Master’s thesis,
Fundao Getlio Vargas]. (Cit. on p. 145).

McCosker, A. (2015). Social media activism at the margins: Managing visibil-
ity, voice and vitality affects. Social Media+ Society, 1(2), 1–11 (cit. on
p. 142).

Munanga, K. (1996). Identity, citizenship and democracy: Some reflections
on anti-racist discourses in brazil. Resgate: Revista Interdisciplinar de
Cultura, 5(1), 17–24 (cit. on pp. 138 sq., 141).

154



Munanga, K. (2001). Affirmative action policies for the benefit of the black
population in brazil: A point of view in defense of quotas. Sociedade e
Cultura, 4(2), 31–43 (cit. on p. 139).

Munanga, K. (2004). The difficult task of defining who is black in brazil. Estudos
Avanados, 18(50), 51–66 (cit. on pp. 140 sq.).

Ndichu, E. G., & Upadhyaya, S. (2019). “going natural”: Black women’s iden-
tity project shifts in hair care practices. Consumption Markets & Cul-
ture, 22(1), 44–67 (cit. on p. 141).

Rocha, A. R., Schott, C., & Casotti, L. (2016). Socialization of the black fe-
male consumer: Power and discourses in hair-related consumption.
ACR North American Advances, 44, 333–337 (cit. on pp. 141, 143, 147).

Rocha, A. R. C., & Casotti, L. M. (2017). Reflections about the black brazilian
consumer. Revista Pensamento Contemporneo em Administrao, 11(2),
47–62 (cit. on pp. 138, 152).

Rocha, A. R. C., & Casotti, L. M. (2018). Selective and “veiled” demarketing in
the view of black women consumers. Organizaes & Sociedade, 25(87),
610–631 (cit. on pp. 141, 147).

Rocha, A. R. C., Campos, R. D., Casotti, L. M., & Nascimento, T. C. d. (2020).
Producing beauty ‘the hard way’: Involuntary prosumption in a stig-
matising context. Journal of Marketing Management, 36(13-14), 1223–
1251 (cit. on pp. 140 sq.).

Rodrigues, J. C. (1999). The body in history. Editora Fiocruz. (Cit. on p. 151).
Santos, R. A. d., & Silva, R. M. d. N. B. (2018). Scientific racism in brazil: A racial

portrait of post-slavery brazil. Educar em Revista, 34, 253–268 (cit. on
p. 140).

Schucman, L. V. (2014). Yes, we are racists: A psychosocial study of so paulo’s
whiteness. Psicologia & Sociedade, 26(1), 83–94 (cit. on p. 140).

Tadajewski, M., & Hamilton, K. (2014). Waste, art, and social change: Transfor-
mative consumer research outside of the academy? Journal of Macro-
marketing, 34(1), 80–86 (cit. on p. 143).

Tella, M. A. P. (2006). Reaction to stigma: Rap in so paulo. Enfoques, 5(1) (cit.
on p. 141).

Tella, M. A. P. (2008). Stigmas and social disqualification of blacks in so paulo
and lisbon. Ponto-e-Vrgula: Revista de Cincias Sociais, 3(152–169) (cit.
on p. 141).

155



The Guardian. (2016). Too black for brazil. available%20https://www.youtube.
com/watch?v=S0ODz9aIQ_k&ab_channel=TheGuardianTheGuardian
(cit. on pp. 143, 146).

Ward, S. (1974). Consumer socialization. Journal of consumer research, 1(2),
1–14 (cit. on p. 152).

156

available%20https://www.youtube.com/watch?v=S0ODz9aIQ_k&ab_channel=TheGuardianTheGuardian
available%20https://www.youtube.com/watch?v=S0ODz9aIQ_k&ab_channel=TheGuardianTheGuardian


The Cannabis Repression as an
Eugenic Practice

Adam Collin Silva Da Costa UFRGS — Universidade Federal Do Rio Grande
Do Sul, Rio Grande do Sul, Brazil

Getúlio Reale IFRS — Instituto Federal do Rio Grande do Sul, Rio Grande do
Sul, Brazil

Denise Franca Barros

Currently, in Brazil, black people are prosecuted and convicted in grea-
ter proportion for possessing smaller quantities of illicit drugs. For example, in
the city of São Paulo, 71% of black people were convicted of drug traffick-
ing for possessing 145 grams of Cannabis on average. In comparison, 64%
of white people were convicted of possessing an average of 1.14 kilograms,
an almost eight times bigger amount. Furthermore, the cases considered
drug possession for personal use, 9.3% were black and 15,2% white people
(Domenici & Barcelos, 2019). In this research, we try to add knowledge on
the historical roots of the ongoing oppression of black people through the
criminalization of Cannabis, which to these days promotes slow genocide of
this population (Lemos & Rosa, 2015). Literature (e.g., Souza, 2015) shows that
efforts to repress the distribution and consumption of Cannabis in Brazil were
sparse in the first two decades of the 20th century. However, there was a sig-
nificant intensification of repressive measures in the following decades, with
a strong scientific appeal about the social dangers of narcotics in general
and Cannabis in particular. One of the most relevant institutional efforts was
the publication of the second edition of the book “Maconha: coletânea
de trabalhos brasileiros” (“Hemp: a collection of Brazilian works”), in 1958
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(Ministério da Saúde, 1958). It resulted from a joint effort by several state in-
stitutions and features 31 articles authored by prominent names in Medicine,
Law, Security, and Public Administration at the time. The present work aims
to describe the mobilization of actors responsible for intensifying the crimi-
nalization of Cannabis, pointing out the main arguments used. Our analysis
shows that the main basis of the arguments was explicitly racist and based
on eugenics. Our work contributes to the historicization of racism as a central
element in the criminalization of the production, circulation, and consump-
tion of a good that was relatively well accepted in Brazil (Carlini, 2008) until
the moment of fracture, in the 1930s. Therefore, we contribute to the histori-
cization of markets in the context of the lasting effects of the transatlantic
slave trade, the institution of slavery, and colonization.

A brief review of the literature on Cannabis and Eu-

genics in Brazil

In order to understand how the Cannabis market criminalization is related
to the institution of slavery and colonization, it is fruitful to understand that
Cannabis was introduced in Brazil through two paths. One was by Portuguese
colonizers through hemp and some of its industrial applications (Carlini, 2008;
Warf, 2014). The other was through enslaved black Africans (Carlini, 2008;
Saad, 2013; Warf, 2014). According to Warf (2014), in the 16th-century, en-
slaved people from Angola brought Cannabis with them as an intoxicant,
which they called maconha or diamba.

Cannabis became an issue to the Brazilian white elites, descending from
the European population. The country was dealing with a new social reality,
still in the context of the Abolition of Slavery in 1888. It was a newly formed
republic, where the Eurocentric vision that the habits and practices of black
people were a hurdle for the achievement of the so-called ’civilized’ na-
tion was dominating among white elites (Quijano, 2005). As Saad 2013, 2016
shows, Cannabis, Afro-Brazilian cults such as candomblé, and other cultural
practices such as capoeira and samba, in which Cannabis was many times
involved, were criminalized altogether during this period.

Eugenics and its advocates played an important role in criminalizing Cannabis.
Since 1910, eugenic thinking had gained popularity in the circles of the intel-
lectual elite of the main Brazilian cities (Gonçalves, 2010), gathering even
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more strength with the creation of organizations focused on the topic after
the First World War (Formiga et al., 2019).

Eugenics was seen as a valid and scientific strategy to overcome the
country’s civilizational delay, preparing Brazil to competitively reposition it-
self on the international scene (Formiga, 2007). However, for this objective
to be achieved, it would be necessary to overcome Brazil’s adverse and
dysgenic conditions (Santos, 2012). Furthermore, eugenists were especially
concerned with the disorderly growth of large cities such as Rio de Janeiro
and São Paulo, which after the Abolition of Slavery, received a huge influx of
people looking for housing and work.

Santos (2012) points out that several of the actors involved in the eu-
genic movement were, at the same time, leaders of important governmen-
tal, medical, and research organizations, as well as being part of the eugeni-
cist societies at the time. In the first Brazilian Eugenics Congress, held in 1929,
participants declared interest in

“regulation of marriages, education eugenics, immigration con-
trol, anti venereal campaigns, mental illness treatment, sterilization,
in addition to various topics related to childhood, nutrition and
motherhood. In the inaugural session, the anthropologist Roquette-
Pinto declared that until that moment medicine was responsible
for solving health problems. But, after a meeting of eugenics ex-
perts, a better use of the biological heritage could be demanded
to promote the improvement of man.” (Santos, 2012, p. 2, our
translation).

For Formiga et al. (2019), the “preventive eugenics,” guided by the neo-
Lamarckist perspective developed in Brazil, saw the diseases common to
the poor population — tuberculois, syphilis, alcoholism, mental illnesses — as
hereditary. Therefore, by controlling dysgenic factors through environmen-
tal sanitation, the implementation of positive eugenics (education, encour-
agement, and regulation of the procreation of the capable) and negative
eugenics (avoiding the procreation of those considered incapable) could
achieve the modernization and improvement of the country (Santos, 2012).
According to this author, in order to erase degeneration, eugenicists and
sanitarians used reforms in public health policies to supposedly improve the
hereditary capacity of the population. Thus, the ideal “Brazilian man” was
white or mestizo and would be achieved through the eugenic selection of
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immigrants (Europeans being considered better than Asians, for example)
(Vimieiro-Gomes, 2016).

Method

To achieve the objective of highlighting the eugenic character of the crimi-
nalization of Cannabis as part of a broader process of Eurocentric colonial-
ity (Mignolo, 2008) , we use the book “Maconha: coletânea de trabalhos
brasileiros” (Ministério da Saúde, 1958) as a historical source. Such work
can be considered a relevant historical source of the discussions on the
first half of the 20th century. Originally published in 1951, it brings together
texts by prominent names. The authors were important scientists, doctors,
agronomists, lawyers, jurists, anthropologists, public health workers who, to a
large extent, occupied important positions in the Public Administration and
other important institutions of the time. The collection of works was, a few
years later, expanded to the second edition, published in 1958. All works
concern the so-called ’marijuana problem’ from a medical, public safety,
and morals and good manners point of view.

The second edition, analyzed here, presents a new preface and presen-
tation. The 31 articles that make up the work were eminently produced be-
tween the 1910s and 1940s. In this working paper, we present the preliminary
results of the analysis of the first ten articles, as well as the introductory ele-
ments of the book. The preface of the 2nd edition, for example, proved to
be an important piece since it evidences a worsening of the open eugenicist
position compared to the preface of the previous edition. It is important to
emphasize that we had to include in the corpus of this research some other
works that served as a basis for understanding the context of production of
the texts, bringing relevant information from the authors of each chapter or
events and characters mentioned. Introducing other historiographies, which
use other documents and historical sources, in addition to the work analyzed
here, allowed us to understand better the context in which the work was pro-
duced.

The texts were analyzed following the Thematic Analysis steps proposed
by Aronson (1995). After identifying the source, we proceeded to identify
patterns from which we could develop a thematic map. The first theme, ‘User
representations’, were identified with the sub- themes a) ‘demonic’ and b)
‘infantilized.’ The second theme deals with the ’Action strategies,’ or how
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those authorities understood the best courses of action.
Both themes emerged from the data, but the second required a return

to the literature to understand Brazil’s eugenics movement better. This point
proved relevant because it allowed us to see expressions of eugenics ideas
and practices that were not initially clear.

Results

Users representations

In all texts, the descriptions of cannabis users transform them into objects
rather than individuals. Such bodies are considered objects of observation,
research, a mass that must be controlled; otherwise, major social problems
will arise. Two major representations of users emerged from the data: a) users
who present vile, deceitful behaviors, capable of morally and spiritually dis-
torting society and the ’good people’, which we here call the ‘demonic’;
b) users who are driven to marijuana by an extremely moral and intellectual
weakness, people incapable of taking care of themselves and of recogniz-
ing the dangers to which they are exposed, which we call here the ’infan-
tilized’.

In either form, users have some characteristics in common. They are al-
ways presented in opposition to elites, good behavior, and citizenship ideals.
Almost by definition, a cannabis user is a non-white person. No wonder com-
mon names for Cannabis in the texts are “fumo de negro” (blacks’ smoke),
“fumo d’Angola” (Angola’s smoke), among other racialized denominations.

Users are almost always described in a racialized way, “blacks”, “mesti-
zos”, “caboclos”. They are also described based on their condition or social
class: “addicts belong even to the lowest and last social scale, they are re-
ally illiterate and without culture” (Text 1.1); also on their origin: “Although
almost unknown, there is a vice that seems to have originated in Africa and
that currently frighteningly invades the interior of Brazil and already deserves
the attention of the leaders of some Northern States.” (Text 1.1); or on the
place of residence: “Thus, it appears from the description of the multiple
and varied effects of diamba, and almost all of them harmful, that, posi-
tively, it is the plant of madness, a scourge of the Northern States, and never
the plant of happiness, as oriental addicts call it. (Text 1.5); or occupation:
“Our subjects belonged entirely to the poor classes. The (...) fishermen pay
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the greatest tribute to their addiction. They even exchange the product
of a few hours of work for a simple liamba cigarette.” (Text 2.0). Still, con-
cerning demeaning descriptions, there are frequent associations between
the uses of Cannabis by such individuals in pagan, generally of the afro ma-
trix, festivities considered vulgar and wild, but which were essentially religious
or non-popular manifestations. Once we recognize the similarities between
both representations of users — non-white individuals belonging to the lowest
strata of society, physically, behaviorally, and cognitively distant from Euro-
pean characteristics — we can approach the predominant representations
of users.

a) ‘Demonic’

The black race, savage and ignorant, resistant but intemperate,
if in certain circumstances rendered great services to the whites,
their brothers more advanced in civilization, giving them, by their
bodily work, fortune and comforts, spoil the robust organism in a
vice from smoking the wonderful herb, which, in fantastic ecstasies,
would perhaps make them see again the burning sands and end-
less deserts of their beloved and longed for the homeland, also
instilled evil in those who took her away from her beloved land,
robbed them of their precious freedom, and sucked out their re-
building sap... (Text 1.2)

The excerpt helps to elucidate the prevailing thought among the authors,
their position on black people, and Cannabis. Black people would be con-
demned by race, therefore by a biological determination (Quijano, 2005),
to savagery and ignorance and susceptible to addiction that transformed
them into incapable and degenerated, stripped of autonomy and ability to
reconstitute themselves. Moreover, they would be subject to objectification
and exploitation by the descendants of Europeans, their ’saviors’.

Some authors suggest that ’diambismo’ would be a revenge of the en-
slaved peoples, given the consequences of its use: “It would be said, given
its origin, that the race, once captive, had brought with it well guarded, for
further revenge, the executioner who was later to enslave the oppressive
race.” (Text 1.4).

The “revenge” against their tormentors would aim at the moral and phys-
ical destruction of the “civilized” people, imputing perversity to them, plac-
ing them as resentful villains who are a danger to society. The way of repre-
senting as demonic indicates that individuals have a dangerous intelligence,
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capable of carrying out elaborate plans of actions with great potential for
harm to “good people”, who could and almost fatally would be deceived.
The characterization of black people using Cannabis establishes a dualism in
relation to the ’civilized’ white, with a series of hierarchical oppositions such
as savage x civilized, unfree x free, crazy x sane, evil x good, that put into
work some o the dualism of Colonial Eurocentrism (Quijano, 2005).

b) “Infantilized” “Diamba’s abuse, however, as happens among our work-
ing men whom I analyze, considerably depresses the nervous functions, to
the point of leading to a complete state of stupidity, in which the moral
personality dissolves, so to speak. The individual loses his duty, obeying the
tyranny of his execrated vice.” (Text 1.3)

It is now that our medical class is turning its attention to the terrible ef-
fects of diamba, the greatest degeneration of the poor and uneducated
classes, who use it to have moments of delight. With the studies of mas-
ters Rodrigues Dória, Juliano Moreira, Henrique Roxo, Pernambuco Filho and
Adauto Botelho, the sanitizing campaign against this toxic began to be de-
veloped. We can guarantee without fear of exaggeration that fifty percent
of the deaths of fishermen, in shipwrecks, because boats are found floating
on the waves, come from diamba, because they are inveterate smokers.”
(Text 1.6) The studied texts attributed to Cannabis an infantilizing effect, a
loss of autonomy and competence of the user. It would cause ’stupidity’
and a ’loss of pride’ that would render him ’unfit for work’. Such childishness
would even render “the testimony of the individual intoxicated by marijuana
invalid.” (Text 1.2) because the “diambanized person has no idea of the act
he practices during the action of the drug” (Text 1.6), which would help us to
understand why the word of a police officer, even in the face of the lack of
evidence materials, is worth more than a user’s, resulting in wrongful arrests
today (Domenici & Barcelos, 2019).

The representation as childish shows that substance users would be be-
ings of weak character and, as such, must be taught and cared for. The
need to control such individuals is latent. Therefore, these childish people
would need to be educated, guided, saved, in a way, by the white de-
scent of Europeans, towards the civilized position in the image of European
progress. Through the eugenics advocated by the authors, black people
and diambistas could evolve towards civility in resemblance to Eurocentric
image, manifesting the evolutionism that constitutes Colonial Eurocentrism
(Quijano, 2005).
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Action strategies

This theme concerns the strategies and actions developed to face the al-
leged problems caused by Cannabis and its users. The texts, authored by
prominent scientists and public managers from various areas, point out that
institutional policies and actions should be created and implemented. Such
measures may include sanitary, medical, political, scientific, legal practices.

We were able to verify that the objectives of these actors were beyond
the mere need to publicize these ideals, but oriented to create institutional
policies that effectively promote these ideals on a practical level. However,
despite agreeing that diamba is a problem, they disagree with the proposi-
tions of action strategies to deal with this problem.

We could infer that the different ways of viewing users — which can deter-
mine them as ‘childish’ or ‘demonic’ — are determining factors in creating
actionable strategies to combat diambismo. That is, the proposals are con-
ditioned to the different representations.

The propositions based on the demonic vision aim at a greater hardening
of the laws, proposing more severe repression and punishment for this type
of practice, despite the desire to legislate on the other’s body, this happens
in a slightly less paternalistic way than in the case of infantilized vision, the
responsibility is not withdrawn, on the contrary, it is severely demanded.

The propositions based on the ’demonic’ vision aim at a strong and im-
mediate hardening of the laws, proposing more severe repression and pun-
ishment. Although the desire to legislate on the other’s body happens in a
slightly less paternalistic way than in the case of the ’childish’ representation,
the responsibility is not withdrawn. On the contrary, it is severely charged.

The following excerpt clarifies this type of action proposal:

It is difficult to prohibit the use of diamba, no matter how severe
the laws are, and that is why we believe that the measures to be
officially put into practice must go to extremes and with unshak-
able firmness. It is eugenics, the purity of the race. The Federal
Government has the ungrateful task of saving the collectivity, of
not letting the morale of our people fall. The Ministry of Agriculture
officials should be responsible for the first step, through the multiple
offices spread throughout the sertões. The government has, in this
class, worthy Brazilians, full of patriotic faith, capable of doing any-
thing for the aggrandizement of Brazil, immaculate, incorruptible
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characters. . . (Text 1.6)

On the other hand, the propositions based on the ‘infantilized’ represen-
tations aim at greater control of these bodies, as ethnic cleansing. A signif-
icant part of the Eugenics movement believes that implementing strategies
of “cleaning ” the population alone would take care of the problem in the
long term. Here come the proposals for compulsory sterilization and the pro-
hibition of marriages between different classes/races.

Discussion and Final Considerations

The eugenic ideals, although they were not homogeneous, oriented, to a
large extent, as the lowest social strata should be governed. The criminal-
ization of Cannabis, as a movement primarily carried out in Brazil by actors
linked to the eugenics movement, demoralizes, criminalizes, controls, and
tries to exterminate part of the culture of black and poor people.

We can highlight the lasting effects of the transatlantic slave trade, the
institution of slavery, and colonization, as the entire process of production,
circulation, and consumption of a good (and its market) was criminalized
as a way of structuring colonial power relations (Mignolo, 2008) in the daily
life of a population. The Eurocentric Colonial idea of race, and the dualistic
evolutionism it entails (Quijano, 2005), has been put to work by the eugenic
movement in Brazil through the criminalization of Cannabis and the cultural
worlds it was involved, creating representations of users and proposing strate-
gic actions that are the roots of a movement that until today promotes the
violent control and genocide of poor and black peoples.
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Well–being at the Intersection of
Class and Outsider–status:
Consumption of Migrant Labor in
Subsistence Marketplaces

Sujit Raghunathrao Jagadale Indian Institute of Management Amritsar

Poverty is about people’s limited resources and maintaining their social
and individual worth as humans (Varman et al., 2022). This juggling to pre-
serve their worth as human and bare minimum dignity define their well–being
(Jagadale et al., 2021)(Sirgy, 2021). It sets poor prosumers apart from their
privileged counterparts (Varman et al., 2022). This ethnographic research
delves deeper into the lives of migrant laborers in India to explore how their
well–being is shaped by their negotiating dual status, viz. lower–class and
outsider.

Migrant laborers are casual and unskilled workers who move from one
region to another, offering their services on a temporary, usually seasonal,
basis. India is home to more than 450 million internal migrants (Dandekar &
Ghai, 2020), primarily drawn from the lower rungs of social hierarchy (class
and castes). These laborers face multiple vulnerabilities, including economic
hardships, inadequate healthcare, food insecurity, inhumane living condi-
tions, etc. Moreover, they are victims of prejudice and exclusion due to their
dual status as lower class and outsiders. They ought to negotiate this duality
to live a dignified life. However, this duality unfolds in the context that the
employer controls. Interestingly, employers do not just control the point–of–
production but also control the physical, social and cultural lives of migrant
laborers.
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We, in this research, investigate how the parties involved (viz., employer
and employee) dyadically negotiate these dual boundaries. We use the
boundary theory, which posits that the people create, maintain, and change
boundaries to simplify the world around them (Ashforth et al., 2000), to un-
pack this duality. And further, examine how it conditions well–being by con-
trolling migrant laborers’ ability to carve out autonomous and dignified life
for themselves. Thus, in–turn shaping their well–being.

We, in this work–in–progress, have conducted 12 semi–structured in–depth
interviews with migrant laborers and eight semi–structured in–depth inter-
views with their employees (McCracken, 1988). Our initial analysis suggests
that these dual boundaries are sometimes enforced and sometimes they
are dissolved. We further explore how the boundaries are enforced and
dissolved and how these conditions shape the well–being of marginalized
migrant laborers. Migrant laborers sometimes perceive these boundaries as
their destiny (unconditional acceptance). They refrain from overtly resisting
the socio–cultural ’subordination.’ However, they try to control the psycho–
social process of ’resistance’ to have the stable pathways to maintain their
dignity at work and improve their well–being in the longer run. Remarkably,
this boundary work becomes a collaborative process vis–à–vis an individual
cognitive process, as the established literature suggests.

On the other hand, employers employ strategies to limit the agency of
migrant laborers so that continued subservience can be created and main-
tained. It, essentially, does not allow migrant laborers to adapt to the host
culture; thus, they are forced to bear the outside status. This stigma of being
an outsider internally conditions migrant laborers to accept the term of their
employment, though unfair.
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Introduction

The COVID-19 pandemic disrupted the lives and well-being of millions, with
negative outcomes ranging from anxiety to suicidal behavior (Pramukti et
al., 2020). Not surprisingly, in the post-Covid ‘new normal’, quality of life
(QoL) and mental well-being are assuming greater importance. In this re-
gard, the beneficial effects of human-nature engagement are well estab-

171



lished (Bertram & Rehdanz, 2015; Kunchamboo et al., 2021). Greater interest
in QoL supports growing interest in ‘nature-based’ solutions (NBS), defined
as “actions to protect, sustainably manage, and restore natural or modified
ecosystems, that address societal challenges effectively and adaptively, si-
multaneously providing human well-being and biodiversity benefits” (IUCN,
2022, p. 1). NBS are in effect systems interventions inspired by, supported by,
or copied from nature; drawing on natural capital and a dual logic of bio-
diversity and community engagement (European Commission, 2015). NBS
interventions include both artefacts (urban forests, green corridors; green
roofs, urban wetlands) and the actions required to deploy one or more NBS
to solve a particular problem (Castellar et al., 2021). In urban environments
NBS has potential to support QoL in multiple ways: “Creating green roofs and
walls and planting trees in cities can moderate the impacts of heatwaves,
capture storm water and abate pollution. Such measures also have positive
outcomes for mental and physical health.” (University of Oxford, n.d., p. 1).
Reflecting the importance of QoL in macro-marketing research (Ekici et al.,
2021), NBS’ potential to improve mental well-being suggests a fruitful area of
study in the post-COVID era.

Recognizing the social benefits of NBS, policymakers provide support through
initiatives such as the European Union’s Urban Green-UP project (European
Union, 2022). However, one controversial issue for policymakers and for re-
search is how QoL outcomes might be measured. To address that shortfall
in knowledge, this research asks the questions: How can nature-based solu-
tions systematically support greater urban QoL? How might systems effects
be measured? Building on Shultz et al.’s 2017 work on QoL measurement
frameworks, and Kennedy’s 2016, 2017 work on macrosocial marketing, the
work extends current macromarketing knowledge about the social and en-
vironmental impact of NBS interventions.

The logic for Nature-based Solutions

The relationship between nature and human well-being is well-established.
In general, studies focus on the impact of nature related activities on indi-
vidual wellbeing, across various age and health states (Coventry et al., 2021;
Kabisch et al., 2017). The studies identify linkages between nature-based ac-
tivities and increased life satisfaction (Bertram & Rehdanz, 2015), attention
restoration (Berman et al., 2008), improved mood, lowered anxiety levels (Ul-
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rich et al., 1991), and pro-social behavior (Spano et al., 2020). For example,
green spaces comfort children who have experienced trauma (Touloumakos
& Barrable, 2020); and enhance pro-social behavior in young people (Putra
et al., 2021). Gardening reduces stress, depression and anxiety both in the
general population (Howarth et al., 2020) and psychiatric patients (Vuj?i? et
al. 2017). Engaging in nature benefits groups ranging from at-risk youth (Bow-
ers et al., 2021) to ecotourists ((Han et al., 2020; Kunchamboo et al., 2019). In
short, NBS provides enhanced social outcomes and QoL across a wide range
of social groups and situations. NBS can thus be framed as a macrosocial
marketing intervention (Kennedy, 2016, 2017; Kennedy & Parsons, 2012) di-
rected at supporting QoL, and recognizing that human lives are inseparable
from air, water, soil and natural surroundings.

However, supporting calls for greater attention to systems research in macro-
marketing (e.g. Layton, 2019; Wooliscroft, 2021) insight into wider systems
effects of NBS is lacking (Bowler et al., 2010; Seddon et al., 2021). A non-
systemic focus is problematic. For example, while tree planting seems uncon-
troversial, planting non-native species and monocultures can reduce biodi-
versity. Also, NBS can be “co-opted for corporate greenwashing” (Seddon
et al., 2021, p. 1529). In other words, deliberate of inadvertent misinformation
and inflated claims can be made about the beneficial effects of particular
interventions. Greenwashing is problematic as it can lull communities into a
false sense of security, and create distrust and suspicion, thus impeding nec-
essary change (Siano et al., 2017). The challenge, however, is in providing a
framework that provides reliable and trustworthy outcome measures for NBS.
To that end, Shultz et al.’s 2017, QoL framework addresses that issue by sug-
gesting a set of indicators capturing geography, environment, location, and
population. This study builds on that framework by offering a more compre-
hensive and detailed set of measures.

The current research

The current study aims to provide a practical, actionable a systems-based
measurement approach of NBS outcomes, currently lacking. We draw on
data from a current European Union project, URBAN Green-UP (UGP), study-
ing NBS interventions in European cities. Three groups of cities (pioneers,
followers and adopters) provide a rich database. Three pioneer cities im-
plemented and evaluated physical NBS interventions. Five follower cities
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learned from the pioneers. Finally, 24 adopter cities will learn from pioneers
and followers. While we are still in the early stages of designing this ambi-
tious project to best inform our research questions, our intention is to draw
on a pioneer city as a pilot case study (Goffin et al., 2019) to evaluate the
preliminary measurement approach we have developed based on the liter-
ature. As systems outcomes of NBS implementations are complex, dynamic,
multi-faceted phenomena occurring over time, case-study is an appropriate
approach (Yin, 2013). Our objectives are twofold: (1) To clarify the nature
and scope of NBS; (2) To devise a measurement approach that will provide
a trustworthy approach to evaluating the contribution of NBS to both social
and natural systems.

Conclusion

Our research contributes a systems perspective of NBS measurement, ad-
dressing current gaps in knowledge. The outcomes of our work will sup-
port policymakers by providing a reliable and trustworthy means of evalu-
ating NBS proposals and outcomes. The need for NBS and for actionable,
practical and reliable systems-based measurement frameworks is urgent in
view of rapid urbanization and climate change (IPPC 2021). Addressing the
disconnect between current practices and current realities is becoming in-
creasingly urgent for three reasons: First, the Hobbesian problem that lack of
knowledge and hence fear of the natural world is one of the driving motiva-
tions for its destruction (Blits, 1989). Greater insight into the impact of nature
in human wellbeing is vital if we are to avoid the destruction of ecosystem
services. Second, as taxpayer funding is directed at NBS providers, policy-
makers require insight into payback from proposed interventions to ensure
effective disbursement of funds, particularly as QoL outcomes are difficult
to evaluate through accepted (non-systems oriented) policy evaluation ap-
proaches (Shove, 2010). Finally, and more broadly, the potential of NBS to
achieve wider social and environmental sustainability outcomes is a promis-
ing and positive direction, in view of the current climate emergency (IPCC,
2021) and social inequality concerns (Stiglitz, 2012; Varey, 2013). Overall,
greater knowledge of NBS is required to support more effective and more
equitable infrastructure investment decisions. To that end, we look forward
to sharing our preliminary findings.
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In this study, we explore how consumers’ protracted vulnerability influ-

ences and is influenced by their experiences in the marketplace. While

extant macromarketing research has drawn much-needed attention to

consumers’ physical, cognitive, and behavioral impairment as factors in-

fluencing vulnerability, mental health has yet to emerge as a focal point

in this literature. Focusing on college students’ mental health, we ask

how students experience and understand college as they navigate the

demands of mental illness and, crucial to our macromarketing lens, inter-

rogate the current and potential role of colleges as marketplace actors

in this context. Our data come from 25 semi-structured interviews with

students at a small college in the American Midwest, each of whom self

identifies as experiencing anxiety and/or depression. Our hermeneutic

interpretation of these narratives finds evidence of an ambivalent form
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of place attachment that, complicating previous research on place at-

tachment, shows the positive and negative aspects of students’ relation-

ship with their college amid the broader context of their mental health

concerns. Conceptually, our findings bridge and expand upon research

on consumer vulnerability and place attachment. Practically, our find-

ings can guide students, higher education administrators, and policy-

makers in making micro- and macro-level decisions that affect daily life

in college. They can also aid other actors interested in managing mental

health in additional contexts, at scales ranging from individuals to com-

munities.

Keywords: mental health, consumer vulnerability, place attachment, higher
education

Vulnerable consumers, broadly speaking, are those whose social loca-
tions are found to restrict their choice and agency (Baker et al., 2005). Para-
doxically, marketing both reduces and contributes to consumer vulnerability
(Shultz & Holbrook, 2009). While Pavia and Mason (2014) have drawn much-
needed attention to consumers’ physical, cognitive, and behavioral impair-
ment as factors influencing vulnerability, mental health has yet to emerge as
a focal point in macromarketing research. This gap, notable considering the
global mental health crisis has only worsened in the ongoing COVID-19 pan-
demic (Figueroa & Aguilera, 2020), raises questions surrounding the interplay
of institutions, vulnerable consumers, and the social norms that guide them.

In this study, we explore how consumers’ protracted vulnerability influ-
ences and is influenced by their experiences in the marketplace. Focusing
on college students’ mental health, we ask two research questions. First,
how do students experience and understand college as a physical and so-
cial space as they navigate the demands of mental illness? And, second,
what is the current and potential role of colleges as marketplace actors in
this context? In answering these questions, we find evidence of an ambiva-
lent form of place attachment that, complicating previous research (e.g.
Borghini et al., 2021; Debenedetti et al., 2014; Eroglu & Michel, 2018), shows
the positive and negative aspects of students’ relationship with their college
amid the broader context of their mental health concerns.

Our findings can guide students, higher education administrators, and
policymakers in making decisions that affect daily life in college. They can
also aid other actors interested in managing mental health in additional
contexts, at scales ranging from individuals to communities. In this way, our
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micro-level data have macro-level ambitions: we envision a marketplace
that is more welcoming and supportive to those with mental illness. In the fol-
lowing pages, we first provide an overview of our theoretical framework and
research context. We then describe our research methodology and meth-
ods, and present our findings. Finally, we discuss the implications of this study
and offer recommendations for using and building upon our work.

Mental health as vulnerability

Conceptualizing vulnerability has been a multi-decade task for macromar-
keting research. An integrative view sees vulnerability as the sum of two
components: a transient, state-based component, and a systemic, class-
based component (Commuri & Ekici, 2008). An example of the former would
be those who are experiencing grief, while an example of the latter would
be visually impaired consumers. Calling an individual or group “vulnerable”
is a political task that requires macromarketers to recognize that while some
groups are more likely than others to be vulnerable, individuals may experi-
ence this vulnerability in different ways across time (Commuri & Ekici, 2008).
In this study, we identify mental illness — defined as health conditions involv-
ing changes in emotion, thinking, behavior, or a combination thereof that
impacts functioning in school, work or family activities (American Psychiatric
Association, 2018) — as a source of vulnerability that varies depending on
individuals’ ability (and privilege) to manage their symptoms.

Speaking broadly on the topic of disability, which includes mental illness,
Pavia and Mason 2014 extend consumer vulnerability theory by asking what
it means to inhabit a body that fails normative expectations. Their model
has three dimensions. First, whether the situation leading to vulnerability can
be remediated. Second, whether the situation leading to vulnerability has a
clear end point in the near future. And third, whether the situation leading
to vulnerability is static in its challenges. We argue that challenges related to
mental illness are not always straightforward and resolvable. Indeed, while
this may be the case theoretically, market-based factors often complicate
the identification, treatment, and ongoing management of mental illness,
thereby potentially increasing the intensity and duration of vulnerability. This
complexity is an inherent part of vulnerability, in that vulnerable consumers
may not understand their preferences and/or lack the knowledge, skills, or
freedom to act on them (Ringold, 2005; Shultz & Holbrook, 2009). This means
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the micro-level phenomena characterizing vulnerable consumers’ everyday
lives are inextricably tied to the marketplaces in which they live, work, and
study.

To this end, mental health is a major concern for college students and the
institutions that host them. As early as the 1920s, researchers have noted stu-
dents’ stress in postsecondary educational environments (e.g. Groves, 1929).
When students enter college, they face a level and type of stress that may
exacerbate or lead to mental illness (Dalton & Hammen, 2018; Duffy et al.,
2019; Jones et al., 2018; Kumaraswamy, 2013; Xiao et al., 2017). Students
are particularly susceptible to generalized anxiety disorder (GAD) and ma-
jor depressive disorder (MDD), which have been on the rise on 340 Ameri-
can campuses between 2010 and 2015 (Xiao et al., 2017). More recently, in
the Chronicle of Higher Education (2019), the Provost at Stanford University
called mental health the single highest priority and most compelling need
on its campus.

Anxiety consists of excessive or persistent worry, followed by restlessness or
fatigue, which can lead to a lack of concentration and sleep-related prob-
lems (Cuijpers et al., 2014). Depression consists of feelings of sadness, empti-
ness, hopelessness, lack of interest or pleasure in activities one previously en-
joyed, weight loss, feelings of worthlessness, and suicidal ideation (American
Psychiatric Association, 2020). Mental illness poses a major threat to student
GPA; thus, academic success, and the individual and societal prosperity that
can follow, depends on mental health (Duffy et al., 2019). Poor mental health
is a cause in either lapses of enrollment or discontinuation of enrollment (Lip-
son 2019). Thus, resources to meet students’ mental health needs can have
a positive effect on student enrollment and retention (Duffy et al., 2019).

Unfortunately, students looking for mental health services on and off cam-
pus often face difficulty navigating this marketplace. Barriers to accessing
help include long waitlists at student health service centers, prohibitive costs
and linked to institutional and structural policies, as well as resource shortages
(Dunley & Papadopoulos, 2019; Eisenberg et al., 2007; Lumpkin, 2020; Paul,
2020). These barriers disproportionately affect visible minorities and those of
low socioeconomic status (Fernandes, 2019). Additionally, stigma surround-
ing mental illness and seeking help stemming from cultural background, ge-
ographic location, race, and gender, are pervasive throughout American
society and act as a deterrent for many Americans against seeking and re-
ceiving treatment (Thornicroft, 2008). Such lack of inclusion, access, and ac-
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commodation characteristic of marketplace omission (Bennett et al., 2016)
troubles a straightforward story of mental health on campus and necessitate
solutions that consider the complex, dynamic, and often unresolvable nature
of vulnerability at multiple scales of analysis.

Campus as a physical and social space

While there are many potential ways of studying students’ mental health and
vulnerability, in this study we focus on how these phenomena interact with
the college campus. As a physical and social place, a campus is buildings
and landscaping but also people and community. Following marketing and
consumer research on space and place (e.g. Bitner, 1992; Castilhos et al.,
2017; Sherry Jr, 2000; Yakhlef, 2015), we acknowledge the importance these
entities play in a consumption experience, as well as consumers’ well-being.
Space and place also have the power to affect change beyond the trans-
actional. For example, commercial environments, such as coffee shops, can
provide comfort and a sense of belonging those who may otherwise lack so-
cial support (Rosenbaum, 2006; Rosenbaum et al., 2007). Some researchers
argue that marketers have a responsibility to understand vulnerable con-
sumers, such as those who are disabled, in order to design environments that
meet their needs (Beudaert et al., 2017). For example, for visually impaired
consumers, marketers can use bright colours and bold lettering to improve
navigation (Yu et al., 2015). How, then, can colleges create a campus that
supports students whose experiences and needs veer outside what is “nor-
mal” or assumed?

Place attachment theory provides a focus to the marketing literature on
space and place. This literature is related to interpersonal attachment the-
ory, as formulated by Ainsworth (1967) and Bowlby (1969/1982), which fo-
cuses on person-to-person bonding. Researchers propose an innate psycho-
logical system that regulates proximity to an “attachment figure” — a spe-
cific person who provides an individual with security and comfort in the face
of threats and, at the same time, facilitates their growth. While place attach-
ment and interpersonal attachment theories have evolved separately, they
maintain a level of similarity wherein people are said to be able to develop
bonds with places as attachment figures (Scannell & Gifford, 2014).

Adopting place attachment theory, Debenedetti et al. (2014, p. 913) find
that consumers “frequently refer to their treasured [commercial] places as
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safe havens that provide comfort, support, and shelter.” The authors argue
that feelings of security contribute to feelings of homeyness (i.e., place at-
tachment) alongside familiarity and authenticity. Here, security consists of
dimensions — physical, social, and symbolic. This means that one might feel
safe from physical harm, surrounded by comforting social ties, and generally
possess the feeling that a space protects them from the outside world.

Elsewhere, marketing scholars explore negative person-place bonds. Borgh-
ini et al. (2021) show that place attachment can be unstable and imperma-
nent, and that this uncertainly can be interpreted as integral and comple-
mentary components of attachment. Eroglu and Michel (2018) find what
they call a “dark side” of place attachment wherein consumers may feel a
loss of freedom in their favorite stores and ultimately reduce or avoid their pa-
tronage over time. Pertinent to the present research context, research out-
side marketing shows that place attachment is linked to identity as first-year
college students attempt to transition to new surroundings (Chow & Healey,
2008). Still, missing from this research is an explicit link between consumer
vulnerability and place attachment. Our research combines these theories
in an attempt to understand how person-place bonds form (or not) when
consumers’ agency and power may be restricted in complex, protracted
ways.

Research methodology and methods

This study is guided with hermeneutics, a philosophy and practice of interpre-
tation that has a long history in both consumer and health-related research
(Arnold & Fischer, 1994; Moules et al., 2015; Thompson et al., 1994). This ap-
proach has the goal of generating a rich understanding of a topic rather
than exploring relationships between variables (Moules et al., 2015). Since it
privileges interviews as a way of giving voice to marginalized actors (Watrous,
2018), we employed in-depth, semi-structured interviews as a cornerstone of
this study.

Specifically, we conducted 90-minute interviews with 25 students who have
been diagnosed with anxiety and/or depression (see Table 1 for a summary
of their key characteristics). Each student selected a pseudonym, which is
used in the text to protect their privacy. These students all attend the same
small, private liberal arts college in the American Midwest. We recruited
these participants through posters placed throughout campus, calls for par-
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ticipation on social media, and emails from professors. The participants have
all attended this college for two or more years, which gives them ample ex-
perience on which to reflect. They come from a variety of racial and ethnic
backgrounds, and but are mainly from the Midwest. Twenty-three partici-
pants identify as women, one as a man, and one as questioning. While we
did not intend to recruit mainly women-identifying participants, this sample
reflects gender-based differences in mental health, with men higher stigma
perceptions than women (Schroeder et al., 2021). Participants’ similarity as-
sists in the hermeneutic goal of a generating a homogenous sample of par-
ticipants who can speak to the research phenomenon (Moules et al., 2015).

During the interviews, we asked students about their impressions of the
college and their experiences with mental illness. We asked them to de-
scribe how they have been managing their mental health, and how the col-
lege is implicated in this process. Finally, we asked them to draw, label, and
narrate a map of the campus and a second map of the surrounding city in
relation to the campus. This process, rooted in geography, aimed to spark
insights about students’ use and understanding of the physical and social
world around them (Peluso, 1995). Given the open-ended, unstructured, and
iterative process of data interpretation under hermeneutics, we approached
our textual and visual data by comparing the individual maps and interviews
to each other and then connecting them to see how they contribute to our
understanding of the research topic. In so doing, broad themes emerged,
which we detail below and support with exemplar quotes. We hope our in-
terpretation, shared below, “rings true” to those who have had experiences
similar to our research participants (Moules et al., 2015) and, as a result, that
it can help colleges better support students’ mental health for the benefit of
all stakeholders.

Findings

Our participants detail a mixed relationship with and understanding of their
campus. They can ably cite many positive things about being a student on
this campus, but when conversation turns to their mental health, this positivity
is diminished. We see that the bonds they develop with their campus are
largely linked to the support they receive (or don’t receive) in dealing with
mental illness. Stigma and campus mental health services are two barriers to
seeking and receiving adequate help, and students voice concern that the
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college is not “on their side” when it comes to managing their mental health.
Mental illness places many demands on their time and energy, even when
students have ample support and the means with which to attain it.

These findings have direct links to the place attachment literature. In par-
ticular, we see evidence of both positive and negative place attachment
characteristic of ambivalence, referring to mixed or contradictory feelings.
While authors like Manzo (2005) acknowledge the existence of ambivalent
place attachment, the interplay between consumers’ security and insecu-
rity in our data allows us to demonstrate the formation and consequences
of ambivalent place attachment with a nod to developmental psychology
(e.g. Ainsworth, 1967; Bowlby, 1969/1982). We note that our participants’ ex-
periences vary across time and space, contributing to an uneven story of
their bonds with campus. Thus, we answer Debenedetti et al.’s (2014) call to
explore the spatial and temporal dimensions of place attachment by finding
that place attachment develops over time through the acquisition of new
experiences and knowledge, and calcifies with memory and nostalgia. We
also complicate Borghini et al.’s (2021) findings related to place detachment.
Since our participants are not able to seamlessly leave one college for an-
other, nor would they necessarily want to, we see this ambivalence interact
with their restriction of movement. Below, we address our findings in greater
detail.

Changes across time and space

Our data show how students’ experiences of college as a physical and so-
cial entity develops over time. This process takes place as students collect
new experiences and knowledge, and emerges in their narratives in the form
of memory and nostalgia. First impressions of the campus are particularly
strong. Participants recall visiting campus for the first time, often with a tour
guide, and responding positively to the campus environment characterized
by old buildings, greenery, and a friendly, community-type environment. De-
scribing her first impressions, Amber, in what is typical of our research par-
ticipants, says, “I thought [the campus] was beautiful. I loved it as soon as
I got there. I think it was fall so it was just super pretty, trees everywhere.
Gorgeous. . . And it was during the fall semester so there were students every-
where. I just thought it was lively and full of life.”

In sharing these memories, students draw on the emotions they remember
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feeling at the time, as well as what we identify as “scripts” relayed through
the campus tour office. Dorothy parlayed her first impressions of the college
into a script of her own. She says, “The thing that sticks in my head and
the things I always tell families is that I immediately felt like I had friends.”
In this way, such first impressions are a product of firsthand experience and
discourse mediated by the college itself.

Despite evidence of marketing language in their speech, participants
also show how they have settled into campus life once they had started their
studies. Their anecdotes reference an affection for both the physical and
social environment that speaks to how they have come to know and under-
stand the campus over multiple years via the everyday habits and seasons
that mark college life. For example, Ash knows that she can decompress
in her team’s office because it is typically a student-only space so she and
her teammates can talk freely. Similarly, Lynn knows where to go on campus
according to mood:

I would say definitely on, when I’m having a bad day or, you know,
I don’t want to be here, I will gravitate towards, usually [Building
A] or [Building B] cause there’s like nobody ever in there and, you
know, those are places that I’m really familiar with. I’ve taken a
lot of classes in there. I’ve worked in those buildings. Definitely
there, because they’re almost always empty. It’s just a calming
atmosphere and that peacefulness of like, I’m the only one here
and, you know, just, it’s, it can feel like a reset for me sometimes.

The small, contained campus is considered a known entity in a safe, subur-
ban city, so participants describe its familiarity, comfort, and safety. Elizabeth
says:

I love our campus. I love it so much. I feel so comfortable here.
I feel safe here. I love in the fall especially when the leaves are
changing and then in the spring when the trees get those little
white flowers on them. We live so close to downtown. . . but I am
still here all the time just because I’m so comfortable here.

Participants also reference the social aspects of campus life that enhance
these qualities, be it strong social ties, friendly classmates, or the “small world”
feeling of walking across campus and seeing people they know. For exam-
ple, Blair says that because the campus is small, she knows most people and
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has someone she can go to if needed, whether it’s a student, faculty mem-
ber, friend, or “just someone you know you’ve met from going to the coffee
shop down the street several times.”

Participants’ general affection for campus is indisputable. However, their
enthusiasm is tempered when discussing how their mental health relates to
their experience as students. A theme, here, is that while the campus may
indeed feel familiar, comfortable, and safe, this is understandably a gener-
ality that does not or perhaps cannot encompass every room, building, or
section of campus. For this reason, Ajax’s anxiety ramps up in “new territory.”
Similarly, certain routines and seasons can also come to be associated with
unpleasant memories, but Emma’s story demonstrates how mental illness has
colored her relationship with the campus in general. Despite having when
she calls a “team” of professionals to help her with her anxiety and depres-
sion, she says:

My whole college career I was battling with my mental view and
it kind of tarnished my view of campus. . . it is really a pit of dread
and uncomfortability [when I walk around campus] because I feel
like there’s very few spaces on campus where I feel safe. When
my roommates have people over, I feel trapped, and I don’t have
places to breathe. I would explain as a pit or a cloud that hangs
over too.

In this way, the same routines and seasons mentioned above engrain in
participants a sense that certain parts of campus, or certain people on cam-
pus, are safe or unsafe. The social and financial capital that can help build
robust on and off campus support networks are not cure-alls.

Coping with the demands of student life

Mental illness presents students with multiple challenges for completing their
studies. Participants are not uniform in their attitudes and practices regard-
ing help seeking. While several participants have vast support systems both
on and off campus, others report a hesitancy to ask for help and admit to
not knowing help is or was available to them. First-generation student Aleida
says, “I never knew that because I have mental illnesses that I could be ac-
commodated for. So, throughout all my college years I didn’t even say any-
thing.” However, she has developed positive relationships with her professors,
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whom she says “see her” and want to support her. Bunny had a hard time
asking for help because she was concerned she would be judged for her
problems, and she has also had issues with her parents judging her for think-
ing she needed help. This tension is an example of the obstacles students
face in seeking help.

Most participants, however, speak to having identified professors who are
empathetic towards their mental health challenges, but they also empha-
size that this empathy is not universal. While some students seek help from
professors they have gotten to know over time, others speak to the ways
different disciplines (are perceived to) approach student mental health. In
keeping with these uneven impressions, participants report strategies for talk-
ing to professors about mental health that belie their past experiences with
such conversations and imbalance of power inherent in such relationships.
Abbey has a hard time asking for help, especially when it comes to talking to
people above her, but once when she felt overwhelmed and told a profes-
sor about her anxiety, “he handled it well” and helped her by adjusting her
workload. She says she had to take a Xanax beforehand because she “was
so incredibly nervous to talk to him.” This example speaks to the relief that
can come from asking for help but, equally, the stress that can exist around
it. It also speaks to our finding of ambivalence in that a single interaction
— and the place-bound security and insecurity it represents — was both a
stressor and a relief.

Other participants voice concerns that their mental health is not the re-
sponsibility of professors, or detail negative experiences seeking help that
have stopped them from asking for help again. Lee says he doesn’t talk to
professors about mental health: “I just don’t want to, I don’t really know how
to bring it up, I don’t know. I don’t have a reason to either,” while Lynn says
that if you talk about your mental health with a professor, “Sometimes profes-
sors will just be convinced that you’re lazy or irresponsible even though that’s
not always the case.”

These experiences can lead to maladaptive coping strategies. For exam-
ple, Gen says her social anxiety prohibits her from speaking in class, which
affects her grades when there is a participation component to the class.
While some professors have been understanding, others appear less so. As
a result, she says, “There have been many instances where I’ve just taken [a
low grade] on participation grades, and I don’t even care about them at
this point. I care more about my own sanity than a participation grade in a
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class but before I used to stress about that so much.”
The college’s “early alert” system allows professors to send administrators

notes regarding students who may be having trouble for any number of rea-
sons, including mental illness. While an early alert can shock or even anger
a student, our data show that ultimately the experience can be beneficial
because students learn that there are people trying to help them. Abbey
says an early alert led to her having meetings with counselors on campus,
which she ultimately found helpful, but initially, she says, “I was mad that I got
an early alert sent in on me.”

Similarly, participants speak of accommodations. Multiple participants re-
port having accommodations in place to help them with their coursework.
However, the way they use these accommodations speaks to both internal-
ized stigma and the stigma that pervades higher education. For example,
students with multiple accommodations will invoke only the accommoda-
tions that have less stigma attached to them, despite the fact that professors
are not privy, in college communication, to the medical reason for a stu-
dents’ accommodations. For example, Ajax came to this college in part be-
cause she knew she could access the kinds accommodations she needed
in high school. However, uses her accommodations for ADHD rather than
her mental health accommodations because she feels there is less stigma
around ADHD and professors will have less resistance towards it. She says
that in her freshman year a professor accused her of lying about her mental
health affecting her work. She says she knows that she is not alone in strug-
gling, “but it’s just the fact that I have been conditioned into thinking that
it’s my fault and that I should not burden anybody else with those problems.”
This anecdote shows the impact of “lessons learned” over time, but also il-
lustrates that a student can have a positive impression of a college that can
play out in less-than-negative ways in practices.

Accessing mental health services

Participants detail overwhelmingly neutral or negative impressions of and ex-
periences with the college’s mental health services. An equally daunting
finding is that the campus’s mental health services are considered, by some,
to be irrelevant. This finding emerged in conversation but was more glaring
in studying participants’ maps. Only two of the 25 participants identified and
labelled the college’s mental health services on their maps.
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Bunny went to see a campus counselor at the end of her first semester.
She was feeling very isolated and like there was no one she could talk to
about her problems. She had one session with a counselor, and she was told
that because campus health center’s calendar was full, they would help her
find care elsewhere. She now uses services at a nearby clinic and it is free
for her because she’s using it through the school. She says that later, “[The
college] did get back to me about having a counselor on campus but I was
okay with the one I had at the time.” This experience is somewhat positive
despite Bunny being sent away and feeling “a little bit rejected” about it —
here, we see ambivalence because Bunny finds a silver lining in her narrative,
but it is tentative given that it didn’t play out in a straightforward way.

This experience is common. Even if students manage to meet with a coun-
selor, they are also only allotted a certain number of visits. Participants quote
different limits of visits — anywhere from three to 10 — which speaks to a need
for clearer communication and education regarding campus mental health
services. At the end of her time in college, Eileen shares a lesson learned. Her
impression of the campus mental health services is an example of ambiva-
lence developed over time in that she knows the system is available, which
is good in theory, but as she has experienced it, is of limited utility — more of
a starting point than a resource to help you through college:

[The health center] was good. [It] is definitely a good place to start. It
is, it is very basic. . . I think that ’it is more like emergency therapy ’cause it is
only 10 weeks. But yeah, it is definitely a place to start. . . I like that they offer
[these services], but I think that’s a catch-all for everything. Like, go [there]
and everything will be fixed. It’s not a long-term solution, it’s more of a quick
kind of band aid. I think with mental health you need to start with those deep
conversations.

Students may also learn about mental health services through their friends.
Phoebe says she hasn’t used these services: “I’ve thought about it and I
have, I heard mixed reviews about it from my friends so I didn’t mess with it
or look into it really.” She says her friends have told her it’s not a long-term so-
lution and she wanted to be able to build a connection with someone and
not have to retell her story to multiple people. Still, she says, “reflecting on it
I probably should have used it and it was nice knowing that that option was
there.” This statement belies the guilt many participants exhibit when they
feel they “should be” managing their health in better ways.

While these experiences are negative, we did identify some positive im-
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pressions and experiences. Notably, participants are generally aware of the
services and commend the staff for taking steps to lessen the stigma around
mental health. Phoebe says, “I feel like they do a good job of not making
it stigmatized and they have an open conversation about mental health on
campus. I mean there’s events and I think [the staff do] a good job of adver-
tising their counselling even though some people don’t use it. (laughs) But
they definitely do a good job of advertising resources and different events
that can help someone with mental health.” Notably, these statements do
not reference or endorse the care provided.

Ambivalent relationships with the college

The positive impressions of the college outlined above are heartening, but
nonetheless not representative of the relationships students develop with the
college over time. Students’ ambivalence can have focal points, but it can
also be linked to a discourse that sees higher education as fundamentally
self interested, or somehow “above” students. For example, Dorothy says she
went to a counselor when she was at another college, but “I had this cynical
sort of, you’re an agent of the state, you’re working for the school. And I
was like, I don’t want this institution to know that I’m coming to you.” She
says she knows this is irrational and there is doctor-patient confidentiality, but
she felt strange talking negatively about the school to its own staff. Dorothy’s
intimate and outwardly connection with the campus — her map was among
the more detailed submissions — contrasts with her doubt that the school is
on her side.

Syd’s anxiety crystallizes around school. As a first-generation student who
has struggled with her grades, she does not believe she has a lasting place
on campus and this triggers her symptoms:” School has always been a trig-
ger. I have always had a hard time in school. It’s always, I am going to fail this
class, or this class is too hard. Then I am not going to get into a good college.
Now that I am in college, it’s now, I am going to lose my scholarships and
going to have to drop out.”

Emily’s relationship with the college tarnished when she had to pay to
withdraw from classes. She says:

This is going to be really specific to me but I had to withdraw for
a semester and it ended up costing me more money. . . So, I don’t
know if there could be some sort of medical clause that if you have
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to withdraw for medical reasons you at least don’t have to pay
more money. . . I get it if I lose what I already paid but are you really
going to take more money from me? Salt in the wound.

Lee discusses the “behind the scenes” part of campus that is different
from his first impressions. He says:

I don’t know, [my relationship with the college has] probably changed
a bit for sure. Just cause now I have a lot of history here and it’s
now more than just buildings and landscape. . . You get to actually
see the behind the scenes of some of the aspects. . . Just like so-
cial life and the college social life, I guess. Administration sort of
activities.

Emily and Lee’s statements are typical of students’ impressions that the
campus, while “home” in many ways, is still separate from them. The idea
of the kind of community they were drawn to upon first visiting the campus
becomes somewhat of an impossibility. This does not mean they will or even
want to drop out, or even change schools, it just means their attachment
to campus is more complicated than it once was. Their mental health is an
indisputable part of this bond.

Discussion

In this study, we linked theory on vulnerable consumers to theory on place
attachment. We initially asked how students experience and understand
college as a physical and social space as they navigate the demands of
mental illness. We also sought to understand the current and potential role
of colleges as marketplace actors in this context. By interviewing 25 col-
lege students with anxiety and/or depression, we found that the bonds stu-
dents develop with their campus are largely linked to the support they re-
ceive (or don’t receive) in dealing with mental illness. Students’ experiences
vary across time and space, contributing to an uneven story of their bonds
with campus. These findings contribute to the macromarketing literature in
two ways, which we outline below.
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Mental health and consumer vulnerability

In this study, we contribute to the literature on vulnerable consumers (Baker et
al., 2005) by expanding this group to include consumers with mental illness.
We provide an overview of the challenges they face in navigating higher
education, and highlight the tensions between their restricted agency and
economic power. This study adds to Pavia and Mason’s (2014) theoretical
extension of consumer vulnerability that asks what it means to inhabit a body
that fails normative expectations. Consistent with extant research on mental
health in higher education, we find that challenges related to mental health
are not always straightforward and resolvable. Indeed, while this may be the
case theoretically, market-based factors often complicate the identification,
treatment, and ongoing management of mental illness, thereby potentially
increasing the intensity and duration of vulnerability.

Vulnerable consumers may not understand their preferences and/or lack
the knowledge, skills, or freedom to act on them (Ringold, 2005; Shultz & Hol-
brook, 2009). Our study shows that stigma is one market-based factor that
stops students from seeking help or even recognizing the need to seek help.
Stigma also means some individuals who have the power to help, such as
professors, are not responsive. A second and related market-based factor is
resources, in terms of what is available, what students know about them, and
what students feel comfortable using. Our findings suggest that the safety
nets that colleges have created to support students with mental illness may
not be sufficient, nor are they approachable or well understood. In this way,
we add empirical support to Pavia and Mason’s (2014, p. 480) argument
that, “The market is unclear on what it means to be a functional consumer
or how to best support a less-than-fully autonomous consumer.” While this
information is disheartening, a point of optimism lies in the fact that mental
illness is, for many, manageable through a combination of therapy, medi-
cation, and social supports. Viewing these needs as we would any other
commodity, as we outline below, macromarketing research and empathetic
marketing practice has the power to address them.

Ambivalent place attachment

Enriching this contribution, we also identify vulnerability stemming from men-
tal illness as a factor in the development of person-place bonds. This finding
builds on extant place attachment research. Specifically, Debenedetti et al.
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(2014) explore how positive person-place bonds are initiated and consoli-
dated, specifically how feelings of security contribute to feelings of home-
yness (i.e., place attachment) alongside familiarity and authenticity. Else-
where, marketing scholars explore negative person-place bonds (Borghini
et al., 2021; Eroglu & Michel, 2018). In our study, we identified both positive
and negative person-place bonds that we view as evidence of feelings of
security and insecurity. A useful word to describe this phenomenon is am-
bivalence, referring to mixed or contradictory feelings. While authors like
Manzo (2005) acknowledge the existence of ambivalent place attachment,
the interplay between consumers’ security and insecurity in our data allows
us to demonstrate the formation and consequences of ambivalent place
attachment with a nod to developmental psychology (e.g. Ainsworth, 1967;
Bowlby, 1969/1982).

We show that ambivalent place attachment consists of the affect and
emotions, knowledge and beliefs, behaviors and actions that characterize
an individual’s fraught relationship with a place that may be characterized
as bittersweet. In so doing, we answer Debenedetti et al.’s (2014) call to ex-
plore the spatial and temporal dimensions of place attachment by finding
that place attachment develops over time through the acquisition of new
experiences and knowledge. We see this ambivalence emerge in partici-
pants’ narratives, which feature a tangle of rich memories and nostalgia.

These findings extend Chow and Healy’s (2008) research on early-stage
place attachment among first-year university students, and echo Fried’s (2000)
findings that safe havens may be important for marginalized groups and in-
dividuals who must cope with numerous stressors in their daily lives. Our data
also contain nuances related to scale ranging from specific rooms to whole
buildings to an entire campus to a neighborhood, indicating that “liking”
or “disliking” a place is a general statement that could be countered with
“which parts of it?” Finally, we also complicate Borghini et al.’s (2021) findings
related to place detachment. As college students are not able to seam-
lessly leave one college for another, nor would they necessarily want to, we
see their ambivalence interact with their restriction of movement (i.e., lack
of power). For many, life at college involves making the best of a less-than-
positive experience, rather than simply leaving.
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Moving forward

While this study has taken steps to address a key topic unfolding in the mar-
ketplace, we note some limitations. First, as mentioned, most of our partici-
pants identify as women. While we are adamant that our interview data pro-
vided rich interpretations that illuminate previously unseen aspects of daily
life with mental illness, we encourage macromarketing researchers interested
in mental health to consider how to include men and non-binary consumers
in this conversation, and believe methodological innovations may be nec-
essary to create the kind of research environment that will break through
the kind of stigma these individuals may be facing that prevents them from
coming forward with their experiences.

Second, and similarly, since vulnerable consumers, broadly speaking, are
those whose social locations are found to restrict their choice and agency
(Baker et al., 2005), we suggest researchers consider additional challenges
those with mental illness may be facing that can impact how they experi-
ence the marketplace. Indeed, as vulnerability may not stem from a straight-
forward, solvable problem (Pavia & Mason, 2014) we suggest studying how
mental health interacts with challenges such as financial constraints. We also
note that the students in our sample have elected to participate in this study,
which may indicate their differences from current students whose voices re-
main unheard. Further, our findings come from students who have been
able to stay in college despite their mental health concerns. Surveying less-
forthcoming students using more private means, such a surveys, or speak-
ing to those who have left college due to mental illness, will add additional
depth to this conversation.

Third, while participants’ reflections capture how their experiences with
and understandings of campus have evolved over time, we suspect that a
longitudinal study intentionally exploring these changes will complement our
findings. While we intentionally recruited participants who would be able to
speak to a long-term relationship with their campus, we suspect the stress
and excitement of adjusting to college would bring additional dimensions to
an understanding of college students’ mental illness. In our study, we showed
how students’ relationships with campus changed over time, but can only
illustrate this phenomenon in present-day anecdotes, rather than maps or
anecdotes that evolve over time. For this reason, we believe this line of work
may also illuminate a potentially dynamic nature of maps which, as shown
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in this study, are social constructs prone to change. We also suggest future
research explore additional educational contexts, such as large public insti-
tutions and those outside the United States.

With these limitations and future research directions in mind, we present
the implications of our work for higher education administrators, policymak-
ers, and marketers more generally. In terms of higher education administra-
tors, we return to a question we posed in our theoretical framework: how
can colleges create a campus that supports students whose experiences
and needs veer outside what is “normal” or assumed? Based on our data,
we urge colleges to allocate more resources to student mental health, and
to consider how these resources are communicated to students. While re-
sources are limited on most colleges, this is likely a situation where money
spent can increase retention and graduation thus not only providing a bet-
ter experience for students but also save money in the long run. Policymakers
can join in this process by, of course, funding such projects, but also consid-
ering how mental health affects student retention and success.

A considerable portion of student stress documented in this study came
from a mismatch between students’ expectations of what they wanted from
the college and what the college could offer. Many participants in this study
based their actions on misinformation or a lack of information. Moving for-
ward, students must know that college mental health services exist, but they
must also have ample information about the nature, duration, and quality
of such services. This is a project meant for marketing and communication
professionals that promises to stretch the boundaries of what we know about
attitudinal and behavioral change, but nonetheless is a clearly defined chal-
lenge with important implications.

More generally, marketers across a variety of contexts — including retail,
non-profit, and tourism — must acknowledge that consumers may appear
“fine” but may be negotiating hidden challenges that interact with sites of
consumption. This study shows that consumers’ experiences of even beloved
spaces can be rife with tension. In cultivating long-term relationships with
places, consumers with mental illness handle memories and nostalgia that
may be painful. How marketers interact with consumers, here, is worth con-
sideration. Returning to Shultz and Holbrook’s (2009) observation that mar-
keting can both reduce and contribute to consumer vulnerability, marketers
therefore have two paths from which to choose. Serving with empathy is
one path forward, as is considering whether and how the built environment
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adjusts to or forces consumer behavior. For those with mental illness, flexi-
bility in approaching a space may be what they need to create positive,
long-lasting ties.

Mental illness and the marketplace, as our study shows, are increasingly
intertwined. Consumer vulnerability stemming from mental illness is a com-
plex and protracted problem that may not always be solved with financial
and social capital. Lingering stigma has the effect of silencing those who
need help and misdirecting those who have the power to help. Despite
these challenges, we argue that studying this topic from a macromarketing
perspective can expose pathways for change as we consider what it means
to be vulnerable at multiple levels of analysis. We are fortunate to include stu-
dent voices in this research, which serves as a reminder that consumers can
work with more powerful entities to change their understanding and experi-
ences of a space for the short and long term, effectively creating a space
that represents a desired outcome (Taylor & Hall, 2013). The prevalence and
persistence of mental illness among college students presents an opportunity
to reimagine an institution that is not serving key needs. For this reason, here,
we care not only about the role of the campus in college students’ mental
health, but its potential role.

Table 1: Summary of participants’ key characteris-
tics

Pseudonym Demographic
details

Educational
details

Mental health
concerns

Abbey 21 Math and Edu-
cation

Depression

Female Senior Anxiety
White Eating disorder
Heterosexual
Illinois

Anna 20 Actuarial Sci-
ence and
Economics

Depression

Female Sophomore Anxiety
Asian

Continued on next page
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Table 1 – continued from previous page
Pseudonym Demographic

details
Educational
details

Mental health
concerns

Heterosexual
Illinois

Blair 21 Marketing Depression
Female Senior Anxiety
Caucasian/Hispanic
Heterosexual
Illinois

Dorothy 21 English and
Theatre

Depression

Female Senior Anxiety
White
Bisexual
Illinois

Elouise 21 Psychology
and Broadcast
Communica-
tion

Depression

Female Junior Anxiety
White Obsessive

Compulsive
Disorder

Heterosexual
Illinois

Lee 20 Behavioral
Neuroscience

Depression

Male Junior Anxiety
White
Heterosexual
Illinois

Lynn 22 Theatrical De-
sign and Tech-
nology

Depression

Female Senior Anxiety

Continued on next page
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Table 1 – continued from previous page
Pseudonym Demographic

details
Educational
details

Mental health
concerns

White ADHD
Lesbian
Illinois

Ash 19 Health Science Depression
Female Sophomore Anxiety
Caucasian
Asexual
Wisconsin

Phoebe 22 Psychology
and Sociology

Depression

Female Senior Anxiety
Heterosexual Eating disorder
Iowa

Ajax 21 English and
Film and
Screen Studies

Depression

Questioning Junior Anxiety
Caucasian ADHD
Lesbian
Illinois

Aleida 22 Spanish and
Gender and
Sexuality Stud-
ies

Depression

Female Senior Anxiety
Hispanic/Mexican-
American
Bisexual
Illinois

Amber 22 Marketing and
Communica-
tions

Depression

Female Senior Anxiety

Continued on next page
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Table 1 – continued from previous page
Pseudonym Demographic

details
Educational
details

Mental health
concerns

Caucasian
Straight
Illinois

Eileen 22 Art Education Depression
Female Senior Anxiety
Caucasian
Queer
Illinois

Bunny 20 Accounting
and Environ-
mental Studies

Anxiety

Female Sophomore
Caucasian
Asexual
Illinois

Elizabeth 22 Psychology Depression
Female Senior Anxiety
Caucasian
Heterosexual
Illinois

Emma 20 Psychology,
Gender and
Sexuality Stud-
ies, and Sociol-
ogy

Depression

Female Junior Anxiety
Caucasian Eating Disorder
Heterosexual
Illinois

Emily 23 Athletic Train-
ing and Be-
havioral Neu-
roscience

Depression

Continued on next page
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Table 1 – continued from previous page
Pseudonym Demographic

details
Educational
details

Mental health
concerns

Female Senior Anxiety
Caucasian Sleep Disorder
Bisexual
Illinois

Katie 21 Molecular
Neuroscience,
Philosophy and
IO Psychology

Anxiety

Female Senior Bipolar (De-
pressive type)

Caucasian
Bisexual
Illinois

Gen 21 Marketing and
Broadcast
Communica-
tion

Depression

Female Senior Anxiety
Caucasian
Heterosexual
Illinois

Elliot 21 Political Sci-
ence and
Economics

Depression

Female Senior Anxiety
Caucasian
and Asian
American Pa-
cific Islander
Bisexual
Illinois

Continued on next page
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Table 1 – continued from previous page
Pseudonym Demographic

details
Educational
details

Mental health
concerns

Lisa 21 Political Sci-
ence and
Gender and
Sexuality Stud-
ies

Depression

Female Anxiety
Caucasian
Bisexual
Illinois

Loretta 21 Communications
and Gender
and Sexuality
Studies

Depression

Female Senior Anxiety
Caucasian
Heterosexual
Illinois

Syd 20 Business Man-
agement and
Marketing

Depression

Female Sophomore Anxiety
Caucasian
Unsure
Illinois

Star 21 Global Studies
and Middle
Eastern and
North African
Studies

Depression

Female Senior Anxiety
Middle Eastern
and Cau-
casian

Obsessive
Compulsive
Disorder

Continued on next page
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Table 1 – continued from previous page
Pseudonym Demographic

details
Educational
details

Mental health
concerns

Heterosexual
Illinois

Student X 22 Interactive Me-
dia Studies and
Journalism

Depression

Female Senior Anxiety
Asian Ameri-
can
Lesbian
Illinois
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The many faces of the current global crisis — environmental conflicts, cli-

mate change, growing inequality, etc. — put into question the current

neoliberal economic model and spurs the quest for new values and alter-

natives for a more sustainable lifestyle. But what does, indeed, ‘sustain-

able development’ mean? In this theoretical article, we will demonstrate

that this term has acquired various meanings over time, up to the point

that some authors considered it a meaningless oxymoron. The purpose of

the current essay is to discuss the concept of ‘sustainable development’

from a decolonial perspective, unveiling the dilemmas and contradic-

tions of the dominant paradigm.

Keywords: Decolonialism, Sustainable Development, Environmental Jus-
tice, Degrowth, Buen Vivir.

Introduction

There is no doubt that the complex and systemic crisis we face today threat-
ens both the survival of our species and of the planet itself. The many faces
of this crisis — environmental conflicts, climate change, growing inequality,
etc. — put into question the current neoliberal economic model and spurs
the quest for new values and alternatives for a more sustainable lifestyle. But
what does, indeed, ‘sustainable development’ mean? In this theoretical ar-
ticle, we will demonstrate that this term has acquired various meanings over
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time, up to the point that some authors considered it a meaningless oxy-
moron (Mignolo, 2016; Redclift, 2005; Vásquez-Fernández et al., 2020).

The purpose of the current essay is to discuss the concept of ‘ sustainable
development’ from a decolonial perspective, unveiling the dilemmas and
contradictions of the dominant paradigm. It is important to disclaim that
the author does not have a decolonial epistemology, so, departing from the
dominant paradigm as the basis, my proposal is to use decolonial lens to pur-
posely seek for antagonist points of view and then reflect upon the following
question regarding the ‘sustainable development’ proposal: Between being
a meaningless oxymoron or a one size fits all proposal, is there a middle path?

The historical background of the ‘Sustainable devel-

opment’ concept and its main criticisms

Part of today’s common language, the term ‘sustainable development’ has
its origin in an initiative led by the United Nations. In 1983, the UN commis-
sioned Norwegian’s Prime Minister, Gro Harlem Brundtland to coordinate a
World Commission on Environment, with the purpose of creating a global
agenda to discuss the impacts of the economic development on our planet’s
deterioration. In 1987, the Commission publishes the document “Our Com-
mon Future”, also known as the Brundtland report, which states the original
definition of ‘sustainable development’: “to ensure that it meets the needs
of the present without compromising the ability of future generations to meet
their own needs” (World Commission on Environment, 1992, p. 9). Since this
moment, the concept started to be employed initially within public policies
speeches and then, has spread itself to the academia, corporate environ-
ment and finally, it arrived to mainstream(Lima et al., 2020; Redclift, 2005;
Vásquez-Fernández et al., 2020).

It was during the ‘Earth Summit 92, held in Rio de Janeiro, Brazil, that the
big corporations entered in this discussion, through the Business Council for
Sustainable Development initiative, bringing the environmental agenda to
center of their business strategies. As key themes such as clean technolo-
gies, certifications, and green consumption emerge as corporate responses
to environmental issues, the range of topics that surround the ‘sustainable
development‘ concept expands (Redclift, 2005).

With the involvement of the social science disciplines, another aspect
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was incorporated to the ‘sustainable development’ concept. Originally re-
stricted to environmental economy, the term discussed mainly the needs,
specially human needs, and when the political discussion is included, the is-
sues began to involve human rights and debates about power and inequal-
ities, for example. Redclift (2005) interestingly argues that in many occasions
this more politicized speech is used uncritically, as pure rhetoric, deprived
of any environmental concern. Thus, using distinct communication codes, it
is possible to say that the same term serves to narratives that defend more
inclusiveness as well as to opportunistic ones.

For over more than three decades, the usage of the ‘sustainable devel-
opment‘ term in distinct contexts has produced distinct narratives, harming
the environmental cause. According to Redclift (2005), part of this confu-
sion is explained by its simplistic and superficial definition. Since it was hard
to achieve a consensus regarding how to solve the equation of economic
growth and environment protection — hence the oxymoron, the term ‘sus-
tainable development’ reflects this dilemma. The conclusion is that the term
does not exist stand alone, but only embedded in the distinct points of view
of distinct actors like business corporations, governments, NGOs, etc. A stan-
dardized criticism is impossible if one does not know whether the ‘sustainable
development’ concept in question puts the environment or men at is center.

The recent chapter of global initiatives for the development, the UN Sus-
tainable Development Goals (SDGs), reinforces this discussion. Launched in
2015, they follow the same logic of ambiguity and lack of clarity. A closer
examination, as the one conducted by Menton et al. (2020), points to sev-
eral contradictions and lack of commitment in making make hard choices
through all its 17 initiatives.

To illustrate, let’s take the SDG number eight -“decent work and eco-
nomic growth” as an example. Its target 8.1 sets the growing ambition to:
“sustain per capita economic growth in accordance with national circum-
stances and, in particular, at least 7 % GDP growth per annum in the least de-
veloped countries”, while target 8.4 sets the goal to “Improve progressively,
through 2030, global resource efficiency in consumption and production and
endeavor to decouple economic growth from environmental degradation”
(Menton et al., 2020). The elaboration of this SDG 8 is, to say the least, am-
biguous. So far, it is clear that we haven’t been able to conciliate GDP
growth with environmental protection, so it is legitimate to ask what makes
one believe that targets 8.1 and 8.4 will be concomitantly achieved within
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the next nine years.
It is clear though, that the dominant paradigm speech — ‘sustainable

development,’2030 Agenda’ disguises, through the employment of mean-
ingless and contradictory terms and concepts, the lack of commitment with
the greater challenge of establishing a new global order that ensures hu-
man and planetary safety. In the following sections, we will discuss , under
the decolonial perspective, alternative visions about this challenge.

A decolonial perspective of ‘Sustainable Development’

For decolonial scholars, the starting point to approach the sustainable de-
velopment issue is to understand that this narrative is the current chapter of
the long history of the “world westernisation” as states Mignolo (2016). Since
the developmental speech of United States ‘President Henry Truman in 1949,
economy, and consequently, ideas such as evolution, progress, and devel-
opment became the central values and unique society’s destiny. Such vision
is based on the competitive logic of more is better, and on the illusion that
there can be infinite growth. Trapped in this logic, the western world then
proposes the ’sustainable development’ as an alternative to ‘rough devel-
opment’ (Mignolo, 2016).

According to Escobar (1996), the problematization within the sustainable
development speech is the sustainability of a global ecosystem idea that has
nothing of universal in it, as it is defined by the interests of those who are in
control of the narrative. It is capital, and not culture and nature that should
be sustained, since the idea of development, being it rough or sustainable
is always tied to processes of accumulation and exploration. Escobar high-
lights that the sustainability speech has a managerial approach towards na-
ture, as if nature were a commodity that should be managed. In fact, the
word ‘nature’ is replaced by the word ‘environment.’ “As the term is used to-
day, environment includes a view of nature according to the urban-industrial
system. Everything that is relevant to the functioning of this system becomes
part of the environment.” (Escobar, 1996, p. 331). Therefore, capital changes
its face, from destructive to conservationist. According to Escobar (1996), this
is the second phase of ecological capital. During the first one, nature was
used as an external resource, a raw material, and in this current wave, it
is regarded as a capitalized system that needs to be managed, a resource
that, if conserved, can be explored by science to generate new commercial
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opportunities and consequently, more wealth.
To avoid this trap, Mignolo (2016) proposes to change the terms and the

content of this discussion, putting into question the goal of development. This
delink from the dominant paradigm opens the possibility of a third alterna-
tive, named by the author as “sustainable economies”, in which the goal is
not to live better, but to live well, in harmony and plenitude. According to the
author, the sustainable economies are best suited to solve inequalities as well
as environmental problems such as global warming because, for them, the
economic issues are less important. Their fundamental principles are pluriver-
sality, conviviality and the communal and autonomous forms of governance.
Pluriversality proposes the end of an unipolar vision by the development of
new narratives, that are collective constructed within the communities (Es-
cobar, 1996, 2018). The next section presents some of these narratives that
are parallel to the dominant paradigm.

Indigenous Cosmologies — Buen Vivir

Buen Vivir or Sumak Kewsey is one of the alternative narratives to the domi-
nant paradigm, based on the traditional and nonscientific knowledge of the
original people from the Andean region. For those communities, the land
they live in (Pachamama) is more than their home, it has a broader mean-
ing of Life, implicating in a reciprocal and respectful relationship, entirely dif-
ferent from the western perspective (Holst, 2016; Mignolo, 2016; Vásquez-
Fernández et al., 2020). The extractive economic model is considered a
disrespect to the indigenous People, who are composed not only by hu-
man beings, but also by entities such as Pachamana, animals and plants
(Vásquez-Fernández et al., 2020).

The resistance of those people to obey to the western way of life led to
the recognition, in the Bolivian and Ecuadorian constitutions, of the principles
of Buen Vivir. In practical terms, this means that Bolivia and Ecuador recog-
nize the plurinationalism, and that those communities have autonomy and
are self-governed. Holst (2016), in his ethnographic research, describes some
characteristics of this self-governed communities in Ecuador. They have or-
ganized themselves through CONFENIAE (Confederation of Indigenous Na-
tionalities of the Ecuadorean Amazon) and have developed a process to put
into practice the principles of Buen Vivir, which starts with the development
of ‘life plans’ (planes de vida), built within the communities.
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The eco-tourism project at the Cotacachi-Coyapas Reserve, also in Ecuador,
is an example of how the Buen Vivir principles are applied. The project is part
of the community’s efforts to transform their economy into post-extractive,
ensuring that their existence is integrally under Buen Vivir. cosmology.

The touristic activities are always in small scale, as it is the community who
controls the influx of tourists according to their needs, and not to the interests
of the tourism agencies. The local families manages all the touristic activi-
ties, which serves to also leverage other business activities developed by the
community, such as handicrafts. The community’s focus is not much on grow-
ing the number of tourists, but on reinforcing intercultural exchanges. The
community develops activities such as the volunteer tourism stay, in which
tourists stay with local families to participate in their domestic and agriculture
work. The Cotacachi-Coyapas Reserve project demonstrates the viability of
an alternative future. This community breaks the economic model based on
extractive activities (like mining, for example) and develops a project that
stands out for its sense of reciprocity with nature (Chassagne & Everingham,
2019).

Environmental Justice and Degrowth

Environmental Justice and degrowth are both movements that seek social
transformation and have a decolonial dimension. Although they apparently
come from distinct and opposite backgrounds, both are rooted in environ-
mental ecology and can be complementary .

Degrowth is an intellectual movement that departs from a research agenda
about post-growth proposals leaded by the countries of Global North. This
agenda has generated three distinctive streams. The first one, a-growth, is
indifferent to the issue of growth: its focus is to ensure well-being, and it is
irrelevant whether it implicates in more growth. The second one, steady-
state, proposes limits to the economic development, and the third stream,
degrowth, is the most radical one, as it challenges the current paradigm of
development and defends equality and simplicity over material wealth (Ak-
bulut et al., 2019; Kallis, 2011).

Decolonial scholars criticize the degrowth movement for being originated
in the Global North. The main critique concerns the negative impacts that
a degrowth proposal for rich countries may have on the Global South, given
the current globalized economic model (Dengler & Seebacher, 2019). Kallis
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(2011) argues that the degrowth proposal defends a smooth and selective
process, managed collectively. Nevertheless, it is, at the same time, a rad-
ical process, one that requires political and institutional changes, as well as
a cultural emancipatory revolution — “decolonization of the imaginary” (La-
touche, 2007, apud Kallis (2011)) — which is the process of liberation from the
logic of growth, productivity, and accumulation. Dengler and Seebacher
(2019) argue that in its early stages, the degrowth movement has been in-
fluenced by thinkers from the Global South, like Albert Tévoédjrè, and more
recently, there has been efforts to make it more global, with events in the
Global South and more collaboration among scholars. The key challenge,
though, lies in implementing what the movement defends in theory. Kallis
(2011) recognizes that its proposals are vague, since the possible alternatives
to a capitalist society are not specified. There are instead, fragmented ideas
that range from radical disruptions as sub existence agriculture, to reforma-
tive measures like universal basic income and global taxation. The degrowth
movement seems to work as an umbrella concept able to incorporate sev-
eral proposals.

Among these possibilities, Akbulut et al. (2019) highlight the complemen-
tarity between degrowth and environmental justice. If the former was origi-
nated as an intellectual movement at rich countries, the latter comes from
the Global South, in the form of social mobilizations fostered by the over-
lapping environmental injustices such as access to the land, with gender or
ethnic issues (Escobar, 2006; Menton et al., 2020).

One example is the resistance against oil exploration in the Equatorial
Amazon communities that practice the Buen Vivir. Another example is the
mobilization that made this movement popular: poor , afro American com-
munities from North Carolina started a series of protests during the 1980s
against the construction of a waste dump, showing that pollution activi-
ties were disproportionally affecting nonwhite and low income communities.
These are examples of possible combinations of environmental and social,
local and global issues, defined as “glocalities” by Escobar (2006).

Akbulut et al. (2019) argue that this characteristic of the environmental
justice movement — broad popular support albeit fragmented in several
initiatives — is at the same time a strength and a weakness, as it makes it
hard to build synergies that could result in a richer repertoire of desirable
and pluriversal futures. To overcome this hurdle, the authors defend that an
alliance between the degrowth and environmental justice movements can
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be a win-win situation for both: the solid theoretical base of the former can
support the political and social activism of the latter, while its popular resis-
tance reinforce the theoretical concepts.

Final Considerations

At the beginning of this essay, we’ve attempted to problematize the ‘sus-
tainable development’ term, highlighting the impossibility of sustaining a so-
ciety under its continuous growth and consumption levels. The alternative
is a paradigm shift , hence the motivation to search for new ideas in other
epistemologies like decolonialism.

At the end of this brief path, here are two preliminary reflections:

• A new, revised, relationship with nature: the traditional knowledges of
original people recover the notion of reciprocity and respect to nature,
as they believe that there isn’t a separation between the natural and
cultural worlds. The current sustainable speech evolved from extrac-
tion to conservation, but the predatory behavior continues to exist as
we keep considering nature as a resource. The issue is not about con-
servation nor sustainability, but the refoundation of a new relationship
with nature. Creativity and goodwill are of essence, as we negotiate
our desires with the need to do the right thing. For example, to suit our
rhythm to the nature’s rhythm and not the other way around, as in the
experiences of eco-tourism of the Buen Vivir communities in Ecuador.

• Decentralization: the pluriversality, the importance of providing auton-
omy to communities, to develop business in small scales, to create au-
tonomous networks that can mutually help each other. For example,
small organic farmers organized in cooperatives that sell directly to con-
sumers.
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Decolonization is a subject that has raised more intense interests in academia
after the II World War and during the Cold War, when the “rise of the Third
World” (Berger, 2004) propelled intellectuals from the Global South to begin
questioning the colonialism suffered by their societies, who were strongly rep-
rimanded by their colonizers (Césaire, 2001; Fanon, 2004). To escape from
this condition, they defended decolonizing their societies, even if this meant
using violence against the violent oppression they experienced in the hands
of their oppressors (Fanon, 2008). These discussions on decolonization, there-
fore, emphasized the onto-epistemic cruelties of the colonization process,
and sought to oppose such repression in order to reestablish a sense of self
to both the oppressed man and societies with their own ontologies and epis-
temologies.

Given that colonialism presented itself in various forms and in distinct ways
throughout the Global South, discussions on decolonization also focused on
the phenomenon from different perspectives throughout the years, so “de-
colonization” became an umbrella-term for different theoretical perspec-
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tives that had the fight against colonialism (especially in its epistemic forms)
at its core. In Latin America, for instance, a particular research agenda
emerged with a proposal of creating epistemes based on local knowledges,
given its peoples - who were mostly free of European colonial rule - were still
trapped in Eurocentric conceptions of epistemologies (Castro-Gómez, 2008;
Mignolo, 2018). These discussions came to be known as the Latin American
decolonial perspective, with theories on how the coloniality still present in
local societies is constituted (Quijano, 2007) and arguments in favor of over-
coming this modernist hold on knowledge (Dussel, 2002)).

Even though this Latin American decolonial perspective was assimilated
as a valid theoretical lens in many areas of knowledge, in marketing it has
mostly received scant attention (for exceptions, see Faria & Hemais, 2017;
Hemais, Pessôa & Barros, 2022; Rodrigues, 2021). The area is aware of de-
colonization debates and the de-hegemonization of knowledge they insist
on, but the authors who engage with them have historically prioritized other
theoretical discussions than those related to the coloniality of Eurocentric
epistemologies, a theme vastly elucubrated in the Latin American tradition
(e.g. Dholakia et al., 1980; Eckhardt et al., 2022; Ger & Belk, 1996; Varman
et al., 2011).

For these critical authors in marketing, it is important to resist the epistemic
hegemonic discourses in the area that were universalized by the US, but they
scarcely considered, in their criticism, the coloniality surrounding this process.
Consequently, they only just acknowledge that many of the issues they have
questioned about marketing can be better understood through the lens of
the Latin American decolonial perspective. Such issues as the universaliza-
tion of a dominant paradigm in marketing, the lack of plural debates in the
area and the hierarchies of knowledge related to the discipline, for instance,
are bound to the zero-point hubris, locus of enunciation and hierarchy of
knowledges that coloniality has created and disseminated.

Given this context, the present paper aims to analyze, using theories orig-
inated in the Latin American decolonial perspective, the epistemic hege-
mony of the US in marketing discussed by critical authors from the area, with
the objective of better understanding the problems associated to this phe-
nomenon and how it is maintained in the area.
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Shaping Alternatives to the
Globalization of Agri-food Markets:
The Rise of Localized
Agroecological Markets

Marlon Dalmoro University of Vale do Taquari (Univates), Lajeado, RS, Brazil

The growing push toward industrial agriculture and globalization under
the narrative of ‘Green Revolution’ reshapes agri-food systems. It dissipates
an illusory technological logic that works as a colonial mechanism subserviat-
ing peripheric countries’ food production towards transnational companies’
control, as well as proved to be unsustainable as it causes a dramatic loss
of biodiversity and traditional farming knowledge. Envisioning alternatives to
the failures of global agri-food market systems, we illuminate the rise of local,
communitarian, and environment-oriented agri-food markets, in specific the
agroecological agri-food system. Agroecology involves the application of
blended modern ecological agriculture science and indigenous local farm-
ing knowledge spearheaded by farmers, consumers, NGOs, and some gov-
ernment and academic institutions to enhance food sovereignty while con-
serving natural resources and biodiversity (Rosset & Altieri, 2017). Following a
6 year-long ethnographic study on an agroecological network located in the
southern region of Brazil, I explore how multiple actors shape localized alter-
native agri-food market systems in response to the globalization of agri-food
markets. Data analysis demonstrates agroecology as a non-market drive
agri-food system but also dependent on the market. To deal with the contra-
dictions of reconciling a social and environmental concern while enabling
the commercialization of the production, market actors — producers and
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consumers — combine efforts with non-market actors — NGOs, universities,
governmental bodies — through a three-set of practices that shapes an al-
ternative market system while preserving agroecological philosophy. Firstly,
the active reorganization of the cultural representation of food production
around the logic of sustainable living and confronting the global agri-food
logic of product and profit maximization. For that, agroecologists assume
a confrontational position against agrochemicals and transnational compa-
nies. The second set of practice involves moving the centrality of market
relation from a product-centric to a social-centric perspective. The agroe-
cology market system seeks the active participation of consumers and other
non-market actors within a supportive network. The heterogeneous set of
actors reinforces the popular and democratic participation in the construc-
tion, organization, and vigilance of the exchange system. Thirdly, the het-
erogeneous set of actors acts in legitimating and shaping an emancipatory
socio-material structure for exchange away from the hegemonic large retail
distribution channels. Discussions explore agroecology practices inspired by
Latin America’s decolonial perspective (Mignolo, 2008). The combined effort
of market and non-market actors in shaping an alternative market system ori-
ented by ecological agriculture and local communitarian relationships con-
fronts the colonial matrix of power disseminated by global agri-food systems.
Exploring a disputed territory between social movements and market insti-
tutions, agroecology is a compelling response to the challenges of global
agri-food markets unifying multiple actors around a common philosophy of
environmental preservation and local food sovereignty.
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The Scalar Politics of Difference:
Researching Consumption and
Marketing Outside the West

Ozlem Sandikci University of Glasgow, Scotland, UK

This paper explores the relationship between knowledge hierarchies and
sociospatial ordering of the world and, in doing so, to problematize the ways
we study and understand consumption and marketing outside the West. By
sociospatial ordering of the world, I refer to scalar divisions that organize and
mobilize hierarchical perceptions of the world. Adopting a view of scale as
a way of knowing and apprehending the world, I trace the origins, uses and
effects of three scales — Third World, non-Western and emerging markets —
that organize and inform research about marketing and consumption out-
side the West. Each of these scales indicates an imagined distance from an
assumed central point and mobilizes visions that order and organize not only
places, but knowledge produced in and about these places. I show that
these scalar configurations are neither neutral nor transparent designations,
but politically charged, sociospatial constructions that privilege certain rep-
resentations, meanings, and identifications over others. In the process, they
shape knowledge production, permitting particular forms of difference —
absence, plurality, and excess — to take shape, circulate, and gain legiti-
macy. I conclude by discussing the possibility of a notion of difference that
does not rest on a negative comparison between two entities but is genera-
tive, affirmative, and non-hierarchical.
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Consumption praxis: a study of the
search for gender oppression
liberation in the online games
context

Kelen Cristina Duarte CEPEAD-UFMG

Ronan Torres Quintão IFSP e PPGA CEFET-MG

Gender stereotypes are part of social life, imposing limits on women’s ac-
cess to consumption in several contexts (Barry, 2015; Santos & Pereira, 2019).
Therefore, studies have showed that women engage in negotiations with dif-
ferent market actors in order to obtain more access in different contexts
(Martin et al., 2006; Murray, 2002; Scaraboto & Fischer, 2013; Thompson &
Üstüner, 2015; Walther & Schouten, 2016). This article intends to go beyond
that and theorizes how women search for liberation from gender oppression
(gender inequality) in the context of consumption. To address this objec-
tive, we conducted a 13-months research in online games context in Brazil,
regarding netnography and 15 in-depth interviews with female players and
other game industry actors. We introduce the concept of consumer praxis,
based on Paulo Freire’s theory of liberation (Freire, 1959, 1999, 2010, 2019),
defined as a reflection for liberation of oppression. It is performed in con-
sumer environments that reinforce the subordination of the other, especially
discussing gender differences.

The results reveal that women seek liberation through dialogical action in
face of gender oppression, mobilization, and market occupation. The gen-
der oppression is a trigger to start the liberation movement. Aware of this
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problematic situation, women engage in a reflexive process that leads to ac-
tions of mobilization, which means, the union of those women. This process
also means the action of market occupation: women take different positions
in the online game market. Therefore, the consumption praxis is formed, in
this context, by three elements (oppression, mobilization and occupation),
involving a reflexive dialogue that boost and foster the consciousness of the
oppressed in the liberation process. Hopefully, this article advances in stud-
ies of consumption, demonstrating how consumers search for liberation from
the oppressive relations in our society.
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Queer on Hold: Global Cultural
Products and Queerness

Orçun Turan Schulich School of Business — York University

name uni

Ever since rebooted by Netflix in 2018, Queer Eye for the Straight Guy, a
makeover show, has sealed it status as a global cultural product, available on
demand and streaming new seasons worldwide. In brief, it is a reality show
in which a group of 5 queer-identifying experts who are famously called the
Fab 5 with proficiencies varying from grooming to fashion, design, culture,
and food and wine remake various aspects of their participants who are
nominated by their loved ones for “failing” to keep up with their lives. Over
the years, the show has enjoyed a generally positive reception by the ma-
jority of the audience, critics, entertainment industry, and some of the queer
community, ascending to a status of a cultural product potentially effecting
a social change (Mariah Smith (host), 2021).

Even though the show (pro)claims queerness by its title, experts who are
all self-identified queer people, and its queer-by-design makeover formula
that borrows the Fab 5’s “eye” and vivacious, what this proclaimed queer-
ness means for a mainstream cultural product that is embedded in a con-
sumer culture whose logic is heavily influenced by neoliberal capitalism and
delivered to an audience of approximately 222 million worldwide Netflix sub-
scribers (Netflix, 2021).

In this research, I aim to understand how queerness is negotiated in a
mainstream cultural product that is delivered by one of the biggest global
media companies. While doing so, I draw on critical governmentality studies
and queer theorist Halberstam’s 2011 low theory to deconstruct normative
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discourses and binaries of success/failure depicted on Queer Eye, as well
as to unpack the ways queerness and inherently heteronormative neoliberal
capitalism are at odds. Although there is prior research on cultural products
informed by dominant ideology, there is still need for a better, more compre-
hensive understanding of how queerness is negotiated in such products.
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How Consumers Transform Public
Spaces into Emancipated Spaces: a
Longitudinal Study on the Street
Carnival
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The public space should primarily be accessible to all individuals in so-
ciety, independently of their social origin, sexual orientation, race, or cul-
ture (Castilhos & Dolbec, 2018), thus being a heterogeneous and diverse
space. However, the market logic of privatization, competition, commercial-
ization, individualization, and inclusion/exclusion crystalizes in the dynamic of
the subjugation of consumers in the use of spaces, establishing tensions and
disputes in society for defining the way public spaces should be consumed.
However, as a form of social criticism and temporary liberation of the social
order, consumers voluntarily and inclusively use public spaces as a place of
subversion of the order and for challenging hegemonic forces, transforming
them into emancipated spaces (Bradford & Sherry Jr, 2015; Weinberger &
Wallendorf, 2012).

Field studies researching consumption explain the characteristics, possi-
bilities, and limits of the use of public and emancipated spaces, but we do
not yet understand the contestations and negotiations that emerge among
public actors, the market, and society in the transformation of public spaces
into emancipated spaces by consumers. Thus, our research seeks to under-
stand the following: how do consumers transform public spaces into eman-
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cipated spaces? What tensions and disputes are involved in the conquest of
the emancipated space by consumers? To answer these questions, a quali-
tative longitudinal study was conducted from 2005 to 2018 on the Belo Hori-
zonte street carnival, a social practice that has grown considerably in recent,
as a form of appropriation of the streets and public squares by revelers in re-
sponse to the growing commercialization of the carnival party (Machado,
2020).

Our research explains the process of transformation of public spaces into
emancipated spaces as being constituted of four phases: (1) emancipa-
tory occupation of the public space, (2) public authority intervention, (3)
conquest of the emancipated space, and (4) attempts to commercialize
the emancipated space. This process is characterized by various disputes
and negotiations concerning the use and form of consumption of the public
space that is transformed. Government and market forces try to appropriate
the space, envisaging its transformation, but, on the other hand, mobilized
consumers develop actions to address the threats and mobilize the greatest
number of people to participate in the movement.
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Consumption and Culture Brazil:
Alternative path or colonization of
knowledge?

Severino Joaquim Nunes Pereira Federal Rural University of Rio de Janeiro —
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Consumer Culture Theory (CCT) was the label coined by E. J. Arnould and
Thompson (2005)(E. Arnould & Thompson, 2007) to name a field of research
that was growing and gaining more and more adherents in North America
and the rest of the world, including the global south. According to Bode and
Østergaard (2013), the CCT, which emerged in the 1980s, had two funda-
mental moments in its construction: the Odisseia project (Belk, 2014), carried
out in North America, and the creation and dissemination of the CCT brand
(E. J. Arnould & Thompson, 2005)(E. Arnould & Thompson, 2007).

This field of research seems to have found a space in Brazil, as pointed
out by de Souza et al. (2013), who mapped and identified 81 papers on CCT
published in important congresses from 2001 to 2010. In addition, in 2009, it
was created in the marketing division of EnANPAD (the most important aca-
demic association in Administration in Brazil) the theme “culture and con-
sumption” for the submission of articles. Another important milestone in the
development of CCT in Brazil is related to the creation, in 2015, of a discus-
sion group made up of researchers on the topic from different parts of Brazil.
This group took the initiative to create, as of 2017, an event called CCB or
Consumption and Culture Brazil (in English), with the objective of promoting
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and valuing CCT research in the country. The idea for this event arose when
a group of professors and researchers met in August 2016 in the city of Rio de
Janeiro about the difficulties and concerns of working with TCC in Brazil. One
of the plans that emerged from this meeting was to hold an event that would
help Brazilian CCT students, professors and researchers to have greater inte-
gration among themselves (internally) and greater international insertion. It
would not be a congress format, where papers would be presented, but a
space for integration, exchange and learning about the field of CCT in Brazil.
In 2017 the first CCB meeting took place and in the following years only in
2020 the event did not happen due to the Covid pandemic. The growth in
the event’s visibility can be illustrated in the growth of practitioners. In the first
62 and the last of 2021 there were 196 participants.

In view of this context of expansion and relative consolidation of the field
in Brazil, one cannot fail to raise some questions about this research perspec-
tive. If, on the one hand, it represents an advance in classical studies of
consumer behavior, which are very focused on psychologizing approaches
to consumption, it can also be said that it opens up the field with new re-
search methods linked to some epistemological positions more linked to in-
terpretivism. But beyond this advance in the theoretical, methodological
and epistemological spheres, there still seems to be a lack of greater critical-
ity about the way in which this knowledge has been imported, developed
and “consumed” by Brazilian researchers.

In this sense, it becomes important to bring up a broad discussion on how
this research perspective can be understood in the light of decolonial stud-
ies. It proposes, therefore, as the objective of this preliminary proposal, from
the decolonial perspective of Quijano (2000) and Mignolo (2009) of the colo-
niality of knowledge and being, to reflect on the paths that research in the
sphere of CCB has taken in recent years. Finally, it is expected to answer the
question that is expressed in the sub-title of the proposal: would the CCB be
an alternative path or a form of colonization of knowledge?

In the Brazilian context, a similar work of contesting a theoretical field from
a decolonial perspective, although not focused on the issue of consumption,
was carried out by Resende (2017) on the critical study of discourse. Accord-
ing to the author, the decolonial effort on an established theory must: “de-
colonize knowledge, in the sense of being able to criticize theory and meth-
ods, understanding that there is no universal knowledge; to decolonize the
power of creative action in the effort to overcome this universalizing knowl-
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edge (. . . ); and decolonize the being, making strategic use of this paradoxi-
cal space (Resende, 2017, p. 1)”. As Cruz (2020) points out, it must be taken
into account that the “Third World” cannot be seen solely as a producer of
culture, that is, something that must be studied through the eyes of the other,
but also of knowledge that needs to be sustained. Otherwise, the colonial-
ity of knowledge will take place and be resolved by the same nucleus that
produced it.

Bearing in mind that in order to answer the question explained in the sub-
title of the work, it is necessary to inaugurate a new front of discussions for
the field of consumption in Brazil. Thus, many study paths can be proposed.
Among the possibilities, issues related to gender, race and social class can
be listed. All these themes, although already researched in some way by
CCB researchers in Brazil, still lack further scrutiny in the light of decolonial
studies. Following the line proposed by Resende (2017), many studies can
focus their efforts on a greater understanding of the discursive issues that
end up reinforcing colonial forces in the various consumer relations present
in countries like Brazil. Research focusing on teaching in Marketing, which
almost always contributes to training managers without a critical view and
adept at foreign models and techniques, can also join the body of works
mentioned above.
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(Hi)stories Otherwise: A Postcolonial
Perspective on Heritage Tourism
Marketing

Olga Kravets Royal Holloway University of London, London, United Kingdom

Eminegul Karababa Middle East Technical University, Ankara, Turkey

How do we approach storytelling in tourism marketing, which recognises
historic fragmentation and displacements, yet proceeds narrativizing these
in the promotional material? What do we make of a tourist site that openly
displays and flaunts the constructed nature of a history it presents? How do
we speak of traditions, objects, and culture appropriated into speculative
(if/then) histories, which are offered both as a public space and a consum-
able fantasy? In this research, we draw on postcolonial studies, namely the
notions of cultural hybridity, mimicry, and ambivalence (Bhabha, 1994) to
work through these questions.

Our study explores an entertainment-consumption area in Ankara, Turkey
that has been a part of the government’s urban regeneration project aimed
to renew an “impoverished” district in infrastructural, economic, and cultural
terms. That is, beyond rebuilding the physical environment, the renewal of
the district has been a project to “revive the social life of the old Ankara.”
Since its inception, the program of “cultural development” has been integral
to the regeneration plan for this “socially undernourished” neighbourhood.
The area has been presented to the publics, marketed, and staged discur-
sively and visually, as a place, where families can experience a ‘good soci-
ety’ which exhibits its moral virtue through historically inspired architecture,
food, and arts, as well as communal events and leisure activities.
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Drawing on the project’s PR/marketing materials, conversations with the
mayor and visitors, and on-site observations, this research seeks to examine
a version of a ‘good society’ implicated and proselytized within this urban-
development-turned-tourism-site. The study considers how a certain ideal of
a society is distilled from the past, packaged as a possible past of the glory
days of ‘old Ankara’ and sold to the public. The study reveals that the hall-
mark of that version is the preoccupation with the notion of an if/then time
that is ostensibly constructed within the conditions of cultural-ideological con-
testation, if not antagonism. This persistent and strategic prioritizing of time
(over the place) in framing of the renewal project and its marketing betray
the planners’ desire to transcend a particular locale and stake claims to
some eternal values through it and the architectural-commercial arrange-
ments therein. Put differently, this “renewed” neighbourhood can be seen
as a site of a political imagination that prefigures a social order, which gov-
erning political elites and parts of Turkish society dream of constructing and
inhabiting.
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Macromarketing presents itself as a field to analyze the impacts of mar-

keting activities on the working reality of delivery riders in the market-

ing system, which are ideally designed as promoters of social welfare.

Through a qualitative approach and the thematic analysis technique, in-

terviews were conducted with twelve gastronomic entrepreneurs in or-

der to analyze the views of these subjects about the delivery system

contracting model of food brokered by application companies, and the

impacts caused by these arrangements. The research identified a ma-

jority view that recognizes the hegemony of applications and that this

generates several imbalances within the delivery system, however en-

trepreneurs do not see themselves as responsible for promoting decent

work within the marketing system. The gastronomic entrepreneurs who

adopt the alternative model are the subjects who showed the most con-

cern with reality of delivery riders and recognized that the precariousness

of work is one of the most visible in the malfunction of the delivery mar-

keting system.

Keywords: Macromarketing; marketing systems, precarious work, decent
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work, food delivery.

Introduction

This research focuses on the interpretation of decent work and precarious
from the perspective of Macromarketing. The issue of labor relations may
have origin and/or manifest at various points in the marketing system. Al-
though it is not thematically new in other areas, the topic is under considered
in the Marketing literature.

The right to decent work, understood as the opposite of precarious work,
appears in 1999 with the actions of the International Labour Organization to
promote conditions of freedom, equity and security, and even if the worker
is recognized and valued, in particular the fundamental principles and rights
of work (freedom of association and effective recognition of the right to col-
lective bargaining, elimination of all forms of forced labour, abolition of child
labour, elimination of all forms of discrimination in terms of employment and
occupation); promotes quality employment; extends social protection; and
allows social dialogue (Rosenfield & Pauli, 2012). Still at the international level,
in 2015, the Organization United Nations (UN) has defined 17 Sustainable De-
velopment Goals (SDGs), as a global agenda to be achieved by 2030. One
of the goals (SDG 8) advocates precisely access to Decent Work: “Promote
sustained, inclusive and sustainable economic growth, full and productive
employment and decent work for all”.

Although formally internalized in the vast majority of western countries, in
practice such as ILO and UN guidelines has been challenged by the mar-
ket. Neoliberalism, like the global normative system, is characterized by ex-
tending a logic from capital to all social relationships and all spheres of life.
Taken to the extreme, to a fundamental neoliberal age that rights and guar-
antees are removed whenever must be necessary for full market efficiency,
and competitors, rationally defeated or destroyed. Indeed, as the neolib-
eral measures studied took into consideration the possibility of increasing the
highlighted objectives, and often defy ethical and moral precepts. In this
normative command, everything and everyone should be treated as things.
(Casara, 2021).

Given this context, the impacts of the activities of the market on issues
have provoked more and more studies of Macromarketing, understood as a
study perspective that seeks to analyze how society affects systems of mar-
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keting and vice-versa (Hunt, 1981). Nason (1989) established that the social
consequences, positive or negative, of interest to Macromarketing are those
important in terms of the number of people impacted and the severity of the
impact. In addition, other authors emphasize that the social consequences
caused by marketing activities illustrate the duality of marketing and soci-
ety, since these impacts can reach the community, in general (Costa, 2015;
Mundt & Houston, 2010).

One of the concepts that makes it possible to understand in an instru-
mental way the social impacts caused by marketing activities is that of mar-
keting systems. According to R. A. Layton (2007), a marketing system can
be defined as “ a network of individuals, groups and/or entities links or indi-
rectly(links directly) through sequential and shared participation in economic
exchanges that create, group, transform and make possible an/the assort-
ment of products, both tangibles and intangibles offered in response to buyer
demands”.

It is worth mentioning the phenomenon of precariousness of work has
been approached peripherally from the perspective of Macromarketing,
few studies have investigated deeply the impacts of marketing systems on
labor relations.

“By ignoring labor market issues, the community Macromarketing
academic is disregarding a significant arena for human life that
has implications for markets, consumption, social justice, fair redis-
tribution, creation of new and poor, rise of radical and other poor
movements.” (Laamanen, 2013)

The finding of gaps in the literature is also on recent articles by call pub-
lished by the Journal of Macromarketing, where the preparation for a future
agenda must start from a lens of contemporary social problems neglected
or investigated without substantiality by the academy, reinforcing the need
for a more in-depth look at the imbalances that occur within the marketing
systems, according to the speech of the president of The Macromarketing
Society, Ben Wooliscroft:

(. . . ) As macro marketers, we must continue to be courageous, to
take on big topics, to provide solutions not just for the problems,
but also to engage the public and institutions, and we need to
ensure that our findings are made available to policymakers and
the public. (Wooliscroft, 2020).
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The author also reinforces the role of Macromarketing scholars in contributing
for workers in a marketing system to be recognized (socially and financially),
which leads us to think about how these individuals present themselves in
terms of dignity in their working relationships, for example within a system of
food delivery brokered and dominated by app companies:

(. . . ) Workers in the food distribution channel also are essential
workers. Workers close to the customer are likely to receive a min-
imum wage or low. The producers of food and its workers saw
their income squeezed by the actors dominant in food distribution
channels in recent decades. It’s unlikely that these workers will re-
ceive thanks widespread in society during a crisis, let alone in times
“normal”. (Wooliscroft, 2020).

Jagadale et al. (2018) adds that it is not enough to create opportunities for
work, symbolic elements must also be manipulated to signal respect. Dignity
becomes a unique locus of public policy formulation and that the State must
fulfill the role of sanctioning and promoting the development of systems of
marketing that maximize dignity.

In the case under study, the final link in a long production chain with flows
of material, financial and labor in the food system, culminates in the use of
application companies for distribution to the final consumer. As a conse-
quence of this process we have an increase in the rates of informality, pre-
cariousness and unemployment, contributing to the abyss of social inequal-
ities and misery in Brazil (Antunes, 2020, p. 19). The social impacts fall mainly
on the app deliverers, amplified by the pandemic context. Therefore, the
phenomenon of the precariousness of work in this link of the chain must be
understood intrinsic to the marketing/sales practices of products, and not as
an exogenous occurrence to the system.

It happens that supposedly the restaurants constitute the link that, po-
tentially, operationalize this exchange system, in partnership with the great
platforms of applications. Therefore, in the final analysis, the extension of this
model passes through the adhesion of these economic agents (restaurants,
bars and gastronomic environments in general) to the delivery app compa-
nies (Ifood, Rappi, UberEats). Initially sold as a molde capable of expanding
opportunities for small businesses, for democratization of the means of pro-
duction, with the practicality of applications available by part of digital plat-
form companies, and that workers would be their customers, the relationship
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restaurants-delivery-applications proved to be very conflicting, little transpar-
ent and less profitable than expected (Antunes, 2020; BBC News Brazil, 2020).
Some business owners have noticed that their orders, not they just reduced
as they suddenly disappeared. In addition to the lack of justification of app
companies, they also lost access to their customers, taken away by the de-
livery service, which now has control over the customer-consumer (BBC News
Brazil, 2020).

According to O’Neil (2020), it all starts with the choice of modeling algo-
rithms for the applications, which is optimized for efficiency and profitability
(of application companies, in the case presented) and not for the justice of
the good of the “team” (bars, restaurants, cooks, nor that food riders). Ac-
cording to Santos (2019), companies of application are global players, who
have neither ethical nor finalistic concerns and, therefore, way, in the world
of competitiveness, or the gastronomic entrepreneur is increasingly individu-
alist, or it disappears in the face of its competitors.

Scenarios of economic and health crisis, policy failures and war often
cause severe impacts on markets, marketing systems, results for the con-
sumer, in the lives of workers and in society in general (Shultz & Holbrook,
2009). The COVID-19 pandemic has put pressure on both workers and restau-
rant owners for the adhesion or continuity of the relationship with the appli-
cations companies, keeping the due proportions of the effects suffered, re-
spectively. On the one hand, the confrontation with the high unemployment
rate, the flattening of wages in the formal labor market made many couri-
ers, even dissatisfied with the rates, the journeys exhaustive and the lack of
security in the face of exposure to the Coronavirus, remain in apps.

At the other end of this delivery system, we have the gastronomic sector,
which face the competition, was forced to hastily resort to delivery apps,
accept the high fees charged by them, face the obstacles to adaptation
and face market monopoly:

“If I could choose, we would go back to the way it was before,
without the apps. But today, (. . . ) to survive, you cannot stay out
of an Ifood, and UberEats, but the competition tramples”. (O Joio
E O Trigo, n.d.).

Cooperatives and collective of couriers were understood as forms of facing
the precariousness of delivery work, although the obstacles to this resistance
are significant and the process of struggle is still unfolding (Cunha & Reis,
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2021). Some business owners chose to abandon the registry, others have not
even started to adhere to these applications, and have found other ways to
survive amid the pandemic, due to the high fees charged by these digital
platforms, to the investments that would have to bear with the process of
packaging, in the addition to believing that they would not be contributing
to the exploitation of the delivery person’s work. Therefore, it is important
to understand how the owners of these businesses act in face of food riders
conditions; if your practices contribute to minimize these exploitation of these
workers, if they adhere to the application delivery model and the reasons
that led them to such a decision; and if they seek alternatives to the per-app
delivery model, if so, for what reasons made that decision. Furthermore, it
is important to identify any models considered as of confrontation by these
nuclei, in addition to seeking to understand if these practices are not, they
only mean a co-option by the values of neoliberal logi.

Considering this panorama, what are the visions of gastronomic entrepreneurs
about the incidence of precarious work or decent work of food delivery
workers within the delivery models to which they are inserted and their per-
ceptions about their degree of influence and responsibility in the social im-
pacts caused by the marketing system delivery service brokered by applica-
tion companies.

Macromarketing and Marketing Systems

According to Nason (1989), the social consequences of market transactions
can be defined as any unforeseen effect, positive or negative, direct or in-
direct, experienced by the parties to the transaction or any effect, foreseen
or not, experienced by another group unrelated to the transaction. To be a
social consequence of interest to Macromarketing, the effects must be im-
portant in terms of the number of people impacted and/or the severity of
the impact. It is worth mentioning that the aggregate study of social conse-
quences, which can be positive or negative, is not enough; it is also essential
to analyze distributive justice — who receives the benefits and who bears the
costs. Public policy proposes to try to adjust the levels of benefits and costs
and their divisions among members of society. The author proposes a model
for classifying social consequences, as well as a taxonomy for causal factors
of consequences. In fact, we can list a series of negative effects that fall on
other parts, such as the precariousness of technology are classified as unpre-
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dictable and the emergence of applications companies and the adhesion
in mass of the platform model for food delivery was, in fact, the causal factor
that made possible the great social impact in the world of work.

Dixon (2002) points out that, as society is structured in social institutions,
the nature of the market and its role is interrelated with other institutions.
Marketing can be understood as a social institution highly adaptive to the
political and cultural contexts, capable of addressing problems of resource
allocation, distribution of wealth and impacts on the environment and new
technologies caused by market actions (Dixon, 2002; Shultz, 2007). From that
connection, one of the recommended tools to support the analysis of the
development of economic and social well-being, which converges to the
relationship between marketing and society, is the marketing system.

A Marketing System can be understood as a network of individuals, groups
and/or entities linked directly or indirectly, through holdings sequential and
shared in economic exchanges that create, group, transform and make
possible an assortment of products, both tangible and intangible, offered
in responses to buyer’s demands. Each set of actors interconnected in this
network is represented as a link that carries out commercial transactions with
other links in the network. The level of aggregation in the definition of these
links stems from the interest of the analysis and its conveniences. Thus, the
choices of individuals, groups and entities participating in the production
chain are fundamental for the definition of the analytical frontier, of its inputs
and outputs (R. A. Layton, 2007).

The interdependence between the structure and dynamics of market-
ing systems, the institutional/technological environment or broader knowl-
edge contribute to the regional or national economic growth, quality of life
and social well-being. Marketing systems provide an important, often over-
looked, link between specialization and the division of labor and the realities
of economic growth, diversity in the goods and services offered for trade,
and where there is trade there are markets and, therefore, marketing sys-
tems. The efficiency and effectiveness with which these systems do what
they do is critical to creating and delivering quality of life (R. A. Layton, 2010).

A set of factors that typically shape the development path followed by
a marketing system lies in changes in physical and social networks open to
system participants. These can change quickly or abruptly and have far-
reaching consequences, facilitating the evolution of new forms of organi-
zation structures, expanding and deepening the assortments offered and
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sought after, linking otherwise separate markets and shifting perceptions of
cost, time and distance. The impact of these external factors is often signif-
icant for initiating or facilitating the transition from an emergent system to a
structured or purposeful system (R. A. Layton, 2010). In this sense, with regard
to the theme of the present study, it is worth noting recent technological
advances (popularization of smart phones among consumers) and social
(pandemic moment) that may have contributed to the massification of the
marketing system in which the companies of food delivery.

Marketing systems are (or should be) designed, according to (R. A. Lay-
ton, 2010) with the aim of offering society the answers to its most genuine.
The analysis of the factors that determine the formation, the growth and the
changes adaptations of marketing systems are presented as fundamental
to understand how contemporary marketing systems — such as food deliv-
ery through applications investigated in this study: (1) influence the action of
the various social agent (individuals, groups and entities), (2) determine the
distribution of the resulting benefits and costs among the agents involved in
these exchanges and (3) impact the balance of the environment around
them, since their evolution reflect the economic, social, cultural and political
life of communities, the location geographic and historical context of society
(De Medeiros & Da Costa, 2019; R. Layton, 2014).

Sredl et al. (2017) indicate that the emergence of markets starts from the
intentionality of the agents involved, in addition to having an adaptive char-
acter, purposeful or pernicious, that is, they reveal themselves to be socially
constructed through the intentionality of human activity, where each actor
of this system acts according to their respective interests (R. A. Layton, 2007).
Marketing systems evolve in distinct ways, illustrating the social, political, cul-
tural and economic aspects of communities, the physical environments and
historical context in which they are inserted or that inherited (R. Layton, 2014).

Based on this view, R. A. Layton (2011) reinforces that, where there is ab-
sence or imbalance of a particular transaction flow (e.g. inadequate ac-
cess, information asymmetries, lack of customer feedback, breach of trust,
capacity limited ability to find funding, fraud, infrastructure failures), the mar-
keting will lose in efficiency and effectiveness in relation to the demands of
its community. Here, externalities can be understood as resulting from the
impacts of activities, configured as positive or negative, regardless of the
performance of the business, and its unexpected effects can reach both di-
rect agents and third parties involved in the marketing system(Mittelstaedt
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et al., 2006).
Redmond (2013) notes that some degree of disequilibrium is always ex-

pected within market trends, but these trends can be exacerbated by fail-
ures in the marketing, the judgment that emerges is about the tolerance level
of these inequalities caused by marketing system (Chang, 2002; Redmond,
2013), which go beyond the economic aspect.

Costa (2015) also reinforces the macro view by pointing out the impacts
brought by the marketing activities that go beyond exchange relations, their
externalities, negative or positive, on the most diverse environments and so-
cial institutions, field political, religious and power. Thus, the relationship be-
tween marketing and society becomes evident and the consequences of
their actions (Mundt & Houston, 2010).

Another striking aspect concerns the form of relationship between the
agents of the marketing system. Exchanges presuppose trust-based arrange-
ments (McMillan, 2003), but the mismatches caused by asymmetries in infor-
mation or even the misinformation, can generate unstable and non-durable
relationships. But members who act opportunistically, dishonestly or incom-
petently are bound to be expelled from the system or be seen as suspicious
members, which would favor the other agents, through the flow of informa-
tion and more reliable relationships in the short term (R. A. Layton, 2007).

For each agent in this system, specific objectives of surplus, profit or util-
ity will drive their participation within the arrangement. The service of your
needs presupposes a system in equilibrium, with all its agents acting in fair
way; once this does not occur, the system proves to be ineffective in the sup-
ply of an assortment of goods or services to society and negative externalities
may affect some exchange subjects (R. A. Layton, 2011). For this reason, it
becomes crucial to analyze these externalities from a macromarketing per-
spective, since the survival of marketing systems involves identifying how the
activities market impacts society and its direct relationship with standards of
social life (R. A. Layton, 2007, 2009; Mittelstaedt et al., 2015).

Decent Work

The idea of “decent work” emerged alongside broader debates on sustain-
ability in the 1990s. In 1999, the International Labor Organization defined
decent work as “employment of acceptable quality” and “respect for hu-
man rights fundamentals of work” (ILO, 2015). The concept is related to the
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well-being of the society, overcoming poverty, reducing social inequalities,
guaranteeing democratic governance and sustainable development (Inter-
national Labour Organization, 2016).

Decent work encompasses jobs that (a) provide a fair income, (b) are
characterized by safety in the workplace, (c) offer protection to workers and
their families, (d) provide opportunities for personal development, ( e ) en-
courage social integration, (f) allow workers to express their concerns, (g)
allow workers to organize themselves into interest groups that can contribute
to decisions that influence their lives and (h) ensure equal opportunities and
equal treatment for all.

The Federal Constitution of 1988, in its first article, advocates the meaning
of term dignity as an expendable element for the existence of decent work,
however, the minimum wage, in its current format, is not capable of fulfilling
a series of points listed in art. 7, V, of the same constitution, among them, the
housing:

Minimum wage, fixed by law, nationally unified, capable of meet-
ing your needs basic vital needs and those of your family with hous-
ing, food, education, health, leisure, clothing, hygiene, transport
and social security, with periodic adjustments that preserve its pur-
chasing power, being prohibited its binding for any purpose (Brasil,
n.d.)).

Decent work is not just about creating jobs, but also about the quality of
that job (International Labour Organization, 2017). However, while arguing
that decent work is a global concept, the ILO report also recognizes possible
different interpretations of quality jobs in different societies, which “could be
related to different forms of work and also to different working conditions, as
well as feelings of worth and satisfaction” (International Labour Organization,
2017).

The recent ILO guidelines (ILO, 2019) on decent work identify the main
challenges to be faced in the area of employment, including the high inci-
dence informal work arrangements, insecurity, poor working conditions, low
wages , long working hours, high turnover rates, limited social protections and
also incidence of discrimination, exploitation and sexual harassment. When
making such findings, the ILO (2019) proposes ways in which public policies
can contribute to a decent work agenda in terms of exclusion and/or mini-
mization of two existing problems.
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Decent work is a crucial part of the sustainable development of the United
Nations, expressed in the document “Transforming Our World: The 2030 Agenda
for Sustainable Development”. This agenda includes 17 objectives and 169
targets to be achieved by its Member States by 2030 in order to eradicate
poverty and promote a dignified life. Among the 17 Sustainable Develop-
ment Goals, the eighth refers to Decent Work and Economic Growth (ILO,
2015).

Indeed, in addition to the consecrated proposal of the United Nations,
the work dimension is envisioned as a priority in several other major interna-
tional adherence guidelines. Laczniak and Kennedy (2011) identify a set of
seven ethical hypernorms global issues, including the UN 2030 Agenda itself,
in addition to the OECD guidelines, and the American Marketing Associa-
tion (AMA) code of ethics. Such global standards, despite that they are not
mandatory, but are free to join, and represent not only workers, but also large
global corporations that speak up and adhere to such basic principles that
must ethically guide the business world, either by the intrinsic conscience of
its managers or by pressures of its shareholders, consumers, creditors, with
important reputational implications for those who adhere or who do not ad-
here to the codes. Among the seven global ethical standards identified, the
study points out that, in five of them, labor law is a that makes up the moral
guidelines.

Methodology

Twelve gastronomic entrepreneurs were interviewed, whose identities were
preserved, and to facilitate the analysis of the results, they are represented
as Entrepreneur AP1 to Entrepreneur AP5, which correspond to the six owners
of businesses that opted for the hegemonic model of deliveries mediated by
companies of applications; Entrepreneur AT1 and Entrepreneur AT2, repre-
senting the two entrepreneurs who decided to carry out the delivery system
of their business through alternatives to the hegemonic one and, finally, En-
trepreneur HB1 to Entrepreneur HB5, that constitute the managers of gastro-
nomic enterprises that used a hybrid model, composed of the hegemonic
model (mediated by application) and the alternative model, for carrying out
their delivery activities.

The collected data were analyzed according to the Thematic Analysis
(Braun & Clarke, 2006). This article, part of a broader research, presents
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specifically the entrepreneurs’ interpretations of the working reality of the
food delivery people, bringing the discussion about the marketing system
and its impacts on society and the recognition of the decent or precarious
work from this set of agents.

Analysis

Views on the precarious work of food riders

The interrelationship between the economic crisis and the pandemic sce-
nario is immersed in a neoliberal logic of flexibilization of labor laws and con-
tributes to the increase of precarious work, increasing the conditions of mis-
ery and poverty of the worker. Thus, the current stage of finance capital
and the process digital technological-organization leverage the hegemonic
power of multinationals and, as a consequence, they use food delivery sys-
tems, through applications digital, such as laboratory environments for the
development of these predatory forces, there is no longer a need for local
production plants. As the these global companies expand their level of op-
erations, often with the consent of governments and sectors of the legislative
and judicial spheres, their business practices of work become a major social
concern (Atunes, 2020a; Laczniak & Kennedy, 2011).

Here is the main challenge presented to food entrepreneurs: recognize
the need to question hegemony and the lack of transparency of the global
forces at work within marketing systems. The literature of macromarketing
brings some contributions, in the effort to evaluate the behaviors world busi-
ness, through global codes of business ethics, the so-called hyper norms.
These tools can help marketers corporate body to adopt strategies that avoid
practices that cause significant negative externalities, such as, for exam-
ple, the adoption of precarious works in their production systems (Laczniak &
Kennedy, 2011; Sheth & Parvatiyar, 2021).

Standing (2013) and Atunes (2020b) present the main elements charac-
teristics of a precarious job and that were presented to the interviewees for
them to reveal their views about the presence or absence through the fol-
lowing attributes in food delivery activities: 1) risk and safety; 2) journey of
work; 3) remuneration; 4) employment relationship and 5) dignified life.

The activity of the food delivery person suffers from different situations of
risk of accidents, traffic disruptions, vulnerability to COVID-19 contamination,
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to face the most diverse climatic conditions, according to the vision pre-
sented by the interviewees ‘report, since they recognize the high degree of
risk of the activity of these workers and report the safety equipment such as
helmets, raincoats, knee and elbow pads are rare. The view that the work
of the delivery person assumes the character of an activity totally devoid of
security, however many interviewees reinforce that the responsibility for pro-
tecting couriers it is exclusively up to the applications platforms. As the logic
of this relationship app delivery company is manipulated by expanding cor-
porate discourse in the informational-digital universe, through the expressions
“collaborator”, “partner”, both the gastronomic entrepreneur and the app
company do not recognize each other as responsible for any formal guaran-
tee to these workers (Antunes, 2020).

Most of the interviewees report that pandemic context and the increase
in the unemployment as factors that increased the number of couriers on
the main roads cities in the country. They report a series of factors that ex-
pose the precarious reality of these workers, from the “freedom to choose”
their work in the neoliberal era (Dardot, 2016, p. 216), the costa and mainte-
nance of your work instrument on their own, the absence of essential safety
equipment for carrying out of their activities and the increased vulnerability
in traffic while carrying out the deliveries.

Some entrepreneurs also admit the dangers arising from the activity of
the couriers, but the reports minimize these risks or assign responsibility for
the protection against the risks of work exclusively to the delivery person,
configuring a discourse guided by a logic of individuality and survival, which
naturalizes the “new forms of work”: precarious, provisional and temporary
(Dardot, 2016, p. 329).

I think safety is up to them, they have to look for their own safety.
Many they walk without a helmet, without protector, without knee
pads, with nothing to protect themselves. It happens many acci-
dents. The plataform does not offer this security for them, but they
have to chase. (EHB4). (. . . ) I think the risks are the same as in
other professions that have accident risks of work. (EHB3).

Entrepreneur EHB5 reports a situation where a delivery rider suffered an acci-
dent, but it was only covered because it had a private fun and, in addition,
comments about the existence of a fund that the app company has ear-
marked for delivery rider, however, the “bureaucracy and very low value”
accentuate the insecurity of these workers.
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Both food businesses and app companies move away from responsibil-
ity for the problems inherent to the degree of risk of the food delivery riders
activity. It is not enough for entrepreneurs to be concerned only with the im-
pacts of their practices on relevant issues such as environmental stress con-
demned by consumers, but it is also necessary to pay attention to the effects
on the good be from others parts of the marketing system, delivery workers
for example. These agents cannot be isolated from these problems, accord-
ing to research by macromarketing on the company’s role in sustainable de-
velopment and markets sustainable trends in the fashion industry (Cline, 2013;
Sheth & Parvatiyar, 2021).

The reports of entrepreneurs EAT1 and EAT2 also indicate the criticality
of safety and risks of delivery activities. The interviewee EAT1 attends in a
large part of this change of conduct, when not only admitting the prob-
lems inherent to the delivery work, according to the testimonies of the en-
trepreneurs who relate to applications companies, but also demonstrates a
concern daily life with the physical integrity of its workers. This position cor-
roborates with an exchange that allows the guarantee of health and safety
in the workplace — UN Global Compact — GSP and OECD Guidelines, im-
proving the well-being of employess — CRT 2009 and the equitable sharing
of company benefits, as well as risks/harms — Clarkson Center for Business
Ethics 1999 (Laczniak & Kennedy, 2011, p. 250).

(. . . ) it is a very harsh reality, really madness. A rush, I don’t know
how they don’t kill each other (. . . ) even in situations of more ag-
gressive climates we explain to the client the limitations for the rea-
son for delay in delivery, because we do not want these people
risk themselves in these ways, at any price. We bought the motor-
cycle trunk of our partner here, we help with the maintenance of
this bike. I think it’s the minimum what we can do, you know? (...)
(EAT1).

(. . . ) I would say that the risk level of these couriers is around 90%:
being robbed, of taking the food, of having to show the burglar
where the source comes form of good. Guys are exposed to ev-
erything and everyone, they don’t have good health, risks of ha-
rassment, physical violence due to racism, gender. Even where
not allowed in, they can leave the food, and the porter disap-
pears with the food. And it has the risks of the activity of pedaling
or riding a motorcycle. I talked to an orthopedist one of these and
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he told me that he specialized in food delivery riders, due to the
increase in accidents they have suffered. (EAT2).

Some interviewees point out that professionals do not value the opportu-
nity offered by the application companies and consider the income earned
by the delivery suited to the work they do. These reports reinforce the dis-
course of trivialization of the reality of unemployment and its relation with
the increase of the army remaining in force of work in this destructive tripod
of capital: outsourcing, informality and flexibility as inseparable parts of the
global corporate enterprise. After all the “lucky” or “privileged”, this myriad
expressions of the neoliberalism prescription, may comtemplate some new
modality of servitude subject to wages deplorable, within the current deliv-
ery sistems (Antunes, 2020).

You do not create a bond with the company, you are providing
service to it, totally detached from responsibility and it turns out
that many guys don’t take advantage of this opportunity. [. . . ]
(EAP2). As I told you before, if they are running a lot on the streets
of sampa, it is because it is generating a nice income for them.
Ain’t go no job so they find this job as a way to pay your bills [. . . ]
(EAP3), I can’t tell you how much they earn but I hear what some
couriers say, but I believe they win as expected [. . . ] so R$ 4800
per month for a guy in 20-30 years old, living with his parents, he
manages to make a living. (. . . ) no one is satisfied with what he
earns, he always wants more. (EAP4).

Entrepreneurs using alternative delivery models reveal their indignation at the
remuneration obtained by couriers who provide delivery, in view of the exor-
bitant profit that these application companies earned in recent years (Cline,
2013). Recognizing the role of social conscience is crucial for the mainte-
nance of companies, since stakeholders increasingly want market practices
proactively respond to business challenges (Sheth & Parvatiyar, 2021).

Who can have the peace of mind of working without the security
of a minimum amount guaranteed? These boys and girls ride (. . . )
until dawn, shine, rain for earn I don’t know. R$ 4,00 reais per deliv-
ery. Man, this is inhumane, not to say, a shame on the part of these
billion dollar companies. (EAT1).
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Their pay is very low. I’ve already talked to some delivery guys
who stopped around here and they told me that they received
around R$5,00 to R$ 7,00 per delivery, independent, of the type of
delivery, depending on what exceeds the route they pay cents, in
addition to having to pay for costs such as gasoline, motorcycle
maintenance, the internet from the cell phone to be able to log
in to the application and feed (if they feed or if they feed badly),
do they drink water, even cycling so much mileage per day, weeks
. . . [. . . ] (EAT2).

Some interviewees recognize the exhausting pace of work carried out by
couriers, but relativize the problem, considering that only able-bodied in-
dividuals can withstand these conditions, as if it were a “voluntary” deci-
sion, which reinforces the “privilege of servitude” to neoliberal prescriptions,
through digitalization processes, where time of work is uninterrupted any-
where to produce (Dardot, 2016, p. 329).

It’s quite excessive, but they propose to do it, right? Everyone gives
what they can and within of the conditions. There are many de-
livery people. I saw a report on youtube where motobys they said
that at the beginning they earned R$ 5000. But also the number
of delivery people, he won’t earn that anymore, so you’ll have to
work a lot longer, ride more hours. And it’s not just for the Ifood guy,
it’s also for the Uber driver, from 99, . . . because people are unem-
ployed, and that is underemployment, and people need work. So
it depends on how the guy is going to make this thing happen,
(EAP4).

As it is an individual journey, it is up to the delivery person to limit
his journey so that he does not harm other activities (persons or
professionals). I believe it’s a journey performed according to the
needs of the worker. It is up to them to organize their workday.
(EHB3).

Entrepreneurs EAT1 and EAT3 add that the pace of work, income and the risks
inherent to the activity constitute a link where tensions alternate pressured by
the competitive logic of the market, which leads individuals to “take care of
himself”, to no longer rely on collective solidarity and to calculate and max-
imize his interests, where if you act like a slow individual, the delivery rider
competitor will overtake you and make more deliveries (Dardot, 2016). So
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they question about the perspective offered to these workers (leisure time,
study, affective relationship), given that long working hours eliminate their
autonomy, since these application companies “hold full control over the dis-
tribution of work, as well as the determination and use of the rules that define
this distribution” (Abilio, 2021, p. 3).

Their pace of life is crazy. Like running for hours to make money,
without the less security. They stand in a line in front of an establish-
ment until an order comes in. And if they are very slow, while they
are delivering goods, the “delivering-competitor” will go and pass
you, delivering 3, 4 more orders than you. Sometimes I get tired of
comparing their lives with that of a truck driver, who spends hours
working on the road driving, no sleep [. . . ]I think there’s a law dic-
tates that, for so many kilometers worked you need to rest some
time. But I believe that in the case of applications this is even
worse, because companies do not worry, they don’t do it (. . . )
Man, these companies don’t give a shit about the guys. If these
companies make a profit by charging 30%, 40% on merchants,
imagine if they will give ball to the motoboys. These guys’live are
all about excitement and survival, really. If it depends on the com-
panies, they won’t do anything to improve this situation. It’s only
if someone demand. If they have to take R$0,05 from each one,
they will, old man “ (EAT1).

According to article 3 of the CLT (Brasil, 1943), an employee is “every indi-
vidual who provide services of a non-eventual nature to an employer, subject
to and from through salary”. For the formal relationship to take place, the ex-
istence of essential requirements, namely: (a) the provision by an individual;
(b) personality; (c) non-event; (d) the onerousness; and ( e ) subordination.

The reports point to the existence of a formal working relationship be-
tween these two agents, as much as the discourse presented by these ap-
plication platforms deny any existing link, Some interviewees emphasize the
reality of these delivery workers, where they are deprived of a series of rights
and guarantees such as “vacation”, “thirteenth”, “hazardous rate”. They
suggest the mediation of a union entity so that these benefits can be achieved
and also points out that in this chain of exchanges, many agents are taking
advantage of this precariousness of the worker, including gastronomic en-
trepreneurs. That way, the role of entrepreneurs becomes essential in pro-
moting full employment (UN, 2019; (Sheth & Parvatiyar, 2021), in the fight
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against precarious work, since the absence or reduction of rights and guar-
antees constitutes a setback in the face of constitutional labor achievements
(Holzman et al., 2006), and in terms of efficiency for the delivery system, it
would be much more advantageous than the owners of businesses to hire
their own couriers.

The lack of a formal contract, the lack of regulation of the activity, and the
lack of transparency of this business model decisively obscures issues such as
working hours and minimum incomes, which contributes to this process. So
it makes comfortable using the discourse of “partners” in the relationship,
that they are the owners of their own activity, which only use the marketing
offered by the application company and the reality of these couriers does
not change (Antunes, 2020). These reports also punctuate the contradiction
about the business discourse that there is no formal relationship, since they
do not assume any responsibility for the working reality of these workers.

I answer you precisely to reinforce why we don’t want to enter this
application system. It’s just that I think (excuse me the term) it’s
prostitution what they do with this guys who ride or drive motor-
cycles for 14, 15 hours a day. There is no one contract, a limit of
hours, how much they will earn, nothing recorded. I think it’s worse
than informality. In the case of the relationship with these applica-
tion companies, the lack of transparency is total, and I think that
should even help them when action arises against them in justice.
They sell a lot of this idea that kids are entrepreneurs, are partners
. . . how? The guys have no idea how hard they will have to work to
guarantee the survival of the next day. If they abandon or deny an
order on their cell phon, they can be blocked by the app. (EAT1).

It is very comfortable for these companies to say that they are
“partners and the problem pretends to be solved. They do not
assume any responsibility for the work of the couriers, but decisions
about how they work are made by their algorithms (. . . ) There is
dishonest guys, but there are also very malicious customers That’s
why I hit the key that they need collective support, a union that
can really act in their defense, to give legal support, many of these
boys do not even know that they are generating exorbitant prof-
its for these companies at the cost of their labour, which is seen
as partner and not as an employee of an application company.
(EAT2).
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Entrepreneurs who do not believe in forming an employee relationship com-
pany still reinforce the business discourse advocated in the neoliberal logic of
“freedom to choose” and the “autonomy” of work. The EAP2 entrepreneur
compares the performance of delivery workers to the MEI (individual mi-
croentrepreneur) as several self-employes workers or workers looking for an
activity that offer an “extra income”. Under the arguments presented, the
delivery rider is recognized as an individual who does not have an employ-
ment relationship, which reinforces the existence of precarious work, absent
of enshrined rights, such as the valorizations of work and respect for human
dignity (Antunes, 2020) (ILO, 2021).

So, I compare the work of these couriers a lot with those of the
MEI here in Porto Alegre, like barbers, mechanics, bartenders, very
punctual jobs, work as a self-employed, you know ? And I see that
these couriers are very individual, they don’t have attachment to
the company (in this case Ifood, UberEats, etc.). They subscribe
to several apps and have them open at the same time and what-
ever you tap first, they go. They have no loyalty to company. In
my opinion, the employee ratio is zero employer among them. De-
liverers only use this company as a way to extra earning money.
They don’t see themselves as employees of that company, be-
cause they are in four applications at the same time. So I see them
like even individual microentrepreneurs, who are doing their own
thing, have a company that pays for them, provides the service for
him, but he doesn’t respect the company’s rules. (EAP2).

Nowadays the Brazilian people are so used to not working with
a signed, wants to be a micro-entrepreneur, no longer wants to
spend 8 hours being warrant. (EHB5).

These views once again demonstrate the strictly economic view of work
reality. This discourse omits a reality of work where individuals earn an income
that barely guarantees a momentary subsistence in strenuous work and pre-
carious, what was the “viração”, or the “beak economy, of the transitory”
becomes the “permanent”, being now structured by the applications of the
Gig Economy.

[. . . ] I don’t know, maybe because they use the applications as a
source of extra income, they are like “ah, if they cut me out of the
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app, I’ll find another way to earn money”. I see that they are very
detached from responsibility, you know ? (EAP2).

Look, I have friends who do that. They can maintain a dignified
life. If they have kids, it’s because they can handle this money
running the application. Me and mine wife, for example, we have
no children. It’s difficult for everyone. In short man I know people
who can support their family by working with apps. (EAP4).

I think that whoever works in this field is either because they like it,
or because they don’t want to have something fixed, with a time
commitment. (EHB4).

Based on these statements, the interviewees do not seem to recognize that
there is a desregulated labor market, part of an economic conjuncture fi-
nancial situation of the country that is pressing for the maintenance of this
precarious work. These interpretations ignore that the risks of this activity af-
fect other agents of society, since the numerous accidents suffered by deliv-
ery riders cause huge costs to both the public health system and the social
security system (Antunes, 2020, p. 90). Furthermore, they do not recognized
that the pandemic has brought a business opportunity for these global com-
panies, while this scenario has expanded the impoverishment and precari-
ousness of the working mass (Montenegro, 2020).

Conclusion: Future perspectives for the marketing sys-

tem and the decent work

Talking about future perspectives about the marketing system and the adop-
tion of Decent work requires, above all, to recognize the existence of an
imaginary neoliberal policy that determines all contemporary business logic.
Even the crisis economy and the pandemic contributed to the increase in
the profitability of holders of the economic power. The reports that point to
the justification of the “survival” of the ventures to adhere to delivery models
by applications, even the views pointed out about the precarious work of
food delivery workers if present incapable of modifying neoliberal rationality
or altering its respective imaginary. Everyone is pressured to be part of the
competition and competition game, to outperform enemy competitors, to
optimize their competences, the market remains as the reference (Casara,
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2021).
It is noted that the financialization-datafication imbrication, that is, the as-

sociation between the financial market and the most advanced technolo-
gies provided a new logic within the food delivery system. The marketing
system is impactec by society through a new world market order, generat-
ing imbalaces that even reach the undisputed obedience of entrepreneurs
gastronomic products to the control of application companies, through their
algorithms (Antunes, 2020; Casara, 2021), (Hunt, 1981). Some entrepreneurs
reaffirmed that the relationship with application companies brought bene-
fits such as ease, convenience, promotion of the establishment’s brand and,
mainly, profitability.

But escaping delivery is practically impossible. It came to stay and
who doesn’t adapt, it can go wrong. There’s no way to fight, face.
The world is already on its way movement, business needs to be in
the media and these applications are selling their service. (EAP4).

The dominance of application companies within the delivery systems of food
is amplified as their practices do not go through process of supervision or
regulation. The proposition of the so-called hyper-norms or ethical conduct
is presented as a way to guide these behaviors business, given that from the
macromarketing perspective, markets must have a channel of exchanges
that supply society through goods that provide good being general (Lacz-
niak & Kennedy, 2011; Mittelstaedt et al., 2015).

The big question is that most of the reports point to the recognition of
the impacts caused by application companies to the work reality of delivery
people of applications, but these entrepreneurs are not willing to join, volun-
tarily, to codes of conduct and ethics, with regard to the dimension of work
decent. On the other hand, the same entrepreneurs who resist adopting
conduct volunteers that offer decent working conditions suggest that there
would be space for the worker’s reality to be transformed. This apparent
paradox may indicates that the subjects interviewed do not see themselves
as responsible agents for eventual transformation, but point out ways for so-
ciety to act in the resolution of this problem.

Regarding the benefits, I think they could reach an agreement
with the applications to get a life insurance help (because they
take a lot of risks in city streets, especially on rainy days), an al-
lowance for maintenance of the motorcycle and the reduction of
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their working time. The company could be more flexible with re-
garding this issue of blocking couriers. Even because the impact
also arrives to us and the customers, right ? (EAP3).

They should seek an agreement with the platform, which would
allow them to have more rights. I don’t know if they were going
to get much out of labor justice or support governmental. I don’t
know, I think it should be more between them and the company.
(EHB4).

Entrepreneurs also mention agreements between companies and couriers
to provide living expenses and life insurance; the regulation of the profes-
sion; the greater involvement of the labor courts, the public prosecutor and
other bodies of oversight, union mobilization and the search for experiences
adopted in other countries who have successfully implemented laws that
guarantee social protection to these workers. In this perspective, future out-
puts are corroborated by Antunes (2020), emphasizing that, however effi-
cient the new forms of control over the work carried out by companies,
through new technologies, there are countless examples of workers medi-
ated by applications who become aware and organize into associations,
unions and collectives, achieving important achievements.

I believe that motoboys can have better conditions when they
meet your rights, only with pressure, really, old man ! I don’t see
any signs coming from above, of companies. One thing that think-
ing fast, I can’t imagine these companies applications wanting to
provide education, a fair income, security for the couriers. So I
think that in terms of business, there is a possibility, yes, there is a
possibility within the scope of regulation as well. [. . . ] the con-
sumer cannot stay hostage of applications too, needs to look for
other ways to contribute to a more sustainable environment. Is
there any way to face these guys? In Brazil, it’s good complicated.
That’s it, if you don’t want to, there are others on the side who will
join, and use the precarious work system and say: ah, but at least
I’m providing a job. [. . . ] I don’t know the mobilization capacity of
these people, if they don’t have a strong organization , it’s gonna
be hard. (EAT1).

As I have little knowledge of their working conditions, I do not I can
tell you a lot. But I think if they feel the need more guarantees,
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rights, they should seek through associations with other couriers,
and by the labor bodies so that they can be guided in the best
way. (EAT3)

Ho (2005) points out that government action must act whenever there is
relevant economic and social impacts, with the support of companies, so
that the system achieves the maximum provision of the needs of society as
a whole. Mittelstaedt et al. (2015) reinforce that public policies can provide
actions to regulate activities and agents involved in the marketing system,
avoiding the transfer of negative impacts to third parties.

It is worth mentioning that some of the interviewees also indicate paths
envisaged (some already in practice) that have a fairer and more ethical
character: creation own apps or unified platforms between restaurants; as-
sociation with delivery groups.

This research showed that the practice of these technology companies
has contributed to bring risks to workers not only in their labor guarantees
individuals and in terms of collective organizations. Overcome marketing
systems degrading to social well-being means moving away from neoliberal
rationalism that threats agents who act with less agency power as nego-
tiable goals and disposables (Casara, 2021). After all, the better positioned
you are in the unequal social arrangements, the greater the possibility of
reproducing the same practices (Fernandes, 2020). In other words, these al-
ternatives involve recognizing and imposing limits the exercise of power, the
pursuit of profits, competition, so that new constructions organizations can
provide new means of confronting the neoliberal advance and the collapse
of social rights.

References

Abilio, L. C. (2021). Uberização: Do empreendedorismo para o autogerenci-
amento subordinado. Psicoperspectivas, 18(3), 41–51 (cit. on p. 254).

Antunes, R. (2020). Uberização, trabalho digital e indústria 4.0. Boitempo.
(Cit. on pp. 241 sq., 250, 252, 255–259).

Atunes, R. (2020a). Coronavírus: O trabalho sob fogo cruzado. Boitempo.
(Cit. on p. 249).

Atunes, R. (2020b). O privilégio da servidão: O novo proletário de serviços da
era digital. Boitempo. (Cit. on p. 249).

260



BBC News Brazil. (2020). Retrieved August 10, 2021, from https://www.bbc.
com/portuguese/geral-51272233 (cit. on p. 242).

Brasil. (1943). Decreto presidencial no 5.452. Retrieved January 10, 2021, from
http://www.planalto.gov.br/ccivil_03/decreto-lei/del5452.htm (cit. on
p. 254).

Brasil. (n.d.). Constituição federal da república federativa do brasil. Retrieved
January 10, 2021, from https :// legis . senado. leg.br/norma/579494/
publicacao/16434817 (cit. on p. 247).

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualita-
tive research in psychology, 3(2), 77–101 (cit. on p. 248).

Casara, R. (2021). Contra a miséria neoliberal: Racionalidade, normatividade
e imaginário. Autonomia Literária. (Cit. on pp. 239, 257 sq., 260).

Chang, H.-J. (2002). Breaking the mould: An institutionalist political economy
alternative to the neo-liberal theory of the market and the state. Cam-
bridge Journal of Economics, 26(5), 539–559 (cit. on p. 246).

Cline, E. L. (2013). Overdressed: The shockingly high cost of cheap fashion.
Penguin. (Cit. on pp. 251 sq.).

Costa, F. J. (2015). Marketing e sociedade. Editora UFPB. (Cit. on pp. 240, 246).
Cunha, T., & Reis, C. S. (2021). Cooperativas e coletivos de entregadores

como campo de resistência à precarização do trabalho mediado por
plataformas digitais no contexto urbano brasileir. Sociedade Brasileira
de Estudos Organizacionais. (Cit. on p. 242).

Dardot, P. (2016). A nova razão do mundo: Ensaio sobre a sociedade neolib-
eral. Boitempo. (Cit. on pp. 250, 253).

De Medeiros, F. G., & Da Costa, F. J. (2019). Uma proposta de visualização do
sistema agregado de marketing turístico. Estudios Gerenciales, 35(152),
237–248 (cit. on p. 245).

Dixon, D. F. (2002). Emerging macromarketing concepts: From Socrates to
Alfred Marshall. Journal of Business Research, 55, 87–95 (cit. on p. 244).

Fernandes, S. (2020). Se quiser mudar o mundo: Um guia político para quem
se importa. Planeta. (Cit. on p. 260).

Holzman, L., Kováscz, I., & Guimarães, V. N. (2006). O mosaico do trabalho
na sociedade contemporânea : Persistências e inovações. Editora da
UFRGS. (Cit. on p. 255).

Hunt, S. D. (1981). Macromarketing as a multidimensional concept. Journal
of macromarketing, 1(1), 7–8 (cit. on pp. 240, 258).

261

https://www.bbc.com/portuguese/geral-51272233
https://www.bbc.com/portuguese/geral-51272233
http://www.planalto.gov.br/ccivil_03/decreto-lei/del5452.htm
https://legis.senado.leg.br/norma/579494/publicacao/16434817
https://legis.senado.leg.br/norma/579494/publicacao/16434817


International Labour Organization. (2016). Agenda nacional de trabalho de-
cent. Retrieved November 10, 2021, from https://www.ilo.org/wcmsp5/
groups/public/---americas/---ro-lima/---ilo-brasilia/documents/publication/
wcms_226229.pdf (cit. on p. 247).

International Labour Organization. (2017). Guidelines on decent work and so-
cially responsible tourism. geneva: International labour office, 2017. Re-
trieved November 10, 2021, from https://www.ilo.org/wcmsp5/groups/
public/ --- ed _ dialogue/ --- sector / documents / normativeinstrument /
wcms_546337.pd (cit. on p. 247).

Jagadale, S. R., Kadirov, D., & Chakraborty, D. (2018). Tackling the subaltern
quandary: Marketing systems of dignity. Journal of Macromarketing,
38(1), 91–111. https : / / doi . org / 10 . 1177 / 0276146717740680 (cit. on
p. 241).

Laamanen, M. (2013). No more happy subjects?: Approaches to reshaping
the labour market and neoliberal politics of work. Annual Macromar-
keting Conference, 142–153 (cit. on p. 240).

Laczniak, G. R., & Kennedy, A.-M. (2011). Hyper norms: Searching for a global
code of conduct. Journal of Macromarketing, 31(3), 245–256 (cit. on
pp. 248 sq., 251, 258).

Layton, R. (2014). On the (near) impossibility of managing a macromarketing
system. In A. Bradshaw, M. Laamanan, & A. Reppel (Eds.), Macromar-
keting and the crisis of the social imagination, proceedings of the 39th
annual macromarketing conference, (pp. 731–739). Macromarketing
Society. (Cit. on p. 245).

Layton, R. A. (2007). Marketing systems: Core macromarketing concept. Jour-
nal of macromarketing, 27(3), 227–242 (cit. on pp. 240, 244–246).

Layton, R. A. (2009). On Economic Growth, Marketing Systems, and the Qual-
ity of Life. Journal of Macromarketing, 29(4), 349–362 (cit. on p. 246).

Layton, R. A. (2010). Marketing systems, macromarketing and the quality of
life. The sage handbook of marketing theory, 415–442 (cit. on pp. 244 sq.).

Layton, R. A. (2011). Towards a theory of marketing systems. European journal
of marketing, 45(1/2), 259–276 (cit. on pp. 245 sq.).

McMillan, J. (2003). Reinventing the bazaar: A natural history of markets. WW
Norton & Company. (Cit. on p. 246).

Mittelstaedt, J. D., Kilbourne, W. E., & Mittelstaedt, R. A. (2006). Macromarket-
ing as agorology: Macromarketing theory and the study of the agora.

262

https://www.ilo.org/wcmsp5/groups/public/---americas/---ro-lima/---ilo-brasilia/documents/publication/wcms_226229.pdf
https://www.ilo.org/wcmsp5/groups/public/---americas/---ro-lima/---ilo-brasilia/documents/publication/wcms_226229.pdf
https://www.ilo.org/wcmsp5/groups/public/---americas/---ro-lima/---ilo-brasilia/documents/publication/wcms_226229.pdf
https://www.ilo.org/wcmsp5/groups/public/---ed_dialogue/---sector/documents/normativeinstrument/wcms_546337.pd
https://www.ilo.org/wcmsp5/groups/public/---ed_dialogue/---sector/documents/normativeinstrument/wcms_546337.pd
https://www.ilo.org/wcmsp5/groups/public/---ed_dialogue/---sector/documents/normativeinstrument/wcms_546337.pd
https://doi.org/10.1177/0276146717740680


Journal of Macromarketing, 26(2), 131–142. https://doi.org/10.1177/
0276146706290921 (cit. on p. 245).

Mittelstaedt, J. D., Kilbourne, W. E., & Shultz II, C. J. (2015). Macromarketing
approaches to thought development in positive marketing: Two per-
spectives on a research agenda for positive marketing scholars. Jour-
nal of Business Research, 68(12), 2513–2516 (cit. on pp. 246, 258, 260).

Montenegro, M. R. (2020). Do capitalismo de plataforma à difusão dos aplica-
tivos: Apontamentos sobre novos nexos entre os circuitos da econo-
mia urbana em tempos de covid-19. Espaço e Economia. Revista brasileira
de geografia econômica, (19) (cit. on p. 257).

Mundt, J., & Houston, F. S. (2010). Ubiquitous externalities: Characteristics, cli-
mate, and implications for post-acquisition behaviors. Journal of Macro-
marketing, 30(3), 254–269. https://doi.org/10.1177/0276146710372223
(cit. on pp. 240, 246).

Nason, R. W. (1989). The social consequences of marketing: Macromarketing
and public policy. Journal of Public Policy & Marketing, 8(1), 242–251
(cit. on pp. 240, 243).

O Joio E O Trigo. (n.d.). Retrieved December 16, 2021, from https://ojoioeotrigo.
com.br/2021/08/ifood-entrevista-inovacao/ (cit. on p. 242).

Redmond, W. (2013). Financial innovation, diffusion, and instability. Journal of
Economic Issues, 47(2), 525–532 (cit. on p. 246).

Rosenfield, C. L., & Pauli, J. (2012). Para além da dicotomia entre trabalho
decente e trabalho. (Cit. on p. 239).

Santos, M. (2019). Por um outra globalização: Do pensamento único à con-
sciência universa (29th ed.). Record. (Cit. on p. 242).

Sheth, J. N., & Parvatiyar, A. (2021). Sustainable marketing: Market-driving,
not market-driven. Journal of macromarketing, 41(1), 150–165 (cit. on
pp. 249, 251 sq., 254).

Shultz, C. J. (2007). Marketing as constructive engagement. Journal of Public
Policy & Marketing, 26(2), 293–301 (cit. on p. 244).

Shultz, C. J., & Holbrook, M. B. (2009). The paradoxical relationships between
marketing and vulnerability. Journal of Public Policy & Marketing, 28(1),
124–127 (cit. on p. 242).
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Conflict, Resolve and Rebirth in
Profoundly Distressed Economies

Clifford Shultz Loyola University

Andrés Barrios Fajardo Universidad de Los Andes

This special session assembles scholars with interests in profoundly distressed
economies, and the well-being of people who are struggling to thrive – or
simply to survive – in those economies and/or who seek refuge from them.
The countries of focus are Afghanistan (two presentations), Colombia and
Lebanon; all ravaged by war, natural disasters, corruption and other dis-
tresses. Our interests are to find, and contribute to the making of, a “new nor-
mal” in these countries that assures security, inclusion, social justice, peace,
prosperity, an appropriate assortment of goods and services, individual quality-
of-life (QOL) and eudaemonia.

Each team of authors is actively engaged in research to understand (1)
various components and interactions of marketing systems that are dysfunc-
tional or otherwise impede well-being and (2) macromarketing ideas, tools
and processes that can help to overcome complex, systemic challenges
and thus to enhance individual QOL and societal well-being, over time and
throughout the system.

Four teams of authors will present; unique to this session: each team
includes one or more early career scholars or student(s) who have devel-
oped interests in macromarketing, and have begun their own scholarly ex-
plorations in collaboration with established macromarketing scholars. Con-
sistent with the tradition of Macromarketing Conferences, presentations are
intended to be brief, between 8-12 minutes, to ensure rich discussion and
meaningful inclusion of all participants who attend the session. Shultz and
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Barrios Fajardo will serve as session Co-Chairs.
Presentation titles and author teams are below; extended abstracts are

included in the Conference Proceedings.

• “The Good, The Bad and The Entrepreneurial: Navigating the COVID-
19 Pandemic in a Multi-Crisis Environment” (Aoun Barakat, Shultz, and
Greiner Fehl)

• “A Gender Approach on the Economic Reincorporation of Ex-combatants”
(Barrios Fajardo and Modesto)

• “Facilitating Empowerment of Women in Today’s Afghanistan by Lever-
aging Islamic and Afghan Family Values” (Davidson and Rahtz)

• “Afghanistan, from Cautious Optimism to Calamity: Perspectives from
the Field, Considerations for the Future” (Shultz, Mayar, Medina, and
Naeemi)
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The Good, The Bad and The
Entrepreneurial: Navigating the
COVID-19 Pandemic in a Multi-Crisis
Environment

Karine Aoun Barakat INSEEC Grande Ecole

Clifford Shultz Loyola University

Amy Fehl Georgia Gwinnett College

Extended Abstract

The onset of the COVID-19 pandemic has wreaked havoc in healthcare sys-
tems across the world, creating a set of new challenges for the sector –
and the many stakeholders whose well-being depends on that sector. In
Lebanon, alongside the health crisis, the country has had to deal with a suc-
cession of social, economic, political, and informational crises (Bizri et al.,
2021; DeQuero-Navarro et al., 2020). It has also managed the aftermath of a
massive explosion that ripped through the capital city’s port in August 2020
and put additional strain on the country’s fragmented and under-resourced
healthcare system, exposing its vulnerability in addressing complex emergen-
cies, and overburdening medical providers (Al-Hajj et al., 2021).

During this period of prevailing uncertainty and scarcity of resources, health-
care providers were constantly adjusting their performance and negotiating
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goals in order to survive and comply with societal and patient requirements
(Tortorella et al., 2022). Furthermore, a key concern for them was to ensure
their organization’s resilience during rapidly evolving pressures of the pan-
demic, in order to continue to provide safe and effective care for their pa-
tients and communities. The situation was further complicated due to the
shortages in financial, material and human resources in Lebanon as a result
of the harsh economic crisis the country had been facing even before the
onset of the COVID-19 pandemic (Zeenny et al., 2020).

Similarly to other countries around the world, Lebanon’s healthcare pro-
fessionals were on the frontline of the fight against the virus (Aoun & Aoun-
Barakat, 2022; Bozdağ & Ergün, 2020). Acknowledging frontline healthcare
professionals as the backbone of the healthcare sector, previous literature
has highlighted the importance of their resiliency and adaptability in effec-
tively responding to the rapidly changing contexts witnessed during the pan-
demic (Alameddine et al., 2022). However, to the best of the authors’ knowl-
edge, very few studies have been conducted on healthcare professionals in
a multi-crisis context, such as the case in Lebanon since the start of the pan-
demic. Such a study is especially interesting given the fact that according
to Bozdağ and Ergün (2020), healthcare professionals’ reactions and coping
strategies differ despite being exposed to similar hardships and compara-
ble shocking, destructive and stressful incidents. Hence, more research is
needed to understand how, under the weight of multiple and systemic na-
tional crises, individual differences and organizational contexts, healthcare
providers can come together to either cultivate a climate of resilience or
lead to dysfunctional patterns that may even make it harder to care for pa-
tients.

Therefore, to elucidate the way in which the COVID-19 pandemic af-
fected healthcare professionals’ work and which coping mechanisms they
resorted to, semi-structured interviews were conducted with doctors and
nurses in Lebanon. The collected data were then thematically coded, and
recurring themes were analyzed using a grounded theory approach. Here,
we report the emerging themes and place them in a broader theoretical
context of crises and resilience. The themes were chosen both for the fre-
quency of their occurrence within the interviews and their perceived utilitar-
ian significance (Braun & Clarke, 2006).

Initial results show the appearance of three significant themes of both re-
silience and division. Firstly, one of the positive outcomes of the COVID-19
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pandemic has been the increase in solidarity between doctors and nurses.
Working alongside each other and fighting a common enemy has broken
down the historical barriers between these healthcare professionals who have
become more appreciative of each other’s work. Reaching out and con-
necting to others in an employment context, both current social ties and new
relationships, is a key protective strategy for individuals and groups when
faced with unprecedented challenges (Weinstein & Ryan, 2011; Zhang et
al., 2022). Also notable is the way in which technology was mobilized and
served to reinforce cohesion. Several interviewees mentioned the creation
of support groups through WhatsApp and virtual communities to exchange
experiences and expertise.

Secondly, the COVID-19 pandemic led to an aggravation of the divide
between administrative and medical staff. Many healthcare professionals
during the interviews pointed out the big difference between what is pre-
scribed through standardized procedures passed on by the administration
and what really occurs in practice. This created a high level of resentment
toward hospital policies, which were considered by healthcare professionals
as dictated to them from people with no experience on the ground. Sev-
eral healthcare professionals reported during the interview that the hospital
administration suggested protocols that led to lower patient care and ad-
ditional stress for medical staff. In addition to the challenges from the pan-
demic and the multiple crises in Lebanon, the institutional structure at many
healthcare facilities created disconnected silos of personnel – frontline pro-
viders and the administrative staff – cutting each group off from the benefit
of collaboration and worsening an already difficult situation.

Finally, the compounded crisis led some frontline healthcare professionals
to take an entrepreneurial role in the broader system of care delivery be-
cause such a large part of the Lebanese population was unable to access
healthcare services through hospitals and other traditional providers. For ex-
ample, some nurses took it upon themselves to supply patients with oxygen
machines and treat them in their homes. These patients would not have had
access to any healthcare provision without this option. These entrepreneurial
nurses used existing technology to connect to patients, advertising their ser-
vices on social media and via word-of-mouth and connecting to patients
through the popular and secure WhatsApp messaging platform. They were
responding to a demand in the market that resulted from a breakdown in
the traditional medical system.
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These three themes offer lessons for future crises, both hopeful and dispir-
iting. Connection leads to resilience and preparedness. People are stronger
when they collaborate and cooperate. However, individuals have only so
much control over their environment because of the context of crisis but
also because of institutional barriers. Nurses and doctors were able to over-
come previous preconceptions about how to communicate and how to
make decisions because of daily contact: seeing each other and working
side by side. However, the physical distance between hospital administrators
and frontline healthcare providers inflamed preexisting tensions, decreased
trust, and further accentuated the prescribed distance between these two
institutional roles. Given the frequency of this theme in interviews, we be-
lieve that the disconnect between frontline imperatives to care for patients
and hospital policies was system-wide (DiMaggio & Powell, 1983), potentially
with profound implications for the quality of healthcare and the well-being
of Lebanese throughout the country. Nevertheless, technology may be a
cause for hope. For example, communication between hospital adminis-
trators and healthcare providers could be strengthened or in fact initiated
using currently available technologies, such as video exchanges to show
administrators the challenges on the frontline. Indeed, findings from the inter-
views revealed the key role of cutting-edge and conventional technology
in resilience and preparedness in times of crises, as evidenced by the en-
trepreneurial spirit of some nurses.

References

Alameddine, M., Bou-Karroum, K., & Hijazi, M. A. (2022). A national study on
the resilience of community pharmacists in lebanon: A cross-sectional
survey. Journal of Pharmaceutical Policy and Practice, 15(1), 1–10 (cit.
on p. 269).

Al-Hajj, S., Mokdad, A. H., & Kazzi, A. (2021). Beirut explosion aftermath: Lessons
and guidelines. Emergency Medicine Journal, 38(12), 938–939 (cit. on
p. 268).

Aoun, G., & Aoun-Barakat, K. (2022). Fighting covid-19 in a multi-crisis con-
text: Case of lebanon. In D. R. C. Shultz & M. Sirgy (Eds.), Community,
the economy, and covid-19: Lessons from multi-country analyses of the
sars-cov-2 pandemic. Springer. (Cit. on p. 269).

271



Bizri, A. R., Khachfe, H. H., Fares, M. Y., & Musharrafieh, U. (2021). Covid-19 pan-
demic: An insult over injury for lebanon. Journal of community health,
46(3), 487–493 (cit. on p. 268).
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Facilitating Empowerment of Women
in Today’s Afghanistan by
Leveraging Islamic and Afghan
Family Values

Rebecca A. Davidson William and Mary

Don R. Rahtz William and Mary

The purpose of this paper is to examine Afghanistan’s policies and prac-

tices regarding women’s reforms over a larger historical context and to

understand why women’s reforms have repeatedly failed over the 21st

century. This paper provides a brief history of Afghanistan and how women

have played a role in society and culture. The paper explores how re-

cently emigrated Afghan men think about Afghan women’s roles in Afghan

society during the past twenty years up until today. This research also

focuses on discussing with these recently emigrated Afghan men their

views related to women’s roles in a post-Western withdrawal, Taliban-

controlled country. These conversations will take place with an eye on

emigrated men being able to better understand their own, and the Afghan

men remaining behind in Afghanistan, positive visions for the future of

women in their country.

Women from Islamic countries have always had more limited rights com-

pared to women from other countries (Hashemiolya, 2021). However, this

does not mean their fathers, husbands, brothers, or sons love or value

them any less. Family is very important in the Muslim faith. Many Muslims

believe providing a secure, healthy, and nurturing environment begins

at home. Women need to feel safe and supported, starting at home.
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When women have these basic needs met and begin to see opportuni-

ties, they gain confidence and feel empowered. It is essential to include

and engage men in conversations around women’s reform. Women’s

participation in all levels of society is essential for Afghanistan’s economic

future and the realization of a safe, just, and peaceful nation.

There is a significant amount of research on women’s education and

economic opportunities (Karov, 2018; Lean et al., 2021)(U.S. Department

of State, n.d.; Women for Women International, n.d.), women in patri-

archal post-conflict environments (Berry, 2017)(Congressional Research

Services 2020; Da Dalt 2021; Yadev 2021), as well as several interviews

conducted with Afghan women (Afghanistan Independent Human Rights

Commission, 2008; Ahmed-Ghosh, 2006; Amin & Alizada, 2020; Gibbs et

al., 2018)(Myatt 2015; Women for Women International n.d.) We believe

that a detailed analysis of how men from patriarchal rural societies think

about and view women’s empowerment could well provide critical in-

sights into how women’s reforms might be able to take place in today’s

Afghanistan and facilitate real, long-lasting change. The ultimate goal of

this study is to start the conversation with men with an eye towards future

research. Future research that will explore how Afghanistan’s most recent

history of women’s reforms (since 2001) affects the current situation of the

Taliban takeover, how governments decide to engage with community

leaders and the Taliban, how international aid agencies develop future

approaches to enter back into the country, and how the international

community will regain the Afghan people’s trust.
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A Gender Approach on the
Economic Reincorporation of
Ex-combatants

Andrés Barrios Fajardo Universidad de Los Andes, Colombia

Stefania Modesto Universidad de Los Andes, Colombia

Armed conflicts differentially harm the communities that directly experi-
ence the conflict in their territories. These impacts are dissimilar for women
and men, as they have different access to resources, power, and decision-
making before, during and after conflicts (Shekhawat & Pathak, 2015). In the
case of women, it has been documented how the armed conflict affects
gender relations through sexual violence, displacement, and the alteration
of their livelihoods (O’Connell, 2011)).

Colombia has not been the exception, and it has been shown that the
conflict has affected women differently. According to the Single Registry of
Victims (RUV), of the 8,286,032 victims of the armed conflict in Colombia, the
National Information Network identified that 3,743,200 women have been
victims of forced displacement, 192,509 have been victims of threats and
47,959 have been dispossessed of their property or real estate. In terms of
sexual violence, 21,926 women have been victims of crimes against freedom
and sexual integrity (Ayala et al., 2018)).

The scenario described above poses a key challenge to the peace pro-
cess in Colombia. In other words, the process not only needs to resolve the
conflict, but it also requires promoting the reintegration of women into soci-
ety. In some African countries, peace processes have been seen as an op-
portunity to generate changes in social structures in order to “ensure greater
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gender equity and equality and the rights and empowerment of women in
the social, economic and political spheres, and also to strengthen women’s
citizenship.” (O’Connell, 2011)

This study explores the process of reincorporation of female ex-combatants
of the FARC. To meet this objective, the experiences of a group of women
who were placed in two ETCR in the Caquetá region were analyzed. The
results show that, during the reincorporation process, ex-combatant women
have experienced tensions between the adoption of roles in the productive
and family spheres.
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Afghanistan, from Cautious
Optimism to Calamity: Perspectives
from the Field, Considerations for the
Future

Clifford Shultz Loyola University Chicago, USA

Maiwand Mayar Loyola University Chicago, USA Omar Medina Loyola Univer-

sity Chicago, USA Samiullah Naeemi Kabul University, Afghanistan

The authors share findings from an ongoing field study in Afghanistan to
assess (1) evolving marketing and consumer dynamics in a profoundly dis-
tressed marketing system, and (2) perceptions of well-being prior to the Tal-
iban takeover and subsequent to that takeover. The presentation includes
an introduction to Afghanistan’s marketing system, which has emerged over
millennia from various conflicts, conquests, migrations and trade routes; this
system also has been shaped by marketing practices and consumption pat-
terns among various tribes and ethnicities, with unique resources, cultural
tendencies and preferences. These waves, over centuries, forged a “mod-
ern,” albeit flawed, Afghanistan state and a cautiously optimistic period dur-
ing our research the last two years. However, in the span of days, the gov-
ernment of that state capitulated to the Taliban, which coincided with or
ushered in the withdrawal of NATO and other forces, and nation-building
endeavors sponsored and administered by aid organizations. At the time
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of this writing, distress pervades; threats of internal conflict simmer across
Afghanistan, as the Taliban rolls-out — and enforces — draconian policies.
Afghanistan is in crisis; we seek macromarketing insights and solutions.

Conflict, poverty, political instability, violence and economic hardship have
plagued Afghanistan throughout its history. From Alexander the Great and
Genghis Khan, to more recent forays by the United Kingdom, the Soviet
Union, and the United States, superpowers have engaged, marched through,
looted and colonized Afghanistan; each has experienced failure — some-
times, devasting failure. Afghanistan accordingly has been labeled the “Grave-
yard of Empires.” The country has also flourished during periods of peace,
particularly under the rule of King Amanullah Khan, who brought moderniza-
tion to Afghanistan in the 1920s, after a series of British-Afghan wars. Though
checkered by internal violence, Afghanistan was generally peaceful, pros-
perous, welcoming and tolerant until the early 1970s. The Soviet invasion in
1973, the first rise of the Taliban, the search for Bin Laden, the “9/11 War,”
and wide-spread corruption have been tumultuous for Afghanistan (World
Bank, 2021). Recent events, including the withdrawal of the US military and
its allies (Lubold et al., 2021), the rapid collapse of the government, the Tal-
iban’s blitz of critical provinces and districts (BBC, 2021a, 2021b) and the Tal-
iban’s (re)ascension to power have left a pall of fear and anxiety across the
land. Both Afghans and external observers are deeply concerned about the
country’s future.

Today, many of the 36 million Afghans are suffering. Images of people
swarming the Kabul airport with hopes to flee, and the tide of Afghan refugees
and other forcibly displaced persons reveal the severity of the crisis. Those
who remain are facing a famine that could kill more than a million people;
millions of others are in acute need. Allegations of human rights violations are
rampant. Approximately 3.5 million Afghans are internally displaced. More
than 2.6 million have been registered as refugees (UNHCR, 2022); many more
Afghans are desperate to follow them, as the situation is increasingly “stark”
(World Bank, 2021). These trends are especially troubling, and frustrating,
when one considers that, over the past 20 years, the GNI per capita more
than doubled; importantly, in our view, wellness indicators improved dramati-
cally. For example, the life expectancy at birth increased by nine years; years
of schooling increased from six to 10, education of women increased, and
so on (UNDP, 2021). More broadly, from 1990 to 2019, Afghanistan’s Human
Development Index (HDI) value increased from 0.302 to 0.511; that leap is an

279



increase of 69.2% (UNDP, n.d.). Such progress is now at risk of reversal.
Landlocked, mountainous, and with remote populations and poor infras-

tructure; wracked by war, natural disasters and corruption; isolated and cut-
off from many sources of foreign aid; administered by a governing body
with a dubious human rights record and keen interests in illicit markets and
marketing: Afghanistan is on the verge of collapse, which could lead to a
humanitarian tragedy, of massive scale. In this dim light – but with under-
standing and belief that macromarketing offers hope and responsibility for
solutions to improve conditions for the Afghan people – the primary interests
of the research team are the evolving perceptions of QOL and well-being
in Afghanistan, and the marketing system(s) that affects those perceptions.
The study is informed by a Systemic Framework for Constructive Engagement
to Facilitate QOL in Distressed and Flourishing Communities (C. Shultz et al.
(2022); see also C. J. Shultz et al. (2017) and C. J. Shultz and Pecotich (1994)
Sirgy (2011, 2021)) to discern the most salient predictors of QOL and commu-
nity well-being in an Afghan context. Subsequent field study was/is largely
focused on markets and marketing activity in Kabul, and related insights
into retailing dynamics, consumer values, and shopping, purchase and prod-
uct/service preferences and behaviors — with implications for well-being at
personal, community and national levels (C. J. Shultz & Pecotich, 1994).

The presentation will feature data from field observations; data from a
QOL survey, including measures for “range capture”, specifically, percep-
tions of QOL in five-year increments (Mai et al., 2014); anonymous opinions
and assessments shared during a roundtable discussion in Kabul, as part of a
conference organized by the authors. Updates from the field research team
will be included in the presentation, as the people of Afghanistan respond
to Taliban polices, economic distress, fractures in the marketing system re-
sulting in food shortages, among many challenges. Indeed, in addition to
food, consumers are in need of many basic products and services neces-
sary for survival, including clean water, energy, and healthcare. Our findings
also draw attention to concerns about safety and security; to be sure, hu-
mans cannot live healthy lives and their communities cannot flourish if they
are in constant fear of violence. Poverty continues to plague Afghanistan,
and gender-based and income inequalities are still prevalent. The data gen-
erally show both improvements and degradations to QOL. Some participants
in the study nevertheless were hopeful for a better future, but we must add
these attitudes were measured six weeks prior to the collapse and ensuing
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calamity. Directions and opportunities for future research will be discussed.
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Macromarketing and Tourism: An
Overview and Research Framework

Richard S. Aquino University of Canterbury

C. Michael Hall University of Canterbury

Tourism scholars and practitioners deal with societal and other issues caused
by and arising within the tourism system. Despite recognition of the parallels
that exist between tourism and macromarketing knowledge, calls to adopt
macromarketing perspectives in tourism studies (Walle, 1995), and decades
of scholarship examining the consequences of tourism on society and the
environment, research that explicitly employ macromarketing paradigms in
explaining tourism phenomena remain scarce. This paper explores the ap-
plication of macromarketing concepts in tourism research, and proposes a
framework that could guide the investigation of issues related to macromar-
keting and tourism. This paper positions tourism as a marketing system that
is: embedded within and shaped by larger societal and socio-ecological
systems; mobilized by a network of actors directly and indirectly interact-
ing within and across geographical spaces (destinations, transit regions, and
tourism generating regions); facilitated by the co-creation and exchange of
value for producers (e.g., hosts) and consumers (e.g., tourists) through the
design and delivery of tourism experiences; and driven by tourist demand
and the needs of business, policy-makers, and host communities. A scop-
ing review shows that the majority of studies of tourism phenomena framed
within macromarketing have only been published in the past decade, and
have focused on issues concerning the impacts of tourism, place branding,
and marketing communications for an equitable and sustainable tourism
industry. By integrating insights from the review and the foundational con-
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cepts of macromarketing, a framework that identifies future avenues of re-
search across the intersections of tourism, business, and society is developed.
This paper has implications for tourism researchers aiming to employ macro-
marketing perspectives, and for macromarketers who are examining tourism
phenomena.
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A Pedagogical Approach and
Research Agenda for Critical and
Political Macromarketing

Raymond Benton Jr Loyola University

In a recent essay (Benton Jr, 2022) I coined the phrase “political macro-
marketing.” I had in mind something akin to political sociology, possibly but
less so political economics and decidedly not the current term political mar-
keting. It seemed to me that it was about time the term was coined. This
proposal is along the lines of what I see as the subdiscipline of political macro-
marketing.

Last summer I had occasion to read several books about the economy.
All were by economists or political scientists. The books were Anne Case
and Angus Deaton’s Deaths of Despair and the Future of Capitalism (2020),
Robert Reich’s The System: Who Rigged It, How We Fix It (2020), Eric Lonergan
and Mark Blyth’s Angrynomics (2020), and Giorgos Kallis’s, et al., The Case
for Degrowth (2020). Collectively they had a common theme: the economic
system as imaged is not the economic system as it is, and we are headed
toward perilous territory if we don’t tell the story truthfully. 1 In the words of
Ray Dalio (2021, p. 482, emphasis added),

While I think that the odds of the US devolving into a [civil-war-type]
1That, of course, is not an unknown idea in marketing. Consider George Brown’s remark

in the pages of the Journal of Marketing back in 1951 (p. 60):
Most economic theorists apparently conceive of the marketplace as a small open square

in which producers display their wares, rent free, and to which consumers travel to inspect
the offerings and to make their purchases on a cash and carry basis. In this particular world
there are no brokers, no wholesalers, no retailers, no railroads, no delivery trucks, no adver-
tising, no salesmen — in short, no marketing.

Nor was that an original insight from Brown. It is what drove, in part, those practical minded
founders of the new discipline of marketing at the turn of the previous century.
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dynamic within the next ten years are only around 30 percent,
that is a dangerously high risk that must be protected against and
watched closely. . .

It is not far-fetched to think that macromarketers have responsibility to
help avoid such a risk. It is precisely part of our calling.

One of the three books (Reich) suggested that vocabulary is one prob-
lem we must address, and to see things as they are we must free ourselves
from conventional “falsehoods and false choices.” Falsehoods like the mar-
ket knowns best, which embodies the false choice between the free market
or government (although it is more than just that, see Benton Jr (2021c)). It is
a false choice because to work at all, the market requires rules that are made
and enforced by government. In this Reich is a strange bedfellow with the
neoliberal economist Milton Friedman (see Benton Jr (2021a)). We also can’t
be trapped by the battle between capitalism and socialism, Reich wrote.
“We already have socialism for the very rich” (p. 7). And we can’t permit
ourselves to be hypnotized by the false choice between the traditional Left
vs. Right, between Democrats vs. Republicans. The dichotomy today is be-
tween Democracy and Oligarchy.

All of this brings me to my current proposal: marketers and macromar-
keters have a vocabulary problem, too. If we continue to grasp and under-
stand that marketing is about the market (which is easy to do as it is part
of our name) and if we continue to understand marketing systems as “the
networked structures and the assortments generated that emerge from vol-
untary exchanges between sellers and buyers” (Layton, 2010, p. 415), we
miss an incredible amount of what happens off stage and behind the scenes
that predetermine those “exchanges between sellers and buyers.” If we only
watch what the actors on the stage are doing, and think that is all there is to
it, we miss the role and the impact of the director, the producer, and others
that predetermine what the actors do. Much is concealed by the rhetoric
of the market, market system, marketing system, and marketing (Benton Jr,
1987).

I propose that as macromarketers we strive to investigate what is really
going on, that we take our eyes off the stage and the actors on it and focus
on the director and producer. That will also put us in touch with our heritage
(Benton Jr, 2021b). I propose we remove the market blinkers and perhaps
engage in political macromarketing.

I say this is my proposal, but it is not mine as much as that of the marketing
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professional and consultant Victor Lebow.2 He, much like Case and Deaton,
Reich, Lonergan and Bly, and Kallis et al., was very much attuned to how the
modern economy, the one that really exists, is not the one of thought and
myth. Hence, the poignant title of his book, “Free Enterprise”: The Opium of
the American People. 3 This is a short book and one that has been much
overlooked (Benton Jr, 2020). It was his attempt to describe the economy as
it really is, how it really functioned, in hopes that it could become what we
want it to be. Although Lebow put his argument forth half a century ago his
charge was no different than the books I read last summer.

How to proceed? First, I suggest that we adopt a sociological approach
rather than an economic approach. Here I am thinking of a witty remark
made by the Harvard economist James Duesenberry in 1960 (Deusenberry,
1960, p. 233):

I used to tell my students that the difference between economics
and sociology is very simple. Economics is all about how people
make choices. Sociology is all about why they don’t have any
choices to make” (see for example Schmookler (1993)).

It isn’t that people don’t make choices. They do. But their choices are
constrained choices. My proposition is that macromarketers concentrate on
the constraints rather than the choices, picking up, perhaps, with Lebow’s
plan. He argued that business was a primary institution in American life
(an undeniable assertion). Every graduate of any university will spend his
or her life either immersed in business or encircled by it. Yet, “no university
has made the private enterprise system the subject of a full-scale interdis-
ciplinary project” (1972, p. 119). Such an interdisciplinary activity would in-
clude history, government, philosophy, economics, social anthropology, so-
ciology, ethics, international relations, education, science, ecology, social
science, and other disciplines. Lebow’s own notions of what each univer-
sity department might pursue is presented below. I point out two things right
now. First, among this list of subject areas he omitted any business discipline.
Second, I think that was intentional. He did write, “At the risk of heresy, let me

2Lebow was a businessperson more than an academic, a sales manager of the Chester
H. Roth Company as well as an independent consultant and president of his own company.
His academic publications dealt with retail and distribution and appeared in the Journal of
Business and the Journal of Marketing but most frequently in the Journal of Retailing (see
textcitebenton2020victor).

3The quotation marks are part of his title. They suggest he is referring to so-called free
enterprise.
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suggest that perhaps this is too important a subject to be left to the graduate
schools of business administration” (p. 119). If that isn’t an invitation to seek
inspiration from outside I wouldn’t know one when I saw one.

There are two approaches to implementing Lebow’s plan for an interdis-
ciplinary project. First would be to assemble a list of what books and articles
from all disciplines that, collectively, subject the system to full-scale interdis-
ciplinary study. 4 What I have in mind can be illustrated by the history of
the shopping mall. Most treatments of the history of the shopping mall in
America review its incremental spread from its beginning in 1920’s Califor-
nia or 1900’s Baltimore (depending on who you read), to Dallas, Kansas City,
Minneapolis (the first enclosed mall), and so on (for example, Feinberg and
Meoli (1991)). It is usually asserted that shopping malls were originally con-
ceived as community centers where people would converge for shopping,
cultural activity, and social interaction. “Whatever and wherever its start,” the
story goes, “the phenomenal growth and development of shopping centers
naturally followed the migration of population out from the cities and paral-
leled the growth of the use of the automobile” (emphasis added Feinberg &
Meoli, 1991). Often it is said, and always implied, that the consuming public
found the malls so useful, clean, safe, and friendly that they chose them over
traditional urban retail settings.

Much is left out of these accounts, and this gets me to my example. In
1996 the American Historical Association published a series of articles in The
American Historical Review under the banner “Shopping Malls in America”
(Cohen, 1996; Hanchett, 1996; Jackson, 1996). They placed the emergence
of shopping mall in historical context. For example, it is pointed out that it
was largely government subsidies of highway building, home construction or
purchase, and commercial real estate development that led to the boom in
shopping malls. Regarding the automobile, we often forget that the United
States has for generations subsidized automobile travel while asking public
transit systems to operate without the substantial government handouts. Au-
tomobiles created the suburbs; public transit served urban areas. The ar-
gument that malls followed people and their automobiles misses the pivotal
constraint that it was government subsidies that undergirds that movement.
In addition, large commercial projects in the suburbs were rare until the mid-
1950s. The Internal Revenue Code, especially a section of the 1954 law, al-

4Lebow used the term capitalism, but only incidentally. He opted instead for “Private
Enterprise,” “The Profit System,” “The Business System,” or simply “The System.”
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lowed investors to depreciate real-estate investments on an accelerated ba-
sis (Hanchett, 1996). Congressional creation of accelerated depreciation in
1954 artificially lowered supply barriers as developers, many of whom were
department store owners, discovered they could quickly earn back their ini-
tial investment and create a tax shelter for outside income as well. The tax
break was largest on new construction which favored the suburbs. Alterna-
tives, such as renovation of existing structures, urban redevelopment, would
have favored urban areas. Hence, these articles, and Hanchett in particular,
“reminding us that government intervention, especially in the form of forgiven
taxes, often shapes the world in which we live” (Jackson, 1996, p. 1115).

The benefits of shopping malls are legendary within the pages of market-
ing articles. And what is said is true. They brought many more people into the
consumer and consuming fold. About that there is little doubt. Over the last
half-century, transformations in America’s economy (its macromarketing sys-
tem) have expanded the ability of many people to participate in the mass
market. In a way, it can be construed as the democratization of consump-
tion. But there have been negative consequences, too, and they are less
often remarked upon in the marketing literature.

First, the department stores which located in the shopping malls hired,
and relied on, part-time help — primarily the newly suburban housewives.
It benefited them and it benefited the department stores. But the depart-
ment stores had another motive for hiring part-timers in their new suburban
branches: they were trying to cut labor costs and break the hold of the
unions, which had organized their New York stores successfully enough to
make retail clerking a decent jobparrencite[p. 1076]cohen1996town.

Second, marketing histories of shopping malls usually acknowledgement
that they were originally conceived of as community centers as well as shop-
ping centers, places where suburbanites could converge for shopping, cul-
tural activity, and social interaction. Some of the malls and shopping centers
had meeting rooms and auditoriums available to community organizations
and even scheduled cultural and educational activities. At first develop-
ers argued that malls were central to both commerce and community. In
time they discovered that those two commitments — community center and
shopping center — were in conflict. The rights of free speech and assem-
bly were not always good for business and could conflict with the rights of
mall owners to control entry to their property. In short, political consequences
emerged from moving public life off the street and into privately owned shop-
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ping centers. As Cohen wrote (p. 1068)

When the Red Cross held blood drives, when labor unions picketed
stores in organizing campaigns, when political candidates cam-
paigned for office, when anti-war and anti-nuclear activists gath-
ered signatures for petitions, they all viewed the shopping center
as the obvious place to reach masses of people.

Hence, two basic rights in a free society, free speech and private property,
came into conflict. They had to be, and were, mediated through the courts
with cases going all the way to the Supreme Court. Cohen concludes, “An
unintended consequence of the American shift in orientation from public
town center to private shopping center — has been the narrowing of the
ground where constitutionally protected free speech and free assembly can
legally take place” (p. 1071), adding, “Economic and social liberalism went
hand in hand and declined together” (p. 1079).

It is certainly true, and nobody denies it, that the new shopping mall
and suburban development was enthusiastically received by the suburban
citizen-cum-consumer. They may have also enthusiastically received the re-
development of the urban space. We shall never know because they were
not given the choice. Their choice in this matter was illusory, it was a con-
strained choice. This sort of interpretation of the history of shopping malls
should be considered by macromarketers and macromarketers in training.
One hopes that each of the other university disciplines Lebow lists will have
an interpretation of aspects of the macromarketing system that might also
differ from that of the general and typical marketing interpretation and to-
gether they will paint a more complete picture.

A second approach to implementing Lebow’s plan for an interdisciplinary
project, one more in tune with what he envisioned, would be for macromar-
keters to engage in original scholarship that tackles each subject area. As
macromarketers we pride ourselves on being interdisciplinarity. While many
macromarketers have an economics background, many also have back-
grounds in many of the subject areas listed by Lebow. Macromarketers could
do this. We can do this.

What exactly did Lebow have in mind? He outlined his thoughts in Chap-
ter IX of his book, “The Sacred Dow on the Campus.” He began with the
unremarkable assertion that business is a primary institution in American life,
that there is very little in American society — its culture, values, goals, prior-
ities — that is unaffected by business, and that practically every student in
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the university is going to spend his or her adult life either immersed in business
or encircled by it. Yet,

no university has made the private enterprise system the subject of
a full-scale interdisciplinary project. As an interdisciplinary project,
the study of business can provide rich diggings for professors and
much relevant enlightenment for students in the whole university,
no matter what majors they have wedded (p. 119).

He then turned to listing his thoughts about what each university depart-
ment might pursue.

(The following is directly repeating what Lebow wrote.)
History. “There are plenty of laudatory ‘vanity’ publications about individ-

ual corporations. Perhaps the "muckraking" tradition will be revived by Ralph
Nader and his ‘raiders.’ Economic histories of the United States abound, but
no historian has given us the history of this country in terms of the role of busi-
ness in forming the decisions of government. Should it be the History faculty,
or that of Government, which will explore the ‘social cost’ of business to the
people, in terms of subsidies, hidden and overt, the handouts of money and
resources decade after decade, and the brazen depredations?” Perhaps
Lebow was unfamiliar with K. William Kapp’s work, especially his 1950 The So-
cial Costs of Private Enterprise, revised in 1963 and published as The Social
Costs of Business Enterprise.

Philosophy. When the values of a whole people are shaped by business, is
it not the duty of this faculty to examine, analyze, weigh and evaluate them?
How do these values and objectives compare with those in other cultures,
those in other times? What role have philosophers played in helping establish
these goals and values — Hume, Mills, James, Dewey and Karl Marx?

Economics. “Where would these professors be without business? How can
any aspects of economics be studied as sterile specimens, unaffected by the
system of private enterprise and private profit?”

Social Anthropology. “The milieu which business creates and the mores
which govern its devotees offer a fertile and virgin territory for this discipline.
Why do businessmen accept as their due the right to manipulate the opin-
ions, values, and desires of the public? How explain the facelessness of men
with the power of emperors? Since the essence of business is picaresque,
and sociologists have studied such characteristics in other cultures, why not
introduce students to this essential trait and help them explore its effects upon
our society?”
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Government. “What is ‘the national interest’ [something Lebow discussed
at the outset in his book] as each succeeding Administration defines it? Can
it be separated from the interests of Business? How does lobbying affect
legislation? Who governs whom? Incidentally, what is "National Honor?”

Ethics. “When an institution so all-encompassing as our business system
depends on bribery, baksheesh, gifts, entertainment, emoluments, special
privileges, and assorted favors and pressures to accomplish its ends, the pro-
fessor of ethics can decide either to discuss the subject in criticism, or play
safe and resort to exegesis. What influence does the ethics of business have
upon the moral values of the community?”

International Relations. “Can the Cold War be interpreted properly with-
out reference to the anti-business ideology of the other side? American in-
vestments abroad rose by 20% in 1970 over 1969, and that year went 12%
over 1968. What effect does this American ‘presence’ have upon the local
enterprises and on the political and business leadership of those countries?
Why are the Sixth and Seventh Fleets where they are?”

Education. “Not since Upton Sinclair and Thorstein Veblen have there
been any studies of the influence of business upon our educational system,
from the local school boards to the university trustees. What areas are left
blank in the curricula because they might be distasteful to business? How is
that special sanctity accorded private enterprise transmitted in our schools,
and successfully implanted from kindergarten to Ph.D.?”

Science. “The R & D departments of corporations are manned by scien-
tists and technicians who earn their pay for improving the competitive po-
sitions of their business employers. Perhaps the professor who teaches the
history of science will find this a congenial field to explore. (After all, he [or
she] may probably be the one member of his department with no outside
consulting work.) When one considers that at least five giant corporations in
the country know how to build atomic reactors, and undoubtedly nuclear
bombs as well, it should be relevant for the professors of physics, chemistry,
astronomy, and mathematics, to talk to their students about the role of busi-
ness in relation to science. Also about the possible difference in the definition
of relevant research as between private enterprise and an independent sci-
entist.”

Ecology : “Is business polluting? Since this subject involves all of the life
sciences, they can all contribute to the examination of business in the en-
vironment. This can include the biologists, zoologists, physiologists, and the

293



medical school.”
Social Science. “Is not the absence of any interdisciplinary approach to

business itself a question which calls for some soul-searching by this depart-
ment particularly? In any event, the suggestions above do lead to the con-
clusion that the schools of business do not begin to teach their students what
business is. They are vocational schools. They have fancied up courses in
techniques and practice to masquerade as kissing cousins to the academic
curriculum. Their reasoning seems to be: the university prepares many of its
students for the professions. These students attend specialized schools. Ergo,
business is a profession. This cock-eyed syllogism is then legitimatized by the
MBA degree.”

Psychology. “Is the business school on the campus turning out a corps
of mandarins? No matter how bright or clever, they are committed to the
immutable system of private profit. How then will they look upon the increas-
ing demands for the assumption of social responsibility by business? Consider
the authoritarian nature of business. If there is anything that business finds re-
pugnant, it is protest, agitation, irreverence for the powers-in-residence, and
any interest in un- worldly and unprofitable causes. These MBA’s will be run-
ning the enterprises of this country before the end of this waning century.
How will they respond to the movements for social and political restructuring
of the United States? Will they look kindly upon the ‘solution’ of a military
take-over? And how about a deal with the Mafia?” This seems a prescient
question at the time and a relevant question for today.

English Lit. “Some of our dramatists have tackled business figures, Eugene
O’Neill and Arthur Miller gave us two defeated salesmen, and Miller one war
profiteer. Novelists have left us chronicles of whole enterprises. There is prob-
ably an acceptable thesis for a master’s degree — maybe even a doctorate
— in a study of business as portrayed in the works of Mann (Buddenbrooks),
Bloch (& Company), Wells (Tona-Bungay), Dreiser (The Titan), Norris (The Pit),
some of Marquand and Auchincloss, and, for good measure, one of the
exponents of the American primitive rags-to-riches dream, perhaps Horatio
Alger.”

Creative Writing. How business uses public relations, publicity and ad-
vertising, and how these crafts now color our politics, infuse our opinions,
and influence governmental and regulatory bodies, should be fundamen-
tal studies in any relevant curriculum. And look at the practice this course
can give-budding writers.” Social Problems I: Some of the new bold spirits
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on the faculty, the specialists in revolution, might be assigned the courses on
the planning of change. They will show how the existing order can be trans-
formed into a new society without violence, civil strife, or bloodshed. They
will develop the recipe for that ‘greening’ which will transmute the future
into one everlasting love story. (There are always some students who prefer
lollipops to more substantial fare.)”

Lebow concluded his suggestions by quoting Calvin Coolidge: “The Busi-
ness of America is Business” (p. 123). And for that reason, “every student
should learn all there is to know about private enterprise,” about the system
(p. 123), a distant echo of the title of one of the books I read last summer.

Macromarketers should help them.
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Mary Douglas Predicted the
Anti-Masking Movement: What
Interpretations of Risk During the
SARS-CoV-2 Pandemic Teaches Us
About Social Marketing in the Risk
Society of the 2020s

Ann Veeck Western Michigan University

Grace Fang Yu-Buck University of Maryland

Integrating insights from Douglas, Beck, and Gidden, this study applies a
risk society framework to interpretations of risk and risk prevention initiatives
during the SARS-CoV-2 (Covid) pandemic. Analysis of social media posts re-
lated to mask wearing during a one-month period showcases five character-
istics of risk perceptions in a risk society: subjectivity, complexity, moralization,
politicization, and marketization. This study demonstrates how a risk society
perspective serves to elucidate the social, cultural, moral, and political di-
mensions that social marketing initiatives often neglect. The key implication
of these findings is that macro-level approaches to social marketing (macro-
social marketing) are necessary to address problems in the 2020s.
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Introduction

Letter to the Editor, New York Times, January 22, 2022
To the Editor:
David Leonhardt (The Morning, Jan. 16) correctly describes Justice Neil

Gorsuch’s lack of a mask in the Supreme Court hearing on vaccine man-
dates as “risky and disdainful of his colleagues.” As Mr. Leonhardt notes, the
court asked that all reporters and lawyers appearing in the courtroom wear
medical masks.

Justice Gorsuch’s action is also a public display of bias: He was wearing
his opinion on his sleeve. His maskless appearance at a hearing about man-
dates — in this case vaccines, but similar issues have arisen around mask
mandates — disrespects the notion of impartial justice. By his action, Justice
Gorsuch advertised that he was unwilling to listen to other views, in which
case he should have disqualified himself from sitting in judgment on a case
involving mandates.

At the very least, he should have been the one to stay in chambers and
Justice Sonia Sotomayor, who participated remotely because of her dia-
betes, should have had the option of appearing in person at the hearing.

Julian L. Seifter Wellesley, Mass. The writer is a nephrologist at Brigham &
Women’s Hospital.

Wearing masks became one of many sites of contestation in the United
States during the SARS-CoV-2 (Covid) pandemic. To many people, masking
represented a low effort, low cost, effective form of self-care and communal
caring. To other people, masking represented a restrictive, physically un-
comfortable symbol of oppression. As this letter to the editor shows, wearing
a mask (or not, in this case) might also be interpreted as a “public display of
bias,” signaling a political point of view.

During the Covid pandemic, debates about the use of voluntary or invol-
untary measures to prevent the viral infection occurred worldwide (Economist,
2021). Protective measures that were recommended or mandated in vari-
ous parts of the world included vaccines, testing, social distancing (at home,
work, and public places), quarantining, isolation, restricted access to busi-
nesses and other civic spaces, tracking apps, electronic wrist bands, surveil-
lance cameras, and drones (Yuan, 2021). These measures received widely
varying acceptance by people, according to time, place, and the nature of
the tool. Widespread boycotts and demonstrations against protective mea-
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sures occurred from Sydney to Ottawa to Seoul (Brady, 2021; Convery, 2021;
Kitroeff & Austen, 2022). What conditions affect the meanings that people as-
sign to these protective measures? What causes people to accept or spurn
the use of these tools. What is the best way to market protective measures
in a pandemic? Answering these questions fundamentally involves under-
standing how people interpret risk.

This research addresses these questions through a risk theory perspective,
as developed in the 1980s and 90s by theorists, particularly Mary Douglas,
Ulrich Beck, and Anthony Giddens. Douglas (1985, 1992) theorized percep-
tions of risk as situated within social, cultural, and historical contexts. Beck
and Giddens proclaimed late modern society to be a “global risk society,”
in which individuals are increasingly obsessed with debating and managing
risk that humans themselves have produced (Beck, 1992; Giddens, 1991). We
examine to what extent the risk society framework predicts responses to the
risk presented by the Covid pandemic and offers guidance for the future.
Our research addresses two questions:

R1: Does risk society theory remain valid in the 2020s to analyze the nature
of risk?

R2: Does risk society theory offer guidance for the social marketing of risk
prevention measures?

We address these questions through a study of perceptions of mask wear-
ing in the U.S. during the pandemic. We apply a risk society framework to
analyze postings on the social media site Twitter related to mask wearing as
a protective measure against Covid. Specifically, we examine the reaction
of Twitter users to five incidents involving masks that occurred during January
2022. This approach allows us to capture the divergent meanings that are as-
signed to mask wearing and the intersecting risk-related themes that provide
insight into the nature of risk during the Covid pandemic, and, more broadly,
in the 2020s.

In the following sections we first introduce risk theory as conceptualized by
late twentieth century risk theorists, particularly Douglas, Beck, and Giddens,
highlighting the major characteristics of a risk society. We next introduce our
research context, explain our methodological approach, and presenting the
findings from our study. Lastly, we discuss the contributions and limitations of
our research, highlighting the implications of our findings for social market-
ing in the 2020s. Ultimately, we explain why social marketing efforts that use
micro-level solutions are often inadequate, and why a macro-social market-
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ing approach is needed to address risk society problems (Kennedy, 2016,
2017).

Douglas, Beck, Giddens and Risk Theory

Risk theory seeks to understand how risk is designed and managed. Many
definitions of risk exist but most theories converge on a definition that is con-
sonant with “danger from future damage” (Douglas, 1992, p. 30). Sociologi-
cal and anthropological theory does not generally conceptualize risk as an
objective phenomenon that can be easily defined, measured, and eradi-
cated. Instead, risk is analyzed through the way it is identified, interpreted,
and managed (Douglas, 1992; Douglas & Wildavsky, 1982). Social theorists,
most prominently Mary Douglas, Ulrich Beck, and Anthony Giddens, con-
ceptualized risk in the 1980s and 90s as a pervasive, inescapable condition
of modern life. This summary of risk society theory draws on the conceptu-
alizations of risk by Douglas, Beck, and Giddens, supplemented with other
contributions.

Douglas (1985, 1992) and Douglas and Wildavsky (1982) is interested in
how people construct risk as a product of their social, cultural, and historical
backgrounds. Douglas rejects rational choice theory that views risk assess-
ment as the result of individual calculating behavior. Rather, Douglas regards
interpretations of risk as embedded in social groups and power structures.
Understanding risk perceptions requires recognizing the social and cultural
purposes that are served by adopting particular interpretations of risk (Joffe,
1999; Lupton, 1999). Despite–or because–of advances in technology, peo-
ple experience risk with more vulnerability and uncertainty than ever before
(Douglas 1995). Douglas (1992) states that risks in the modern world have be-
come particularly “insidious” because scientists are not always in agreement
about what constitutes risk and because assessment of risk is biased.

Beck (1994) and Beck (1992, 1999) contends that in the modern era, peo-
ple have seen the emergence of risks on a greater scale and with farther
reaching repercussions than ever before,

Terming this period a “risk society,” and later a “world risk society,” (Beck,
2006, p. 330) states that “being at global risk is the way of being and ruling
in the world of modernity,” with uncontrollable risks and catastrophes. Ac-
cording to Beck, risks are no longer seen as generated and controlled by
the supernatural (e.g., God), but by human beings. As such, it is the respon-
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sibility of people to control and eradicate risk. In the modern age, risk is
managed through increasingly more complex technology that can lead to
unforeseen and more dangerous risks. Thus, “the gain in power from techno-
economic ‘progress’ is being increasingly overshadowed by the production
of risks” (Beck, 1992, p. 13). The result is a spiral of distrust and fear by a public
that believes that institutions should have anticipated and protected people
against dangers. Beck emphasizes that risk transcends income, profession,
and class, since risk crosses boundaries. Becks terms this the “Boomerang
effect” (Beck, 1992, p. 38) in which risk affects all, including the producers of
risk.

Like Beck, Giddens (1991), Giddens et al. (1994), and Giddens (2000) em-
phasizes the pervasiveness of risk, stating that “the condition of modern life
is to live in an environment of chance and risk” (Giddens, 1991, p. 109). Gid-
dens also views risk as being inexorably linked to globalization in our era of
“risk culture.” (Giddens, 1991, p. 109) associates the risk society with “the end
of nature and the end of tradition.” According to (Giddens, 2000, p. 40),
what people once considered “fate, luck or the will of the gods” is now seen
as risk that is imperfectly evaluated and managed by individuals, institutions,
and ad hoc groups that hold the fate of larger groups in their fallible hands,
Beck and Gidden both view individualization as a response to the risk so-
ciety, in which the breakdown of traditional institutions and norms compels
people to expend time and effort on evaluating options and making choices
(Beck, 1994; Beck & Beck-Gernsheim, 2002; Giddens et al., 1994). In a risk so-
ciety, individualization leads to a multiplication of new demands, as choices
become increasingly ambiguous, complex, and inscrutable. According to
Beck (1994, p. 14) individualization entails “the disintegration of the certain-
ties of industrial society, as well as the compulsion to find and invent new
certainties for oneself and others without them.” Traditional institutions, such
as the state, church, and family become less important, and private cor-
porations and grass roots organizations are more influential. Declining trust
in authorities and elitists lead people to question traditional sources of knowl-
edge and shift their trust to alternative sources of knowledge. Giddens (1990,
p. 20), refers to a disembedding mechanism, which “serves to open up man-
ifold possibilities of change by breaking free from the restraints of local habits
and practices.” Life choices are more variable and elastic, with individuals
producing their own “reflexive biographies” (Beck, 1992, p.35).

Giddens argues that trust has a key role in a risk society. According to
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Giddens (1991, p. 40), trust provides a “protective cocoon which all normal
individuals carry around with them as a means whereas they are able to
get on with the affairs of day-to-day life.” Giddens et al. (1994) identifies a
phenomenon he calls “active trust,” in which trust must be earned and then
constantly negotiated. This “illusion of control” allows people to adopt pro-
tective measures to operate their lives without living under constant fear and
uncertainty. As such, persons “reembed” in contexts that provide “encoun-
ters and rituals which sustain collegial encounters” (Giddens, 1991, p. 87).

Douglas (1992) emphasizes the role of blame that attends risk, with con-
tested designations of responsibility. According to Douglas, moral evalua-
tions are inextricable from opinions and decisions involving risk, surrounding
topics such as immigration, climate change, fairness for others. A central mo-
tivation for risk management is to uphold community values. When an illness
or disaster–whether natural or human-induced–occurs, groups are prone to
blaming outsiders (or Others, with a capital O), while maintaining the inno-
cence of their own group. According to Douglas (1992, p. 6), the “stronger
the solidarity of the community, the more readily will natural disasters be
coded as signs of reprehensible behavior. Every death and most illnesses
will give scope for defining blame worthiness” (Douglas, 1992, p. 6). A dan-
gerous Other can threaten the physical, mental, or symbolic health of the
community to which one belongs. Evaluating risk can be considered more
of an ethical imperative than a scientific imperative. As a result, blaming and
marginalizing the Other is fundamental to defining risk (Lupton, 1999). Alto-
gether, how risk is selected and managed is culturally specific and functions
to establish and maintain boundaries related to the self and the Other. Peo-
ple have trouble viewing any social group other than their own as “good,” in
what Joffe (1999, p. 1) calls the “’not me’ factor.”

Characteristics of a Risk Society

Summarized, the risk society thesis contends that today’s risks are more global,
more threatening, more complex, and more difficult to identify and prevent.
Aggregating ideas from major risk society theorists, the risk society has the
following major characteristics.

Risk is subjective. Risk is not an objective phenomenon that can be easily
measured and evaluated. Rather, risk is identified in the context of social, cul-
tural, and historical environments (Douglas, 1992; Douglas & Wildavsky, 1982).
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People differentially select risk according to time and place. Risk is central to
self-identity, defining how people see themselves, others, communities, and
governments.

Risk is complex. Risk is increasingly complex, as the pace of change and
amount of choice multiplies. The complexity of risk means that no one person
is capable of possessing complete knowledge related to a phenomenon.
As such, claims by experts are often incomplete, in progress, contradictory,
or outright wrong (Beck, 1992; Giddens, 1991). This results in experts losing
authority, with scientific assessments and solutions distrusted and challenged
(Beck, 2018). Experts are often viewed as distributing information that does
not address the most central problems (Lupton, 1999).

Risk is moralized. Divergent moral principles affect people’s perceptions
of risk, including the assignment of responsibility for risk and the selection of
the best tools for mitigating risk. The risks that are considered most dangerous
are those that threaten the social order (Douglas, 1992).

Risk is politicized. Risk is inseparable from politics, particularly in connec-
tion with the selection of risk and the assignment of responsibility and blame
for risk (Beck, 2006; Douglas, 1992; Giddens, 2000).

Risk is marketized. Risk always represents opportunities. Risks are identi-
fied and exploited to support economic agendas (Beck, 1992; Douglas &
Wildavsky, 1982; Giddens, 1991).

Context: Mask Wearing in the U.S. in January 2022

during the Covid Pandemic

The context of this study is face mask wearing in the U.S. in January 2022 dur-
ing a peak period of the Covid pandemic. The focus of this research is lay
people’s reaction to risk, as interpreted by responses to recommendations
and mandates related to protective measures during Covid. As noted in the
introduction, a plethora of recommendation and mandates were proposed
during the pandemic to slow the disease, with fluctuating guidelines ac-
cording to time and place. Potential protective tools included vaccinations,
business restrictions, social distancing, testing, quarantines, surveillance, and
contact tracing.

This research examines risk perceptions and mask wearing. While mask
wearing is one of the most low-tech solutions proposed for slowing the spread
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of the infectious disease, the decisions related to mask wearing are among
the more complex. It is safe to say that almost all Americans have worn
masks in public at least once since March 2020. It is also safe to say that
almost all Americans have chosen not to wear masks in public at least once
since March 2020. Decisions related to mask wearing on an individual and
institutional level include the following:

• Who should wear masks (e.g. age, disability, vaccination status, illness
status, tested status, profession)?

• With whom should masks be worn (e.g. age, disability, vaccination sta-
tus, illness status, tested status, profession)?

• Where should masks be worn (e.g. outside/inside; commercial establish-
ments/private venues/institutions; work place; schools; number of peo-
ple gathered)?

• When should masks be worn (e.g. at what level of disease transmission)?

• What kind of masks should be worn? How should masks be worn? Can
masks be reworn?

• At what regional level should mask wearing be recommended or man-
dated (e.g. local/county/state/national/global)?

• By whom should mask wearing be recommended or mandated (e.g.
public health officials, government institutions, government leaders, pub-
lic institutions, private institutions)?

• Who should produce the masks (e.g. private/state-run companies; na-
tional/ international firms)?

Still, the most important question related to mask wearing involves why or
why not to wear masks. Importantly, mask wearing is inherently visible. Wear-
ing a mask fundamentally displays vulnerability to disease. Mask wearing
signals people’s interpretation of risk.

Mask wearing in the U.S. during Covid occurred amidst an opt-changing
landscape, rife with medical, legislative, judicial, economic, and societal
conflicts. In the marketplace, mask sales during Covid included shortages,
counterfeiting, and price gouging (e.g. Levenson and Kanno-Youngs (2021)).
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In the scientific environment, the research on mask wearing to hinder dis-
ease was surprisingly limited at the start of the pandemic. Recommenda-
tions related to mask wearing changed as scientific discoveries related to
the efficacy of masks and the transmission mechanism of the disease were
made (Mandavilli, 2021). Throughout the pandemic, different levels of gov-
ernment and public health institutions issued conflicting guidance. For exam-
ple, mask wearing was initially not recommended in the U.S by the Centers
for Disease Control and Prevention (CDC), due to a shortage of masks and in-
complete knowledge about the usefulness of masks to thwart Covid (Dwyer
& Aubrey, 2020). By April 2020, the CDC had reversed that guidance and rec-
ommended face masks outside of home, specifically recommending mask
made from cloth materials (Fazio, 2021). Mask mandates, and restrictions on
mask mandates, were challenged judicially at local, state, and national lev-
els, frequently leading to reversals of directives (Chung et al., 2022; Medina,
2021). K-12 schools were a particularly contentious site for conflicts related
to who should wear masks and who can decide who should wear masks
(Cottle, 2021).

Mask wearing mandates precipitated public demonstrations and con-
frontations. Numerous assaults were reported when people were required
to wear masks in commercial or public establishments (e.g., Armus (2020)).
For example, the FAA reported over 4,500 mask-related incidents of unruly
airline passengers in 2021 and early 2022 (Jones, 2022).

Surveys that measured mask wearing behavior in the U.S. during Covid
found important demographic differences between those who regularly wore
masks and those who do not. Mask wearers were more likely to be older,
female, live in urban or suburban areas, and be nonwhite. People who
had received a Covid vaccination were also far more likely to wear a mask
than those who had not. Regular mask wearers were also significantly more
likely to self-designate as Democratic than Republican (Kramer, 2020; Tyson
& Funk, 2022).

Table 1 displays a short, abridged, incomplete history of mask wearing in
the U.S. during the Covid pandemic. While this table is selective, it docu-
ments the oft-changing messaging related to mask wearing that occurred
during the first two years of Covid in the U.S.
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Table 1: An Abridged, Selective, and
Incomplete* Timeline of Mask Wearing in the U.S. During the Covid Pandemic

*As of February 2022, the pandemic (sadly) is not over
Sources: (Dwyer & Aubrey, 2020; Netburn, 2021)
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Method

This research examines posts on the social media website Twitter to explore
the applicability of a risk society interpretation of risk during Covid. Twitter is
a U.S.-based online platform on which users post and interact with messages
called “tweets.” During the period of data collection, the postings were re-
stricted to 280 characters. Twitter was selected for this research due to its
ability to provide an unmediated overview of how people are interpreting
and communicating the reality of their daily lives. Twitter had 23% penetra-
tion in the U.S. in 2021, with 46% of Twitter users visiting the site daily. Twitter
users are younger, higher educated, higher income, and more Democratic
than U.S. residents as a whole (Auxier & Anderson, 2021; Vogels et al., 2021).
Twitter is more news-focused than other social media sites (Hughes & Wojcik,
2019).

This research focused on postings related to mask wearing during the
month of January in 2022. Five incidents that involved mask wearing that
occurred during this month in the U.S. were identified. The messages posted
to Twitter in response to these incidents were analyzed. Corresponding to
the focus of this research on secular response to Covid risk, the comments
selected for the analysis were restricted to postings by lay people who did
not identify themselves as experts or public figures. This restriction excluded
people with ties to the health industry (e.g., nurses, physicians, pharmacists),
public health experts (e.g., virologists, epidemiologists), celebrities, and me-
dia figures (e.g., journalists, public commentators). Content analysis was
used to assign Twitter posts to the risk society characteristics of subjectivity,
complexity, moralization, politicization, and marketization.

The mask-related incidents that were analyzed for this study were the re-
cipients of vociferous, impassionate reactions, as documented on Twitter.
This analysis directly reproduces Twitter posts as examples of these responses.
Usernames have been removed, but tweets that are displayed as exemplars
have otherwise not been altered or shortened. Some of the posts include
profane language. For this analysis, we do not attempt to verify the veracity
of the comments. Accordingly, many of the posts include misleading or false
information or references to conspiracy theories. We strive to agnostically
represent postings that support or oppose face coverings, without interpos-
ing our own biases.
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Findings

The five characteristics of the risk society emerge through the analysis of Twit-
ter responses to five critical incidents related to mask-wearing in the U.S. dur-
ing a one-month period. The following findings describe how interpretations
of risk are manifested on Twitter, with illustrative posts.

Characteristic: Risk is subjective
Incident: Omicron Peaks in the U.S. after the New Year - January 1
Description of Incident: In January 2022, following holiday celebrations,

illness from the Omicron variant of Covid peaked in the U.S, with the Omicron
variant accounting for nearly 100 percent of new Covid cases. While the
Omicron variant was believed to cause less severe illness than previous vari-
ants, the sheer numbers of Omicron illnesses led to high numbers of hospital-
izations and deaths. Many U.S. hospitals were overwhelmed by the Omicron
surge (Stone, 2022; Sullivan, 2022).

Key words and phrases: Natural immunity, trust God, trust Science, in-
evitability

Following holiday gatherings at the end of 2021, the Omicron variant of
Covid produced a new record for daily infections in the U.S. (Stone, 2022;
Sullivan, 2022). The risk society characteristic of subjectivity could be seen in
the divergent reactions to the new wave of illness. Through the Twitter posts,
subjectivity was evident in conflicting interpretations of the seriousness of the
Omicron version of Covid, as well as through factious beliefs of how helpful
masks are for warding off the illnesses.

Many mask supporters emphasized the importance of wearing masks to
stop Omicron. Some posted reminders that while Omicron has been said
to be less dangerous than previous variants of Covid-19, it is much more in-
fectious and thus may lead to increased hospitalizations and deaths. Many
posts implored others to trust science and use empirically verified protective
measures to stop the spread of Omicron.

The following tweets serve as examples.

world: the SARS-CoV-2 virus is AIRBORNE. Omicron is incredibly con-
tagious. In addition to vaccinations/boosters, wear high quality
masks (fit and filtration) indoors at all times. Improve ventilation
and add filtration. Starve this friggin’ virus so we can end this pan-
demic. (January 13, 2022)
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News flash: If you don’t wear masks indoors, if you don’t get vacci-
nated with one of the #CovidVaccines, if you don’t social distance
when necessary, we will NEVER be #DoneWithCovid.
And we’ll have all the selfish, dumbass #COVIDIOTS to thank for
that. (January 24, 2022)

Japan and South Korea have Omicron as well.
How come their cases and deaths are so low and cases not rising
exponentially ?
Hint: they seem to focus on ventilation, co2 monitors, and masks.
Is letting it rip the only possible strategy ? (January 6, 2022)

New York hospitalizations eclipse highs of 2021.
New Jersey new COVID cases obliterate previous record; hospital-
izations now as high as initial COVID wave.
Where are all the dipshits who have been insisting Omicron is a
cold and kids shouldn’t wear masks now? (January 5, 2022)

As the previous tweet suggests, many anti-maskers believed that the Omi-
cron virus was not that dangerous, with tweets often comparing Omicron to
the flu or a common cold. Many anti-maskers advocated for “natural immu-
nity,” or obtaining infection-induced immunity through getting Covid, either
deliberately or through living normally. This position often related to spec-
ulation that the Omicron variant made getting Covid “inevitable” for most
people.

I have had it confirmed to me today by a doctor friend with much
experience of cv - omicron is a cold now. They can see no point
in continuing with masks either, especially with children who are,
effectively, at nil risk. It also begs the question - what are we vacci-
nating for?

OMICRON will provide natural immunity from Covid-19 without ma-
jor illness or death in healthy individuals. Current PCR test kits a
faulty and are unable to differentiate between the cold, flu and
Covid-19. Masks do not stop viruses. C vaccine fail to work.

Masks aren’t going to stop “everyone” from catching Omicron..
It’s inevitable and needs to be embraced without fear monger-
ing.. The new variant has an ‘R Naught’ rate of over 10. Thankfully

hospitalisation is non existent compared to Delta. Stay safe

309



It’s all an illusion of safety and even if masks were effective (which
unless they are the ones that NO ONE wears) they aren’t, all it
would do is delay the inevitable. Omicron is going moving so fast
it’s all going to over in at least 8 weeks. Ride the wave to the end.
#TCNT (January 5, 2022)

The advocation for natural immunity was often paired with a trust in a
higher being (usually, God) for protection.

I trust the immune system God gave me. I’m 77 and I refuse to
comply. No mask. No jab. Love to PapiTrumpo (January 23, 2022)

We’re going back To Freedom normal like before. No mask, No dis-

tance ,no Quarantine TRUST God We will survive this pandemic
made by Corrupted people (January 22, 2022)

God gave us an immune system. Jesus walked with Lepers. He
didn’t where a mask. He didn’t take a vaccine. He didn’t separate
6 feet. We trust in God. Not man. You will figure it out. (January 23,
2022)

We locked down, we wore masks, we forced people to get MULTI-
PLE vaccines. Record-setting infections.
Virus mutates into the cold, gives everyone natural immunity. COVID
ending.
God: 1
Science: 0 (January 24, 2022)

A counterresponse of pro-maskers to those who justified anti-masking via
religion was an argument that a higher being (again, usually God) gave us
tools to fight Covid.

I’m a Christian. God gave us common sense and wisdom. Masks
and social distancing help as do vaccines. None are 100% effec-
tive, but when used together significantly decrease the spread of
the disease. Please have sense enough to use wisdom. Get vac-
cinated or wear a mask. (January 4, 2022)

God gave us the intelligence to develop vaccines and mask. You
insult God by not using your God given intelligence (January 17,
2022)
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Argumentum ad populum! a common belief fallacy just because
the majority thinks so doesn’t mean they are right! Covid is not a
cold! We need masks! Thank god for her people shes following
science. (January 23, 2022)

Anti-maskers often posted opinions that masks are not effective or even
that they are dangerous to users. Posts that were negative about mask wear-
ing contended that face coverings harmed respiratory health and that they
obscured facial expressions, contending that they were not worth it.

I DON’T wear a mask for 3 reasons: 1. Humility: I don’t need to
virtue signal. 2. Kindness: People need to see faces and bond as
humans. (January 5, 2022)

Everything they did to us was against our very humanity and still
is. We communicate via our facial expressions, we hug, kiss, laugh
and dance and THEY TOOK THAT AWAY by isolating our most vul-
nerable, terrified them into wearing masks & shutdown our cafes,
pubs & restaurants. (January 12, 2022)

At a Restaurant were someone brought a carbon monoxide tester
and they tested the CO levels on a 9 yr old while he was wearing
a mask. A safe level is 400. His level was over 12000 w/ the mask
on. (January 25, 2022)

We are not fish breathe clean fresh air not toxic germs, bleach
and carbon monoxide. No thanks #WearAMask DOESN’T WORK
(see numerous studies & WHO) medical masks are very different to
your & they don’t even fully protect you. Stop the fear mongering
set joy free #NoMaskMandates (January 19, 2022)

Both pro- and anti-maskers pointed to themselves or others who had got-
ten ill to illustrate their positions on masking. Some posts by pro-maskers ad-
monished others to wear masks to prevent serious illness that they testified
had befallen themselves or others Anti-maskers instead often used the illness
to demonstrate the impotency of masks.

In February my mother died from Covid. She lived in Florida. Last
night my brother in law died from Covid. He lived in Florida. They
both contracted it from the nurses treating them at home. Vacci-
nations and testing and masks aren’t necessary there, and these
are the results. (January 22, 2022)
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Just found out my next door neighbors, who are maskless trumpers,
have it. They’re not too sick, but our mailboxes abut and I’m a
transplant patient. Won’t get the mail without an N95 mask on for
awhile... (January 5, 2022)

I had the same, my friend. LONG time getting over it. Take rec-
ommended vitamins, as much sunshine and fresh air as possible.
Hang in there! DON’T wear mask I got over it. 3 weeks temp/weak,
now OK. coughed forever! Now OK. Runny nose still going on. Be

strong. Trust God. (January 18, 2022)

Characteristic: Risk is complex
Incident: The CDC Updates Mask Guidelines, January 14, 2022
Description of Incident: In April 2020, the U.S. Centers for Disease Control

and Prevention (CDC) advised Americans to wear face coverings as face
coverings, advocating for cloth face masks. Twenty months later, the CDC
changed its guidelines on mask wearing, advising for the first time that cloth
masks do not offer as much protection as surgical masks or N95 or KN95 masks
(Mandavilli, 2022).

Key words and phrases: Disinformation, Do your own research
Over one and a half years into the pandemic, the CDC posted a new

recommendation for face coverings, advocating for the wearing of surgical
masks or respirators, rather than cloth or other less protective masks (Man-
davilli, 2022). The response to this initiative illustrates the risk society charac-
teristic of complexity. This announcement was the result of evolving research
findings related to the nature of the spread of Covid and the ability of masks
to prevent the transmission of Covid.

With this announcement, many Twitter posts by pro-maskers used the new
guidelines to continue to urge mask wearing in the general population, while
communicating the new guidelines for mask wearing.

New tonight: The CDC has updated its masking guidance, "stating
that some types of masks and respirators provide more protection
to the wearer." The guidance removes a part noting a shortage of
N95 masks, saying that these provide the highest protection. (Jan-
uary 14, 2022)

CDC updates mask guidance, says N95s offer ’highest protection’:
CDC mask recommendations updated today with information on
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N95 masks and KN95 masks. The new mask guidance also says
some masks provide more protection than others (January 14, 2022)

Some anti-maskers used the incident as proof of the “disinformation” and
unreliability of scientists and public health experts throughout the pandemic.
This position was often supported by enumerating how frequently recom-
mendations for masking had changed over the course of the pandemic.
Dr. Anthony Fauci, the Director of the U.S. National Institute of Allergies and
Infectious Diseases (NIAID), and spokesman for both Presidents Trump and
Biden, was frequently vilified and discredited in these tweets. As an antidote
for this “disinformation,” some anti-maskers recommended that others “do
their own research.”

CDC: yes we were wrong abt cloth masks for 2 yrs...but definitely
DEFINITELY believe us on n95’s (January 14, 2022)

2020 Fauci masks don’t work, people touch their face. Masks could
do more harm than good.
2020 CDC masks help reduce the spread
2021 masks help reduce the spread, 2 masks even better, 3. Airlines
ask passengers to double mask.
2022 CDC cloth masks do nothing. N-95. (January 25, 2022)

What “disinformation?”
That cloth masks don’t work? (Now admitted, and obvious)
That the vaccines are not effective at stopping Omicron infection
and spread? (Admitted, obvious)
Fauci is a lying megalomaniac (January 17, 2022)

On the masks, if you want to wear one in perpetuity, feel free. You
want to wear one to take a shit on the bowl in your own house, to
attend a birthday party, to walk through a mall, go for it. But your
unscientific paranoia doesn’t get to dictate my behavior. (January
25, 2022)

We told you the jab wouldn’t end Covid
We told you masks wouldn’t stop you from getting Covid
We told you getting the shot would still give you Covid
We keep telling you over and over
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When are you going to start doing your own research
Shut off the news
They are corrupting you (January 16, 2022)

How is it possible that the “do your own research” crowd is consis-
tently 2 years ahead of the CDC (and similar orgs): Masks Lockdowns

Natural immunity

Severe side effects
Endemic disease
Early treatment (January 16, 2022)

Some of the anti-maskers who recommended that others “do their own
research” tweeted false, misleading, or incomplete evidence that mask wear-
ing is ineffective to combat transmission of the disease. These tweets some-
times pointed to alternative scientific authorities. For example, one popular
alternative health authority for anti-maskers was U.S. Senator Rand Paul, an
ophthalmologist who was an opponent of mask-wearing (Rizzo, 2021).

Peer reviewed studies show that masks don’t work and are actu-
ally harmful to health, but feel free to keep on wearing that useless
bacteria laden face nappy as a visible display of your own igno-
rance and allegiance to the COVID cult. (January 20, 2022)

No scientific or medical study has evidence that masks serve any
health benefits. Several studies demonstrate that they are harmful,
especially to children.
Masks spread fear, cause anxiety, divide society. The mandates
are criminal.
(January 18, 2022)

Rand Paul who is a congressman but also a doctor has seen the
peer to peer reviewed data that shows masks don’t work but hey
they keep believing the stuff that’s not science like make a wish
on this fart that shoots out magic pixky dusk and ride on my flying
carpet. (January 23, 2022)

CO2 Meter Reads Dangerous Levels within minutes
Imagine what this is doing to your child, wearing it all day!
Take The #Masks Off Immediately (January 25, 2022)
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A distrust in public health and government institutions to protect people
was not just voiced by anti-maskers. With the updated CDC recommenda-
tions, some pro-maskers also voiced disappointment in the ability of public
health institutions to successfully manage the pandemic. Some mask sup-
porters expressed dismay that the CDC was advocating for masks that were
not easily obtainable by the general public.

N95 masks, KN 95 masks. They should be given out for free right
now. Because #Omicron needs to be stopped from spreading be-
fore our infrastructure goes down. Vaccines works. Boosters work.
MASKS WORK. The CDC, not so sure it is working for us anymore.
(January 14, 2022)

i know its been said but the best way to protect yourself your family
and your community from covid is to
1. buy masks that cant be found,
2. and get tests that aren’t available (January 7, 2022)

Remember in 2020 when there were not enough N95 masks & peo-
ple were donating the ones they had at home? And now there are
enough and leaders are just not providing them.
Never listen to their scarcity/austerity arguments, they almost al-
ways are arguments for inequity. (January 24, 2022)

Characteristic: Moralization
Incident: Supreme Court Mask Incident- January 18, woww
Description of Incident: When U.S. Supreme Court met in person for hear-

ings on January 18, 2022, all of the justices wore masks except Justice Neil
Gorsuch. Justice Sonia Sotomayor, who has a medical condition that makes
her more vulnerable to illness from Covid, chose to attend remotely. National
Public Radio (NPR) reported that Chief Justice John Roberts had asked other
justices “in some form” to mask up, but Justice Gorsuch refused. Following in-
tense media reaction to this report, Justices Gorsuch and Sotomayor issued
a joint statement the next day stating that Sotomayor had never requested
that Gorsuch wear a mask. Chief Justice Roberts issued a statement saying
that he did not request that Justice Gorsuch wear a mask. NPR stood by its
reporting (Totenberg, 2022).

Key words and phrases: Responsibility, liberty, virtue signaling
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When Justice Gorsuch declined to wear a mask to an in-person hear-
ing, while Justice Sotomayor attended the hearing remotely to avoid illness,
both pro-maskers and anti-maskers had strong reactions on social media.
The Supreme Court mask incident demonstrates the moralization of risk that
is considered a characteristic of the risk society. Pro-mask twitter users em-
ployed the Supreme Court incident to illustrate the moral vacancy of peo-
ple who avoid mask wearing, such as Justice Gorsuch. Some of the tweets
insinuated that people who instead elected to wear masks in public were
exhibiting higher moral standing.

I wear a mask from 7:30 in the morning until 6 at night.
Sure, it’s not terribly comfortable and I don’t like it too much, but
it’s to ensure that I’m doing what I can at work to keep the spread
of the virus at bay. c
Neil Gorsuch is a selfish coward and a terrible person. (January 18,
2022)

If we hadn’t seen it before, we now see further evidence of what
is behind the false “nice guy” face of Supreme Court Injustice Gor-
such, the only one NOT to comply with others’ minimal compas-
sion, wearing masks. (January 18, 2022)

Anti-maskers used the incident to proclaim their advocacy of the “liberty”
of being mask free, by showing their support for Justice Gorsuch.

God bless Gorsuch for standing up for individual liberty. Wearing
masks should be an individual choice. (January 18, 2022)

Good for Justice Gorsuch, her health is not his responsibility. If she’s
worried she should stay home—and if she’s wearing a mask, isn’t
she “protected”? So tired of all of the virtue signaling liberals (Jan-
uary 18, 2022)

If triple-vaxxed Sotomayor is still frightened, she has the freedom to
wear four masks and a HAZMAT suit. It’s time to stop catering to
tyrannical hypochondriacs. Neil Gorsuch is a hero. (January 19,
2022)

I don’t understand the logic of “I know these masks don’t work but I
wear them out of respect.” Respect for who/what? Tyranny? Mass
Psychosis? Justice Sotomayor? The Communist Party? (January
14, 2022)
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The conflict between individual freedom and collective responsibility was
evoked by this incident. Pro-maskers used the event to emphasize the im-
portance of protecting those who are more vulnerable to the dangers of
Covid, such as those who are elderly or immuno-comprised, or too young to
be eligible for a vaccine. Anti-maskers prioritized “freedom.”

What gives the SCOTUS the ability to make healthcare laws, when
they don’t understand the virus. Masks are for people to protect
other individuals around them, mask reduce viral load to the in-
dividual. Gorsuch is showing he doesn’t give a d-m about So-
tomayor. (January 20, 2022)

I don’t care whether or not Roberts asked the justices to wear
masks. Every single person sitting on the highest court in the land
should WANT to set an example of caring for others and being part
of the common good. Not wearing a mask is shit move and Gor-
such is a shit human. (January 18, 2022)

Uber Conservatives like Gorsuch rarely disappoint: they disguise
their selfishness behind the mask of “liberty” & “self-determination.”
But it’s really all about themselves. (January 18, 2022)

This is a disability rights issue. Roberts can’t compel other Justices
to wear masks but the consequence of Gorsuch refusing to wear
one should have been that all Justices participate remotely, not
that Sotomayor alone is sequestered. (January 18, 2022)

While Gorsuch has long refused to wear masks so this current is-
sue might not have been directed at Sotomayor, it reveals mental
rigidity, even fanaticism for him to refuse to help his colleague stay
healthy. (January 19, 2022)

Freedom means freedom to do what one wants to do. Masks
don’t work, so Gorsuch is doing the right thing. (January 19, 2022)

The incident also clearly illustrated the “Othering” of opponents who ap-
pear to advocate for different methods for confronting Covid-19. Both Jus-
tice Gorsuch and Justice Sotomayer were the recipients of tweets that served
to label them, with Gorsuch called “conservative” and Sotomayor called
“liberal” or “progressive.” The labels often seemed to link justices’ stances
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on mask wearing with their judgements on the bench. Both justices were
also called much cruder names. Popular names for Gorsuch were “dick”
and “slimeball”. Justice Sotomayer was subjected to many references to her
weight. (Note: Sotomayor has Diabetes 1, the development of which is not
related to weight.)

Confirmation of what we all already knew. Whatever you think
about masks, Gorsuch, who sits next to Sotomayor at work, just
decided to be a dick to a colleague. (January 18, 2022)

We should all follow Gorsuch’s lead here. Refusing to wear their
useless masks drives the regime nuts — because it tells them that
you aren’t afraid.
You aren’t afraid of this phony virus.
But more importantly
You aren’t afraid of THEM. (January 21, 2022)

I heard the NEWS of the day was Justice Neil Gorsuch didn’t wear
a mask... and THIS triggered every scumbag, puke, pig liberal and
Democrat in America
I wish these SISSY fucks knew what COMBAT looked like (January
18, 2022)

[Sotomayor] is a progressive. She wants to make it up as she goes.
(January 18, 2022)

[Sotomayor] also sounds like an emotional basket case, not at all
like a dispassionate interpreter of our Republic’s foundational doc-
uments. (January 18, 2022)

I agree with Judge Gorsuch, I would have never put on a mask,
everyone got the jab, so why wear a mask. Tell the Fat Judge to
get off the sugar and lose some damn weight and her diabetes
will go away or eliminate her insulin intake. (January 19, 2022)

Both justices were also called hypocrites.

Same Gorsuch who claims women don’t have freedom with their
bodies. True freedom is only free when it is same for everyone and
not just what political side you are on. So I assume you think busi-
nesses have freedom to require masks, women have have free-
dom of abortion choice, etc? (January 18, 2022)
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She went to dinner with a bunch of senators last week who had no
masks on. More hypocrisy from liberal hypocrites. If she lost some
weight maybe she wouldn’t be diabetic anymore and it would
lower her risk. That would be too much work. Lose weight So-
tomayor! (January 19, 2022)

So basically [Sotomayor’s] saying her vaccine and mask don’t work?
Got it. Good for Gorsuch for exposing her for the hypocrite she is.
(January 22, 2022)

Characteristic: Politicization
Incident: School Mask Mandates are Debated, January 7, 2022
Description of Incident: In the U.S., mask requirements for K-12 schools dif-

fered according to individual schools, school districts, cities, or states. Mask
mandates (or lack of mask mandates) in schools was a subject of intense de-
bate in January 2022, with disagreements related to who should wear masks
and who has the authority to decide if school children are required to wear
masks (e.g. parents, teachers, school officials, public health officials, the ju-
dicial system, government officials, etc.) (Cottle, 2021).

Key words and phrases: Sovereignty, child abuse
In January 2022, mask mandates in schools also become a catalyst for

Twitter discussions related to mask wearing. Themes related to school mask
mandates relate to all of the characteristics of the risk society that have
already been documented, including subjectivity, complexity, and moral-
ization. Most centrally, debates related to school mandates illustrate the
risk society characteristic of politicization. When policy decisions become
politicized, judgements tend to be become binary, with all stakeholders ex-
pected to choose a side (Pillar, 2010). Such was the case with school mask
mandates, as played out on Twitter. Tweets on both sides of mask wearing
lamented the politicizing of the issue by political candidates and elected
officials.

We keep kids in school safely by *following* the clear, overwhelm-
ing science:

• Mandate masks & vaccines

• Use federal monies to ensure schools have rapid tests, masks,
better ventilation
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Stop politicizing. Start leading. (January 4, 2022)

We, as a society must stop politicizing our children! Stop man-
dating masks and vaccines for children to attend school!! Stop
allowing Teacher unions to arbitrarily close schools. Stop School
Boards from allowing CRT and sexuality theories to be taught in
classrooms! Stop it all!! (January 5, 2022)

Schools no longer take temps, require spacing, provide quality
#masks for students/teachers, give teachers sick time for Covid or
quarantine. If capitalism needs schools, quit politicizing them- hos-
pitals, courtrooms require safety measures -kids & #teachers de-
serve protectingNatural immunity (January 9. 2022)

Instead of holding China accountable, Biden has added insult to
injury politicizing the pandemic turning Americans against one an-
other over masks, vaccinations, mandates, school closures and re-
mote learning, and access to public venues. (January 26, 2022)

Frequently, school mask mandates were associated with Democratic gov-
ernments and opposition to mask mandates with Republican governments.
Democrat supporters often blamed Republic government for endangering
the health of children, the teachers and staff who worked with them, and
their families by eschewing mask mandates.

Politicizing masks and vaxxes has led to horrific outbreaks on schools
so we have hundreds of teachers out and kids in study halls with un-
qualified subs doing Nothing. The @GOP/Trump is 100% to blame.
If we had controlled this and mandated vaccines we’d be done.
(January 17, 2022)

spouting disinfo, lies, etc, politicizing the whole thing. Then you
have the wonderful MAGAs and other anti-maskers-vaxxers show-
ing up at school board meetings, threatening people. I get your
point, and totally agree that testing supplies and masks should be
made widely (January 9, 2022)

No criticism of red states that refuse to require masks, discourage
vaccinations, allowing test kits to expire by not distributing them,
threaten schools & hospitals & businesses for requiring testing &
vaccinations, etc. Like most Republicans, Christie is politicizing a
crisis. (January 9, 2022)
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Covid spiking among unvaccinated because of the GOP’s politi-
cizing the vaccine and masks.
School closed by local leaders - Not the democrats.
Economy is booming for most and many are leaving the work place
for a better job. Workers hold the power and business raise wages.
(January 10, 2022)

Meanwhile, some Republicans supporters posted comments implicating
Democrats as endangering the mental health and freedom of children. Ask-
ing children to wear masks was frequently likened to “child abuse.”

To be clear, LA County public health dept 100% mandated all kids
in schools mask indoor and OUTDOOR. If you agree this is crazy let
them know. insanity like this shouldn’t be partisan. It’s child abuse
(January 15, 2022)

Mandatory mask wearing in schools damages kids for the rest of
their lives. The worst idea ever. It borders on child abuse. (January
22, 2022)

Schools are run by libs, they don’t want to get rid of masks be-
cause they know it would make no difference in COVID numbers
and would only further prove democrats wrong. As long as masks
are on, they can claim things would be worse without them (Jan-
uary 29, 2022)

Thank you libs for the idiocy of the mandates, lock downs, closed
businesses, schools shut downs, etc. Covid is here to stay. Masks
don’t work. Distancing does nothing. Vaccines aren’t effective
for variants. You used Covid for political gains & the economic
damage is terrible (January 12, 2022)

Because of the prioritization of states’ rights by the U.S. government, Gov-
ernors became central figures in the debate about mask mandates. Many
governors displayed strong support or opposition to mask mandates through
their communications or policies. Likewise, they became recipients of praise
or criticism on Twitter. Governor Ron DeSantis of Florida and Governor Greg
Abbot of Texas were frequently beneficiaries of Twitter admiration or abhor-
rence for their strong opposition to mask mandates.
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@GovAbbott mandate masks on behalf of medically fragile chil-
dren in your schools and vulnerable family members children will
expose to COVID19. Politicizing this public health crisis is reprehen-
sible and immoral. Demonizing government is a bullshit Reagan
move idiots fall for. (January 2, 2022)

You mean the red state governors who aren’t allowing businesses
to use their freedom to require masks aren’t politicizing it? It’s not
political to forbid schools from requiring masks for hospitals to re-
quire workers to get a vaccine? You have an odd idea of political.
(January 8, 2022)

I’m in Florida right now & can’t believe how different it is here from
California.
Gas is nearly half the price.
No lockdowns, no mask mandates, kids in school & playing happily
on playgrounds. Businesses open.
@GovRonDeSantis is AWESOME

Forcing children to wear mass for a an illness with a 99.97% survival
rate is child abuse I am grateful to our awesome governor @Gov-
RonDeSantis For keeping our schools open and letting parents de-
cide whether or not their children should wear a mask (January 22,
2022)

Calling all Texans. March 1st— get out and vote Beto for Gover-
nor. We have the power to remove Abbot. He’s a cancer to Texas
and has allowed many to die because he refuses to enforce masks
and safety in our schools and work places. He enforces trump de-

mands. End his tyranny (January 29, 2022)

Schools are being closed in Northern California & southern Oregon
due to covid. Highway signs say “wear a n95 mask”. Democratic
governors are leaders while in Florida, Texas & Georgia Republican
governors are blocking school mask mandates and send their own
children with masks. (January 20, 2022)

Characteristic: Marketization
Incident: The Biden Administration Mask Giveaway, January 19, 2022
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Description of Incident: CDC’s new recommendation of N95 or K95 masks
for all to prevent the transmission of Covid exposed the shortage of high
quality masks in the U.S. that had been a problem from the beginning of
the pandemic. The Biden administration responded on January 19, 2022 by
announcing that it would provide 400 million N95 masks free of charge at
community centers and retail pharmacies (Stoberg, 2022).

Key words and phrases: Profiteering, boycott, socialism
On January 19, 2022, the Biden administration announced that they would

be providing every American with three N95 masks free of charge to be
picked up at community centers and retail pharmacies. This incident was
closely related to the new CDC recommendation for all Americans to wear
N95 or K95 masks, since it magnified the trouble that many Americans had
encountered in procuring high quality masks from the beginning of the pan-
demic. The Twitter debate related to this incident demonstrates the marketi-
zation of risk that is a characteristic of a risk society, with risks attracting profi-
teers who view risk as an opportunity. The CDC announcement precipitated
many comments on Twitter that denounced the scarcity of masks, along with
price gauging and counterfeiting. Amazon was a particular target of com-
plaints with numerous comments related to the difficulty in ensuring the au-
thenticity of masks sold at the online retailer.

its literally impossible to find a N95 mask anywhere and all the ones
available on amazon seem to be counterfeit and classes start irl
next week lol (January 14, 2022)

2 years in, and we still can’t easily buy a US manufactured N95. 60%
of KN95 masks are counterfeit according to CDC, and Amazon is
the worst offender.
Why is there no White House effort to build mask manufacturing
capacity in the US? (January 13, 2022)

$90 is a disgusting amount to pay for a 50-pack of the hard-to-find,
non-reusable N95 masks the CDC now recommends. That’s how
much I just paid on Amazon. (January 14, 2022)

Bought some P2 masks, a box of 25, from PBTech a couple of weeks
ago. Cost $78. Just looked it up for my parents so they could buy
a box too. $113. Why not just profiteer with an extra 50% markup?
(January 25, 2022)
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Other comments expressed the view that people should not be subject
to the vagaries of the free market to obtain a mask during a pandemic.
These comments were often paired with criticism of the government for not
providing free masks.

The CDC should long ago have provided the public with the best
masks available free, to all, like vaccines. Individuals should not
have to worry about buying fake/counterfeit masks. The public
needs guidance on proper fit, how long to reuse, & why N95 masks
are so essential. (January 15, 2022)

The absolutely cruel irony that the CDC is recommending N95/KN95
masks when they are not available–with no plan to make them
available–is sick. (January 15, 2022)

bc of capitalism, NOT science. Biden admin has had abysmally
slow response in producing/ securing masks & tests. Tests STILL
aren’t FREE! Only those WITH insurance can get reimbursed for test
costs— HELLO lower-income ppl have to go to work & don’t have
health insurance 3/3 (January 15, 2022)

Once the Biden administration provided N95 masks at centers around the
country, many mask supporters tweeted their support of the initiative. Others
provided information about where the free masks could be found.

So, Biden wants to give everyone at home tests and N95 masks.
If you don’t like free stuff from the government, just think of it as
a return on your tax dollars. Now, go order what’s available and
help keep everyone safe. Thank you! (January 29, 2022)

Pat and I got our free N95 masks at Meijer’s in South Elgin IL. Thank
you President Biden!! (January 26, 2022)

Thank you!
@POTUS
Biden administration to ship free 400 million N95 masks across the
US starting this week (January 19, 2022)

Got my N95 masks from the federal government handed to me at
the door at Walmart . Thank you @POTUS (January 29, 2022)
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Predictably, some anti-maxers were critical of the initiative, pointing out
that the “free masks” were not actually free and labeling the mask giveaway
as socialism. Some argued that providing free masks, along with tests and
vaccines, was harmful to the free market. Others were suspicious that Biden
supporters, or even President Biden himself, were profiteering from the mask
giveaway.

Democrats continue to push us towards socialism. Apparently, Biden’s
admin is setting up a website to distribute "free" N95 masks and
"free" testing kits. Hello... "free" means taxpayer funded! (January
14, 2022)

The Biden admin isn’t sending people unlimited tests or free masks
because they are more worried about test and mask manufactur-
ers making a profit than they are about the health of the people.
(January 20, 2022)

lgpurvis655 Sorry, not enough profit to be made from those Old
School ailments. Now we are raking in the big bucks giving people,
years later, FREE masks and boy howdy the makers of those things
can’t thank Biden enough. (January 20, 2022)

EXAMPLES of Democratic SOCIALISM first implemented by an ex-
treme right GOPr & then a “Mainstream, Capitalist Democrat”:
-FREE COVID Test kits
-FREE N95 Masks
-FREE COVID Vaccines & Boosters
-Stimulus checks for struggling Americans
-Loan Forgiveness for Small Businesses (January 20, 2022)

Good God. Biden can’t read or even speak correctly.
He also says the tests and masks will be free. Nothing is free. Tax-
payers pay for anything people get from the government. (Jan-
uary 19, 2022)

Because Brandon and Hunter make about .50 for every BS Covid
test they order from China with taxpayer dollars (and distribute to
the American people for “free”). Between the tests and the masks,
the Biden crime family is off to a banner 2022. (January 19, 2022)
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Free? Our taxpayer dollars paid for them while politicians get kick-
backs for the purchase. (January 18, 2022)

They’re not free, taxpayer’s money has paid for them. Their rich
buddies want to unload these masks before the pandemic ends.
(January 18, 2022)

Discussion

This research uses a risk society framework to analyze postings on Twitter dur-
ing the month of January 2022 at a peak period of the Covid pandemic. The
analysis focuses on social media responses to five incidents that occurred in
the U.S. that illustrate tensions related to mask wearing as a protective tool.
More broadly, these responses are used to examine how a risk society thesis
provides an alternative framework for understanding responses to protective
health initiatives. The findings reveal that a risk society perspective, as de-
scribed by Ulrich Beck and Anthony Giddens, remains relevant forty years
later. In addition, Mary Douglas’s theorizing of risk as a social, cultural, and
historical construct shows few signs of aging in the 2020s.

The five characteristics of a risk society that are highlighted through this re-
search provide an understanding of why positions related to mask wearing,
as well as other protective measures advocated by public health officials,
are divergent and divisive. In a risk society, the definition of what constitutes
risk and how to mitigate risk is subjective. This was illustrated when the Omi-
cron variant led to a new peak of Covid infection in the U.S. in January 2022.
As Twitter postings demonstrated, disagreement abounded about how dan-
gerous the variant was and whether more intense public health actions were
necessary. On Twitter, pro-maskers often advocated for increased protective
measures, underscoring the elevated contagiousness of Omicron and the
danger of over-taxed hospitals. Meanwhile, some anti-maskers emphasized
that Omicron was not very dangerous, with many advocating for “natural
immunity,” or obtaining infection-induced immunity through exposure to the
virus. The anti-masking position was often paired with a call to “trust God.”

In a risk society, addressing risk is complex, with incomplete and evolving
technology and contradictory expert opinion. This was illustrated through re-
sponses to the CDC’s changing recommendations for mask wearing during
Covid. In January 2022, when the CDC issued an official statement recom-
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mending that people wear N95 or KN95 masks outside of the house, pro-
maskers and anti-maskers posted different reactions on Twitter. The pro-masking
faction mostly accepted the CDC’s updated recommendations for mask
wearing, retweeting the new information as a public service gesture, and
discussing where to find effective N95 masks. Anti-maskers were quick to call
to attention the CDC’s contradictory positions and voice distrust for knowl-
edge generated by CDC. Some Twitter users from both factions were critical
of CDC for making this recommendation when it was difficult and expensive
to procure high quality masks.

In a risk society, risk is moralized. This characteristic was illustrated by the
Twitter response to a media report that during a U.S. Supreme Court hear-
ing, Justice Neil Gorsuch was present without a mask, while Justice Sonia So-
tomayor, who has health conditions that make her more vulnerable to serious
illness from Covid, attended remotely to avoid potential exposure. Many pro-
maskers were critical of Justice Gorsuch for being unwilling to wear a mask
to protect others from Covid; meanwhile many anti-maskers applauded his
maskfree stance. This incident clearly illustrated the “Othering” that occurs
in a risk society, with factions blaming Others for the risks that they have iden-
tified as most insidious. The discussion around this incident also involved de-
bate related to personal freedom versus collective responsibility.

In a risk society, risk is politicized. The politicization of risk was illustrated
through the school mandate debates that abounded in January. Actions by
governors to impose or restrict mask mandates in schools were the recipients
of intense social media reactions. Both pro-masking and anti-masking fac-
tions accused the other side of politicizing the pandemic for personal gain.
This debate also made it clear that mask wearing was related to political af-
filiation, with Democrats more like to support mask wearing mandates, and
Republicans more likely to support more flexible health protective measures
(Tyson and Funk 2022). Both groups accused the other side of displaying
hypocrisy through their beliefs or actions.

In a risk society, risk is marketized. Uncertainty creates opportunities for
market responses. The response to Biden administration’s free N95 mask ini-
tiative illustrates the ethical debates that result from the commercialization
of health emergencies. Prior to the initiative, many social media postings
were critical of the price gouging and counterfeiting that were associated
with “profiteers” taking advantage of a mask shortage. When the free masks
arrived in retail establishments and community centers, some social media

327



users labeled the initiative as “socialism.” Others felt certain that government
officials or their backers were profiting from this initiative. In general, the de-
bate reflects a distrust and uneasiness related to the distribution of health
care products and services within global market systems.

While this research analysis focused on mask wearing, the social media
postings indicated that positions on mask wearing can be linked to a con-
stellation of opinions and behaviors related to the interpretation and pre-
vention of risk associated with Covid, and, more broadly, the selection and
mitigation of risk in general. Posts that are supportive of mask wearing are
also often supportive of vaccinations and social distancing. Posts that are
critical of mask mandates also tend to be critical of vaccination mandates
and business regulations. On a broader basis, pro-mask posts are more likely
to evoke collective responsibility and advocate for government support and
regulation. Anti-mask posts are more likely to endorse personal freedom, lib-
erty, sovereignty, and free markets. These linked behaviors provide evidence
that risk perceptions are a product of social embeddedness rather than indi-
vidual, calculating behavior (Douglas 1992). In this sense, “individualization”
would appear to be a misleading term to describe people’s calculation of
risk. Instead, people appear to adopt collective identities and alliances, unit-
ing them with larger group. Whether consciously or unconsciously, people
appear to become part of risk communities that support an interconnected
set of positions.

Implications

As the social postings on Twitter reveal, interpretations of the extent and na-
ture of the risk of Covid are subject to divergent judgements. In the view of
the secular public, authorities and experts–scientists, public health officials,
the medical community, politicians, the judicial system–provide contradic-
tory and not necessarily trustworthy information. Widespread concern ex-
ists that the pandemic is being exploited for social, economic, and political
gain. People often moralize responses to the pandemic, believing that they,
and the like-minded group with which they associate themselves, are acting
appropriately (the “not me factor” [Joffe, 1999]), while others are causing
irreparable harm to society. A risk society interpretation of risk during Covid
illuminates why the oppositional responses of some people to official recom-
mendations and mandates are not surprising or anomalous and could have
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been predicted. The risk society framework also explains why people’s posi-
tions tend to be entrenched. Using a risk society perspective elucidates the
social, cultural, moral, and political dimensions that social marketing initia-
tives often neglect.

One important factor affecting interpretations of risks in the 2020s is the
power of communication through social media. The comments on Twitter
that were analyzed for this research starkly exhibit how divisive and con-
frontational social media posts can be. Theorists in the 1980s could not have
anticipated the ubiquity of mass media in the 2020s, and its barrage of in-
formation (and disinformation) related to Covid (Baker, 2022). Yet, the in-
creased speed and spread of information afforded by social media only ap-
pear to function to reinforce–not contradict–the main characteristics of a risk
society.

A major set of questions raised through this research concerns how health
and government institutions can improve their implementation of public health
care initiatives. Frequently, social marketing research offers micro-level solu-
tions, often tested through highly controlled experiments. One set of solu-
tions, which might be called “get out the right message,” approaches resis-
tance to public health measurers as a communication issue, with the the-
sis that messages will be accepted if communicated in the right way (e.g.,
Jordan et al. (2021) and Kerr et al. (2021)) Another approach, which might
be called, “listen to the people,” implies that people will comply with health
initiatives if we just listen to their concerns (Gabarda & Butterworth, 2021; Har-
rison et al., 2021). These solutions may be helpful on the margin, but they are
unliked to create widespread behavioral change.

The risk society framework demonstrates that managing health care dur-
ing a pandemic is not a micro-level dilemma with micro-level solutions. The
policy challenges are embedded in the social, cultural, moral, and politi-
cal contexts from which people’s views about risk evolve. In other words,
risk management is a macro-level problem that requires macro-level insights.
Accordingly, short term solutions have limited effectiveness with global risk
society problems (Kemper & Kennedy, 2021). The results point to system-
atic challenges that must be studied and addressed on a long-term basis
to manage health care in a global risk society. While an in-depth analysis
of these challenges is beyond the scope of this research, these are some of
the macro-level issues that must be addressed to manage health risks in the
2020s.
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• The transparency and shareability of global health data and knowl-
edge (Lang, 2011)

• Private versus public funding of health research (Prudêncio & Costa,
2020)

• Private versus public funding of health care (Varman & Vikas, 2007)

• Access to health care (Laczniak & Santos, 2018)

• Global equality of health care (Hill et al., 2007)

• Integration of local, state, federal, and global management of health
care (Shabbir et al., 2021)

• Regulation of conflicts of interest within politics, the market, and health
care (Jayanti, 2022)

In summary, responses to health care initiatives will not be significantly im-
proved without system-wide change.

Limitations and Future Research

Some limitations related to this research should be outlined. First, Twitter is
known to represent polarized, extreme views, even compared to other so-
cial media platforms (Bovet & Makse, 2019). On Twitter, posts related to mask
wearing tended to be bipolar–i.e., either supportive or derisive of face cover-
ings. More nuanced representations of risk may not be well-represented via
tweets. In addition, Twitter users do not represent all Americans. As stated in
the methods sections, younger, more educated, and higher income Ameri-
cans are more likely to use Twitter than their counterparts (Auxier & Anderson,
2021). In addition, Twitter users are more likely to identify as Democrats versus
Republicans (Vogels et al., 2021), a difference that could be important given
the partisan debates that emerged related to mask wearing on Twitter. Still,
there seemed to be no lack of representation of Republican viewpoints re-
lated to mask wearing on Twitter. It is also important to note that the large
majority of Twitter comments come from a small minority of users (Hughes &
Wojcik, 2019), meaning that posts on Twitter might not even be representa-
tive of views of Twitter users as a whole. Other social media sites that allow
longer posts, such as Facebook or Instagram might provide more balanced
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opinions related to mask wearing and other protective measures. Further,
other forms of research, such as long interviews, would provide more com-
prehensive and refined interpretations of risk. Still, for the sake of explicating
risk society themes, Twitter is a useful data collection tool because–not in
spite–of the strong opinions it represents.

Second, a related limitation is that this research studies a risk society inter-
pretation of risks via responses to incidents that occurred in the U.S. The risk
society thesis was mainly developed by theorists in more developed Western
nations to describe risk responses in more developed Western nations. The
extent to which the risk society perspective is appropriate for all parts of the
world remains in debate (Veeck et al., 2010; Yan, 2012). Studying the risk
response to protective health measures in other regions with diverse social,
cultural, and historical traditions would be useful (Yuan, 2021).

A key question asked through this research is whether we continue to
live in a risk society in the 2020s, as defined by Beck and Giddens several
decades earlier. Findings from the analysis of social media postings clearly
point to yes. However, this study cannot answer the question of whether
the relevancy of the risk thesis is more meaningful today than it was in the
1980s. Even less clear, is whether the risk society framework is more relevant
for describing risk in the (post)modern, post-industrial society, as intended by
Beck and Giddens, rather than simply describing risk as an eternal human
condition. Perhaps human beings have long lived in a risk society, with trust
and certainty continually undermined by change, accompanying suspicions
that technology used to mitigate risk only serves to create ever more threat-
ening risk. If this is the case, Douglas’s more timeless approach to risk is more
germane. Still, Anthropocene-era risk, in which human activities significantly
affect the Earth’s geology and ecosystems, would appear to make a risk
society perspective more salient in the 2020s than ever before (Zinn, 2016).

Conclusion

This paper examines to what extent the risk society thesis, developed in the
late twentieth century, offers a relevant framework from which to analyze
lay responses to the use of protective behavior during the Covid pandemic
in 2022. The analysis reinforces the applicability to risk interpretations of five
characteristics that have been associated with modern risk: subjectiveness,
complexity, moralization, politicization, and marketization. The responses to
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these characteristics help explain why positions related to protective health
behavior often appear to be intractable. Further, the risk society framework
helps explain why social marketing of health initiatives that is approached
through micro-level measures is not likely to be effectual. Rather, a macro-
social marketing approach, that acknowledges the social, cultural, moral,
and political embeddedness of risk, is required (Kennedy, 2016, 2017).
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Marketing, Sociology, and Biology:
The Mushrooming of a Discussion

Irem Taştan Izmir University of Economics, Turkey

DeLanda, in explaining the new theories which are targeting at com-
prehending the world as it is, not limited by the rigidities that human minds
created so far, implied that academic walls between fields of research and
schools of thought are to be demolished (Dolphin & Tuin, 2012). This paper
is a proposition of crossing the boundaries of thinking, since it can enable
much needed freedom for opening up novel interpretations of complexity
regarding the new generation worldviews in marketing research. When ap-
proaching to a phenomenon, entry level questions are; what are the inter-
playing agents, what are they particularly doing? The descriptive capac-
ity in marketing-oriented literature is itself helpful to supply answers to these
questions. More to it, there can be the questioning of; in what ways these
agents interact within and with the context, how do they change it? The
analysis then has to elevate its focus from the description of “what” to the
demonstration of “how” (Askegaard & Linnet, 2011), as it is usually the case in
macromareketing by connecting insights to the capacities within the wider
sociological extents (Sandikci & Kravets, 2019). However, the forthcoming
quest is now dwelling into the deeper questions; why these agents act in that
certain way, why is this phenomenon enfolds in the way it does? This point
in which shift lands on the “why” is to be the initial phase of demanded in-
teresting discussions (Fırat & Dholakia, 2017), which can be originally situated
by benefitting from the potential interpretations beyond the walls.

Therefore, I took the liberty of promoting the merging of some ideas, views,
and concepts into marketing studies that have not been abducted before.
Considering the research that I am currently working on as an example, ex-
ploring the relationality between new brands and the repositioning of a local
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area, evolved in a process that multi-dimensional links established above the
paradigms that the two topics normatively have their associations to, respec-
tively marketing and sociology. Within the organic flow of the research, an
answer to an above framed entry question blossomed through the analy-
sis that utilizes the classical theories in branding. Tackling onto the second
quest requires leaning onto the literature of gentrification and looking at the
phenomenon with a rather critical gaze. Proliferating debates around the
new materialisms (Allison et al., 2016; DeLanda, 1997, 2006, 2016; Deleuze
& Guattari, 1987) is very stimulating for this matter. Reflecting on the ob-
served reality with the diverse theories together at play through the theories
at hand, it can be suggested that maybe it is about the “mushrooming” of
interpretations, not the “blossoming” after all. Drawing from the background
of these philosophical inspirations, how and why of the relationship between
the branding and its affects upon an interacted context can be discussed
in line with a metaphor of mushrooms. Driving from there, the last level of
questioning emerges as an attempt for understanding the nature of the hap-
penings through discussing it parallel to the self-organization of a mushroom
troop (Tsing, 2015).

The contemporary advances in biology, especially in mycology, are quite
fascinating to take as an inspiration for the discussions within the macromar-
keting scope. Self-organization is the production of organized patterns result-
ing from localized interactions within the components of the system without
central control; however, organization is informed by the non-linear history,
therefore process of being is informed in situ by the loops of the past in the
possible makings of the future (Deacon, 2011; DeLanda, 1997). The story
of mushrooms, used interchangeably with the biological term fungi, is com-
mented here referring from the documentary Fantastic Fungi (2019). One
of the numerous agents within the assemblage of a forest, the individualized
mushroom is itself carrying accumulated biological codes seeking emplace-
ment to manifest the mushroom’s being, towards a desire to be, by rooting
mycelium into the ground to soak into the necessary minerals for it. Then
there comes others that singled out mushroom indirectly called for, as itself
emerged with spores, due to the successful realization of its being; and so,
a troop, not a group of individual mushrooms, self-organizes upon the in-
herited resourceful grounds. From there, both the individual desires to be,
as each mushroom needs to protect itself by being the larger one with the
mycelium that can soak up the minerals from the far ends of others’ roots
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for itself; as well as the collective desires that link the mycelium of biggest to
smallest mushroom below the wider soil of the forest are enacted. That is to
connect as a networked system to, in a degree, sharing the minerals that all
individual mushroom’s mycelium carries. Hence, what has been created is a
self-organizing system; in its internal relationship, components have dynamic
relationships that are not necessarily complementing each other, however in
its external relationships they are encoring bonds for collective benefits. The
underlying idea behind the self-organization concept is closely linked to the
notion of emergence, which indicates the complex behaviours seen in the
system cannot be understood by adding up the behaviours of the individual
components, since looking at the parts that make a whole cannot be ag-
gregate the meaning of the whole, but grasping the relationships collectively
emerging them can do so (Deleuze & Guattari, 1987).

Recalling the example given previously, for the phenomena under re-
search, how things are happening can be interpreted by benefitting the
view in which brands are the mushrooms rooting into the substrate of a lo-
cal area that is bountiful of cultural meanings, through growing mycelium in
form of brand communication practices. As so, how the phenomenon oc-
curs can be interestingly demonstrated parallel to the flow of a rhizomatic
process. Furthermore, insights on why the particular changes influenced by
the observed brands in an interacted context can be discussed under the
light of the natural desire of being. In other words, brands can be inter-
preted as affecting their surrounding context in line with their individualistic
goals, meanwhile energizing a hype within the local area under considera-
tion collectively, maintaining independence of their motivations yet acting
in interdependence as they are emerging the transforming capacities that
can trigger changes within the related context.
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Tourism sector is a growing industry which contributes to nations’ financial
growth worldwide (Loss, 20139; UNTWO, 2020). Unfortunately, this industry
plays a major role in environmental pollution (Garcés-Ordòñez et al., 2020;
Thushari & Senevirathna, 2020; Wilson & Verlis, 2017). For example, hotels
generate a vast amount of waste, including food, used soap and shampoo,
and other garbage and each guest on the overage generates over 1 kg of
waste per guest day, resulting in many tons of waste per month from the ho-
tel property (Samdin et al., 2016; Wan et al., 2017). Besides, plastic pollution is
also largely contributed by the tourism activities which is a hazardous threat
to the environment (Makhdoumi et al., 2022). It is more severe especially
in coastal areas and lakes (Bayo et al., 2019; Mehdinia et al., 2020; Xiong
et al., 2018). In recent years, face masks are one of the major plastic pollu-
tions on beaches because of COVID-19, especially on recreational beaches,
which about 1.56 billion face masks have entered the oceans in 2020 (Mghili
et al., 2022). It has been identified that face masks are one of the potential
microplastic pollutions in the water systems, which is a great threat to the
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environment (Ma et al., 2021). Considering its negative consequences on
the environment and suitability in overall, the harmful effect of plastic pol-
lution on the tourism sector is getting more attention from scholars from all
around the world (Cecchi, 2021; Eagle et al., 2016; Maione, 2021; Quoquab
& Mohammad, 2020; Zhao et al., 2015).

In this study we aim to provide a bibliometric analysis of plastic pollution
in the tourism sector, which is a significant perspective to show the nega-
tive effect of plastic pollution on the economy and environment. Scholars
from different countries and disciplines have studied this topic from their per-
spectives and given suggestions to solve plastic pollution. In this study, we
used CiteSpace 5.7 to provide an overview and visual analysis on the topic,
which enables the research status of this field. All relevant sources were gath-
ered from the Web of Science Core Collection. We used “plastic pollution
and tourism” as the keyword to search articles. The data were collected in
June 2021. The review articles, book chapters, proceedings papers, were
excluded for keeping high-quality academic articles as data sources, which
yielded 110 articles.

Based on the analysis we found that, the scholars from Australia, Spain,
Brazil, and China have the most publications on the topic. The collaboration
network (author, country, and institution) and the collaboration between in-
stitutions are dispersed. We also found that, related research had a rapid
publication trend in last five years. Indeed, this field is at its embryonic stage.

The analysis of the co-citation network reveals that, the articles that come
from plastic litter accumulation, marine pollution, and environmental science
provide the research basement for plastic pollution and tourism. Marine
Pollution Bullet has the most contribution in this field. The analysis of clus-
ters demonstrate that, some part of the research focused on specific ar-
eas, like Qinghai lake, Albania coastline, and other tourism destinations. Hu-
man health, plastic litter accumulation, and anthropogenic marine debris
are the main concerned field by related scholars. However, in the research
of tourism, as per the analysis of keywords, the scholars put their focus on
coastal tourism, like beaches, bays and so on which are related to water
and marine. The research hotspots of this field have not changed much in
the past twenty years.

The findings of this study contribute to the macromarketing literature in
understanding the present status of plastic pollution in the tourism industry.
Macromarketing focuses on market and societal phenomena in order to im-
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prove the overall market system for the greater benefit of the society (Lay-
ton & Grossbart, 2006; Wooliscroft, 2016). The conversation of macromar-
keting perspective is utmost necessity since there are severe adverse eco-
logical, social and economic problems globally that are fueled by market-
driven events (Mitchell et al., 2010)(Layton, 2007). In order to understand
how well the macromarketing mechanism can perform, the researchers in
this field attempt to investigate and measure variables that deal with inter-
actions between firms and consumers, governments, regulatory body and
so on (Wooliscroft, 2016). In line with this motto, the present study contributes
to the deeper understanding of the present status of plastic pollution in the
tourism industry.

Due to the increased concern towards environmental matters and soci-
ety and the trend towards sustainable consumption in the recent years, sus-
tainable tourism including sustainable hotel industry has become corporate
agenda in the hotel industry (Alilahotels.com, 2020; Shangri-la.com, 2020).
For a better implementation, it is suggested to consider educational efforts
to promote environmentally responsible tourism. Regulatory prohibition as
well as educational efforts focusing on the environmental benefit by altering
tourists’ behavior can be considered. Though the whole problem pertaining
to the plastic pollution cannot overcome overnight, the ongoing conversa-
tion and debate is needed to create better awareness, to find out effective
solutions and eventually to create a better world to driven by better macro-
marketing mechanisms.
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1

The systemic, global damage of COVID-19 presents an opportunity to

study marketing systems from a unique perspective, melding contempo-

rary thinking with classical ideas and ideals regarding markets, market-

ing, and marketing systems, and their impact on well-being. Accord-

ingly, this paper revisits “Macromarketing as Agorology,” a framework

developed by Mittelstaedt and colleagues; the perspective that SARS-

CoV-2 / COVID-19 is an active agent within a marketing system rather

than a product or event. SARS-CoV-2 / COVID-19 infected, disrupted,

and in some instances devastated a provisioning system that was un-

prepared for an amoral and apolitical actor — a virus — that spread

and thrived because of strengths of the system, turning those strengths

to weaknesses with devastating consequences for human stakeholders,

1This extended abstract is both subset and further development of a larger work-in-
progress by the authors. We share it, here, to honor friend, colleague and co-author, Dr.
John D. Mittelstaedt – who initiated and led the inspired framework, “Macromarketing as
Agorology” – and who tragically passed away prior to the completion of a manuscript in-
tended to develop further the ideas, ideals and potential applications shared in Mittelstaedt
et al. (2006).
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locally and globally. In addition to presenting a novel view of the role that

COVID-19 has played in marketing systems we raise questions for further

consideration and possible investigation.

COVID-19 and the Agora: Systems, Causes and Con-

sequences

Macromarketing studies marketing systems, their impact on society, and the
impact of society on the systems (e.g., Hunt (1981)). The COVID-19 pandemic
has provided an opportunity to study these interactions between market-
ing systems and society under unique circumstances. Marketing systems are
interconnected, such that the actions of individual actors cause reactions
that reverberate throughout the system. Thus, no single market action can
be completely understood without context in the entire market system (e.g.,
(Mittelstaedt et al., 2006)). In this light, we seek to explore the effect of the
COVID-19 pandemic within marketing systems, melding contemporary think-
ing with classical ideas and ideals. A systemic approach is requisite for insight
and ultimately effective policies and practices to mitigate – and ideally to
eliminate – the spread of SARS-CoV-2 and thus COVID-19 (together, simply
“COVID” throughout the remainder of the paper), and to end the deadliest
pandemic in a century (C. Shultz, Rahtz, & Sirgy, 2022; World Health Organi-
zation, 2021).

The key feature of this paper is to consider COVID as a marketing sys-
tems actor — an agent of exchange — and not merely something being
exchanged. By approaching COVID in this way, rather than a product being
exchanged or as an event (Hyman et al., 2020); we will explore how COVID
thrived because of some provisioning systems (1) unprepared for an agent in
the form of an amoral and apolitical novel coronavirus, and/or (2) cynically
manipulated because of the virus (C. Shultz, Rahtz, & Sirgy, 2022). Further, we
utilize the “Macromarketing as Agorology” framework developed by Mittel-
staedt and colleagues (2006) to assess the role that COVID has played (and
will continue to play) in marketing systems, with deference to the relative
strengths and weaknesses within these systems.

The Agorology Framework is both compelling and interesting for at least
three reasons. Firstly, it provides a lens to study the role of marketing systems
within society, the strength and weakness of those systems, and the role that
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COVID has played. Secondly, the holistic approach to macromarketing in-
herent to agrology complements the Constructive Engagement Framework
for Consumer Well-Being applied in the study of 28 countries and the mar-
keting systems in them, as they responded to COVID — some with more suc-
cess than others (C. Shultz, Rahtz, & Sirgy, 2022). Thirdly, it reminds us that
pandemics are an ancient phenomenon that ravaged ancient marketing
systems, and thus investments to prepare for and to protect marketing sys-
tems from them are both timeless and timely (C. Shultz, Rahtz, & Sirgy, 2022;
Thucydides, 431 B.C.E.).

Marketing systems are generally regarded to be “a network of individu-
als, groups, and/or entities linked directly or indirectly through sequential or
shared participation in economic exchange that creates, assembles, trans-
forms, and makes available assortments of products, both tangible and in-
tangible, provided in response to customer demand.”(R. A. Layton, 2007,
p. 230). As marketing systems evolve they can become rigid (R. Layton &
Duffy, 2018), thus allowing for an informal common understanding of the op-
eration of any given system and what can be expected from actors within
the system. The stability of a marketing system may be abruptly interrupted
when circumstances within it change (R. Layton & Duffy, 2018). What was
once thought to be the strength of a system under one set of circumstances
can, in fact, be weaknesses under another.

Using the definition provided by R. A. Layton (2007) we view COVID as
an “entity” or actor engaged in exchange, rather than product being ex-
changed or a social disruption (Hyman et al., 2020), both which are passive
in how they effect a system. Actors within the system actively engage with
each other as one actor delegates work to another (Jensen & Meckling,
1976), each exercising agency in their role. As the actors interact, both for-
mal and informal contractual arrangements are used to govern the relation-
ships. Each actor typically enters into the contract with their own best interest
at heart rather than the goal of increasing joint productivity as each actor
is motivated by self-interest. Informal contracts are based on social norms
and assumptions about what would typically occur and require a level of
trust (White, 1985). In a stable system these norms are well known and de-
pendable, but when a system is disturbed norms may change and might
be reestablished. Often entities enter into relationships with unbalanced in-
formation as they navigate the relationships needed to move products to
consumers (Bergen et al., 1992). When one entity has more knowledge than
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others in the system this can create a disparity of power and a disadvantage
for the entity lacking information. The imbalance of information also allows
for the agent with the additional information to maximize their utility and at
the same time transfer risk to other less informed actors (Bergen et al., 1992).
Viewing entity relationships from this perspective is particularly useful when
there is asymmetry, uncertainty, or goal conflict involved in the relationship.
Such is the case for COVID, which enters into unwritten contracts, as it were,
within the system; doing so has two advantages. First, COVID is apolitical and
amoral – its only “goal” is to survive and to replicate, and possibly to mutate
and thus to enhance survival and further replication (C. Shultz, Rahtz, & Sirgy,
2022) – thus COVID does not follow the social norms to which other entities
adhere. Second, the novelty of COVID allows it to enter into informal con-
tracts with other entities in the system and to take advantage of efficiencies
within the system while other parties lack the knowledge regarding its move-
ment, “motivations,” and strengths. This imbalance of information increases
the havoc that COVID can cause to otherwise efficient systems.

Mittelstaedt et al. (2006) use the dynamics of the agora to describe the
study of marketing systems; stating that “a theory of macromarketing is, in
its truest sense, a theory of the agora” (Mittelstaedt et al., 2006, p. 131). The
agora refers to the interdependence between the activities and actors in
the marketplace and, more broadly, the open and accessible spaces where
they are found; it was the heart of commerce, but also other seminal activi-
ties and institutions in ancient Greece, from political discourse to celebrations
and more (Camp, 1986; C. J. Shultz, 2007). Indeed, the study of macromar-
keting is not just about commerce or the transactions of marketing but about
the interactions of commerce (marketing) and society; marketing systems do
not operate within a vacuum, they function within and across societies with
their own distinctions and complexities. Mittelstaedt et al. (2006) – discerned
from 25 years of macromarketing research examining generalized principles
– identified three common principles that can be used to enhance under-
standing of marketing systems, as they are built around the flow of goods.

We revisit the three principles of agorology as lenses through which to
consider and discuss the spread of COVID. We examine the complexity of
marketing systems, the antecedents of market heterogeneity, and the ef-
fects of exchange beyond the boundaries of the marketing system. Finally,
we ask what we can learn from this endeavor as marketing scholars, with
hopes to improve our understanding of marketing systems, in ways that will
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be useful for catalytic intuitions toward constructive engagement with each
other, in coordination and cooperation with citizens for whom they are re-
sponsible as well as other stakeholders, to ensure appropriate/effective re-
sponses throughout the marketing system (Sirgy et al., 2022).

Mittelstaedt et al. (2006) remind us that markets are complex systems.
When one aspect of the system is not working as intended, the efficiency
of the entire system can be affected. One way that systems evolve to be
more efficient in the transfer of goods is through specialization. While spe-
cialization under typical circumstances can create efficiencies it also creates
rigidity that can be difficult to overcome under atypical conditions. The same
mechanisms that maximize the flow of goods and services through systems
may have the unintended consequence of spreading viruses and unleash-
ing epidemics. COVID leveraged human exchange in places like Wuhan,
New York City, and other early centers of commercial exchange to its advan-
tage. It took advantage of the power differential caused by an imbalance
in knowledge to use the system to its benefit before other entities knew how
to inhibit it. Efficient exchange (combined with the virus operating within a
system having little or no immunity), its ability to spread without symptoms,
and little or no understanding of the virus itself, allowed COVID to treat as
weaknesses exchange relationships that had evolved to be strengths of a
system designed for different purposes.

The second principle: marketing systems are heterogenous (Mittelstaedt
et al., 2006). Marketing systems emerge in form and structure from relation-
ships rooted in historic, economic, and philosophical (social and cultural in
nature) antecedents (Mittelstaedt et al., 2006, 2009). These antecedents can
be formal (e.g., public policy), informal (e.g., culture) or philosophic (e.g.,
belief that specialization and trade improve quality of life). Policies can both
slow down the developmental process of introducing new products, but also
give consumers confidence that the products are safe and effective when
introduced. Informal antecedents such as cultural and ethical foundations
play a role in how society approaches a marketing actor such as COVID.
As we continue to evaluate different cultural approaches, we witness some
countries rapidly adopt and then adapt to lockdowns and wearing masks —
a collectivist approach – while others approach the situation from an indi-
vidualistic view in which people’s freedom to act as individuals is prioritized
over public health (Sirgy et al., 2022).

Finally, the decisions of marketing systems actors have consequences far
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beyond those involved in specific exchanges (Mittelstaedt et al., 2006). These
consequences can be uncalculated and are often unintended. Conse-
quences, thus far, have included incredible loss of life, the permanent clo-
sure of businesses, changes in consumption patterns, and too many other
tragedies to list in this extended abstract. People who will never encounter
SARS-CoV-2 directly or who will not contract COVID-19 will bear its conse-
quences for years to come; the depth and breadth of long-term effects will
not be fully appreciated for decades. We should also note that marketing
opportunities, from vaccines to delivery services, also arose and were seized
during the pandemic to the benefit of billions of consumers.

COVID – the novel coronavirus and the disease it causes — is an opportu-
nity to study marketing systems from unique perspectives, particularly when
viewed from the perspective of an active agent within the system, which
is intended to enhance individual quality of life and community well-being
(Mittelstaedt et al., 2006; C. Shultz, Rahtz, & Sirgy, 2022). It raises questions of
whether systems should be designed to maximize effectiveness, to prevent
them from being overwhelmed and collapsing, or a larger purpose? How do
we build immunity into marketing systems? Do we need to think about the
role of consumption through a different ideology? What roles do markets and
marketing systems play in the ongoing COVID-19 pandemic; what about
the next pandemic or global crisis? Using a macromarketing perspective,
we can better understand how and why the pandemic spread; how COVID
used systems people created — ostensibly to improve the human condition
– in ways that harm humanity while advancing the genetic code of a virus.
What responsibility do marketing systems bear? What are the obligations
and civic/societal duties of catalytic institutions — governments, businesses
and NGOs — and the citizen-consumers comprising the agora, locally and
globally? Regrettably, we are not without blame, as we fell prey to numerous
social traps in those systems at great loss to human life, economic resources
and community well-being. Those outcomes necessitate a responsibility (1)
to understand how marketing systems made us more vulnerable and (2) to
redress their shortcomings. Evidence has emerged that macromarketing can
offer a way out of this crisis (C. Shultz, Rahtz, & Sirgy, 2022). A holistic view of
Macrormarketing as Agorology — and the civic duties implicit for responsible
management of the local and global agora — are requisite for a richer un-
derstanding of disruptions to marketing systems and mechanisms that serve
as guardrails. Such understanding will help us to develop and administer mar-
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keting systems in ways that protect us from amoral and apolitical viruses, the
diseases they cause, and the cynical, selfish, ill-informed and/or irresponsible
humans that transmit them.
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Introduction

The role of marketing is coming under increasing attention as the organi-
zations face a stiff challenge to respond to global climate change (Aaker,
2010; Woodside, 2020). The latest report by IPCC predicts a series of dire
consequences for up to 3.6 billion people, who live in areas which are highly
vulnerable to climate change, mainly from extreme heat, forest fires, exces-
sive rains, and drought (Plumer & Zhong, 2022; Vaughan, 2022). The goal
laid out in the 2015 Paris accord is to limit global warming to 1.5 degrees
centigrade above the pre-industrial levels, and for this to happen, the global
emissions must hit net zero by around 2050 (Tollefson et al., 2021). One of the
most encouraging outcomes from the recent COP26, the UN Conference on
Climate Change, is the resolution of over 5,200 businesses and 450 banks,
insurers, and investors to voluntarily meet net-zero carbon targets by 2050
(Yanosek & Victor, 2022). Firms are realizing that their market offerings must
change in accordance with the changing realities of external environment.
However, at a macro level, the challenges are too steep to convert these
plans into a reality. In the United States, transportation, electricity produc-
tion, and industries account for 77% of the total greenhouse gas emissions
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(EPA, 2019). A McKinsey analysis suggests that the shift to a net-zero emis-
sions world requires new market offerings to aid decarbonization, replacing
high-emission products with low-emission ones, and decarbonization of prod-
ucts and processes (Krishnan et al., 2022). These problems are often too big
to be solved by any single firm and co-operation among firms, research insti-
tutions, and governments is urgently needed to usher in new resources and
market offerings. Therefore, in this context of climate change, the questions
we are interested in are: how can firms co-operate and compete at the
same time to create new innovative offerings? What role marketing plays
in shaping relational and governance strategies that will be instrumental in
firms’ innovative market offerings to face with the problems global climate
change presents?

Theoretical Foundation

The problem we are addressing is: how can firms develop novel market of-
ferings that not only decarbonize and assist with net-zero emissions, but also
help firms compete better in the market in vastly changing business land-
scape? What is the role marketing plays in shaping relational and gover-
nance strategies in this ecosystem? We use the Resource-Advantage (here-
after R-A) theory of competition (Hunt & Morgan, 1996), and coopetition lit-
erature, which is defined as the simultaneous cooperation and competition
between rival firms to create value (Gernsheimer et al., 2021), to develop
marketing’s response to climate change.

R-A theory posits that “competition is the disequilibrating, ongoing process
that consists of the constant struggle among firms for a comparative advan-
tage in resources that will yield a marketplace position of competitive advan-
tage and, thereby, superior financial performance. Firms learn through com-
petition as a result of feedback from relative financial performance “signal-
ing” relative market position, which, in turn, signals relative resources” (Hunt,
1995, p. 318). We use R-A theory because – unlike neo-classical theory of
competition which admits only land, labor, capital as resources – it concep-
tualizes resources as both tangible and intangible in nature. Such concep-
tualization facilitates researchers to identify resources of different types (e.g.,
physical assets, organizational capital, etc.) that contribute to developing
new market offerings. Second, R-A theory suggests that competition among
firms is shaped by societal resources, societal institutions, competitors, con-
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sumers, and public policy. Climate change requires an aligned response
from these environmental factors to facilitate “co-opetition.”

Before we elaborate on what types of resources can help with innovations
to combat climate change, we discuss two important questions: (1) aren’t
the capitalistic ideas of superior financial performance advocated by RA
theory at odds with sustainable marketing innovations required for climate
change?, and (2) what products and services are we advocating for climate
change and how does marketing fit in this context?

Fisk (2006) argues “a vision of life in which human survival is a goal su-
perordinate to all others argues for a shift in macromarketing analytic focus
to sustainability of global consumption and away from maximization of en-
trepreneurial profit or individual want satisfaction as the end we seek” (p.
215). At first glance, RA theory’s focus on superior financial performance
appears to be at odds with a firm’s sustainable marketing practices. How-
ever, we argue that drastically changing climate conditions no longer pit fi-
nancial performance against sustainable marketing practices, but intricately
link them together. If we consider a for-profit firm’s societal mission is to “—
produce goods and services that society wants and to sell that at profit”
(Carroll, 1979, page 500), it’s simply not possible to achieve that goal if the
future of human survival is at stake and we don’t achieve our stated net-
zero carbon emission goals. In addition, only wealthy firms and nations can
afford to invest the large amounts of money needed to decarbonize the
economies, not bankrupt firms (Hunt, 2011). Therefore, given the RA theory’s
focus on superior financial performance, we argue that it should still be the
goal of firms, but they should do so by pivoting to creating market offerings
and sustainable practices that afford them marketplace positions of com-
parative advantage.

RA theory suggests that the role of marketing would be to set strategies
to create or modify market offerings that meet the net-zero goals and si-
multaneously providing their firms with marketplace positions of comparative
advantage. They can do so either with “green products” or by “green pro-
duction processes” (Hunt, 2011). Currently, tremendous innovation is taking
place to decarbonize in the areas of cement, steel, plastics, shipping, truck-
ing, aviation, agriculture, energy, and construction (Fink, 2022). Larry Fink, the
CEO of Blackrock which is one of the world’s largest asset managers wrote in
an annual letter to CEOs that “the next 1,000 unicorns won’t be search en-
gines or social media companies, they’ll be sustainable, scalable innovators
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– startups that help the world decarbonize and make the energy transition
affordable for all consumers” (Fink, 2022). The firms that innovate in this area
will produce unique offerings (either green products or services) and thereby
becoming market drivers (Sheth & Parvatiyar, 2021). These market-driving
firms will become unique players in a supply chain which will play an impor-
tant role in helping other firms in all sectors achieving their net zero goals.

Based on R-A theory, we argue that three types of resources: (1) legal
(e.g., patents), (2) informational (e.g., technology), and (3) relational (e.g.,
developing relationships with competitors, universities, consortiums, govern-
ments) are particularly important to developing new market offerings to adapt
to climate change. For instance, Tesla decided to apply open source phi-
losophy to their patents after realizing that even though the global car fleet
is around 2 billion cars, only less than 1% of total car sales of major manu-
facturers included electric cars (Musk, 2014). The move by Tesla symbolizes
the need for unorthodox thinking that is essential for creating solutions for ad-
dressing climate change. Second, a majority of informational (e.g., technol-
ogy) resources needed for net-zero emissions are still in the R&D phases. The
International Energy Agency (IEA) estimates that about 75% of CO2 emission
goals require technologies which are at the prototype stage, or requiring
further R&D, or not yet developed (IEA, 2022). Developing such technolo-
gies requires risk-sharing mechanisms. In fact, when businesses developed
the first wave of innovations involving battery storage, commercial scale
solar components, and biofuels, they went through significant challenges
which could not be met by market forces alone because the financial risk
involved was too great for the investors. Therefore, a combination of policy
supports, including tax credits, direct subsidies, and loans were needed to
foray into the first wave of cleaner technologies (Yanosek & Victor, 2022). This
was only possible because the businesses and government worked together.
Thus, developing relational resources (e.g., developing relationships among
firms, universities, governments, etc.) becomes another critical element for
firms in addressing climate change. For instance, the MIT Energy Initiative
includes a research university such as MIT and energy firms such as Exxon-
Mobil, Chevron, Conoco Philips, Washington Gas, etc. that work together to
develop solutions to world’s energy challenges (MIT Energy Initiative, 2022).

R-A theory highlights the importance of aligned response from the envi-
ronmental factors such as societal resources, societal institutions, competi-
tors, consumers, and public policy when addressing the issue of climate
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change. When the consortiums or firms come together to create new re-
sources, they may often bring their own set of goals which may not be mu-
tually compatible. Especially, among countries or firms, the need for coope-
tition in executing macro level initiatives becomes important. However, en-
gaging in coopetition often results in tension, opportunistic behavior, and
knowledge leakage (Le Roy & Fernandez, 2015; Raza-Ullah et al., 2020). For
instance, in spite of many trade-related tensions, the United States and China
made joint declaration at the COP26 summit to work together on several
climate related actions. In fact, the world’s developed countries promised
to raise $100 billion by 2020 to help developing nations cope with climate
change, but failed to deliver on the promise, creating a tense situation which
may discourage developing nations to follow through with their promises
(Mathiesen, 2021). At the firm level coopetition efforts, similar tensions are
likely to show up. For instance, Munten et al. (2021) studied coopetition in-
volving sustainable innovation efforts in automotive industry, and from the
analysis of interviews done with 31 experts found how efforts to achieve envi-
ronmental sustainability can sometimes result in adverse environmental and
societal impacts. For instance, the rise of electric vehicles (EV) may render
the infrastructure and equipment used by prior generation of cars useless
and the disposal of the same may contribute to a negative impact on the
environment, whereas the EV’s low reliance of labor may add to an aggre-
gate negative impact on the society in terms of job losses (Munten et al.,
2021). Therefore, understanding of factors that both impede and contribute
to the macro level coopetition efforts of firms is critical to the success of sus-
tainability efforts of firms.

Implications for marketing strategy

Climate change and the consumers’ preferences for sustainability have ne-
cessitated firms to rethink their market offerings. Firms must identify what
resources will help them bring these new offerings to the market. There-
fore, it becomes important for firms to do a strategic resource audit to re-
evaluate their relational portfolio to decide on what partners to work with
(Bicen et al., 2021; Hunt, 1997). Second, firms must strategize about how
to exchange knowledge with partners by maintaining a balance between
knowledge sharing and protecting (Gast et al., 2019). Third, given the pos-
sibility of coopetition to result in tensions and opportunistic behaviors, it is
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important for firms to develop coopetition capabilities, which include the
mindset of managers involved in coopetition projects to perceive the con-
tradictory dynamics of the partnerships and yet adopt to and navigate the
challenges in successfully executing coopetition projects (Bengtsson & Raza-
Ullah, 2016). Fourth, drawing from social contract theory, it is essential for
partnering companies to be market driven as a means to establish social
and cooperative norms, which in turn, increases the viability of relational
governance (Bicen et al., 2021). Finally, firms entering coopetition partner-
ships often have an opportunity to learn from rivals. In this regard, both the
opportunity to learn and integrate the knowledge back into firm’s processes
is considered important for organizational learning (Chen et al., 2020).

Conclusion

To address the unique challenges of climate change, firms must proactively
adapt their market offerings to meet both the sustainability goals and the
preferences of their consumers. We use the R-A theory to identify the re-
sources needed to adapt to climate change, proactively respond to the
challenges it presents, and explain how the acquisition and creation of re-
sources through coopetition has the best likelihood of firms achieving both
comparative advantage in their market position and also superior financial
performance in the long run. However, the road to success is fraught with
challenges and we highlight both the opportunities and challenges for mar-
keting strategy to contribute to this area.
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The most carbon impactful
consumer decision? Investigating
people’s fertility intentions in times of
a changing climate

Sabrina Helm University of Arizona

Samantha K. White Lincoln University

Joya A. Kemper University of Canterbury

Having children is not typically identified as a concern in (macro)marketing
research or practice. However, in a discipline that aims to “improve the hu-
man condition, and to sustain the world humans inhabit” (Shultz & Wilkie,
2021, p. 5), the factors that threaten human survival due to driving overcon-
sumption and overpopulation, warrant exploration. Interestingly, some re-
search (e.g., (Murtaugh & Schlax, 2009; Wynes & Nicholas, 2017)) has pointed
towards “having one less child” as consumers’ main contribution to decreas-
ing their carbon impact, an idea broadly received and discussed in popular
news and social media (Helm et al., 2021; Miller, 2018). About 33% of Ameri-
can men and women, aged 20 to 45, cited climate change as a reason to
have fewer children (Miller, 2018).

The current study investigates people’s decision (in a WEIRD context) to
stay childfree because of climate change concerns from the perspective of
resource consumption, as well as individual and collective wellbeing, central
themes in Macromarketing discourse (DeQuero-Navarro et al., 2020). Rec-
ognizing the unsustainability of the market system, some consumers consider
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their own impact, questioning if they should “produce another consumer”
(Helm et al., 2021). Such societal dynamics affect marketing; if widespread,
consumers’ decision to forgo childbearing can lead to serious implications
for the viability of economic systems and societies. Even if only sporadic,
consumers such as the participants in the Birthstrike movement direct public
attention to overconsumption as the main driver of climate change, raising
“profound questions with respect to responsibilities and ethics in marketing
practice” (Hall, 2018, p. 4). Anti-consumption, boycotts, protest, calls for
government action to regulate industries, and other possible consequences
throw a spanner in the works of capitalism and the dominant marketing
paradigm. Moreover, mental health issues in response to climate change
also becomes a consumer well-being and quality of life (Macromarketing)
issue.

Background

The Intergovernmental Panel on Climate Change (IPCC) asserted that hu-
man economic and demographic growth are indisputably the primary drivers
of the world’s environmental problems including climate change (Masson-
Delmotte et al., 2018). Scientific consensus implies that population growth
and high consumption levels are the major drives of many of our ecologi-
cal problems such as resource depletion, environmental degradation and
climate change (Andrijevic & Striessnig, 2017; Pimentel et al., 1994). Notably,
the view of overconsumption versus overpopulation is still argued over in pop-
ular press (Helm et al., 2021). Many people believe that population is the
problem, with issues caused by overconsumption inherently worsened by a
burgeoning human population (Andrijevic & Striessnig, 2017). On the other
hand, and this introduces a focal domain of macromarketing concern, it is
argued that overconsumption is to blame; it is the level of consumption that
drives climate change, not the growth of the human population in and of
itself (Satterthwaite, 2009). These two beliefs may impact how people per-
ceive consumption activities (i.e., mitigation strategies), their emotions, and
reproductive attitudes.

Studies investigating how relevant a factor climate change is in affect-
ing the decision to have or not have children reported mixed results. Lang-
dridge et al. (2005) found only marginal effects of environmental concerns
on the decision to remain childfree. However, as climate change continues
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to change our natural environment and access to resources at an increas-
ing rate (IPCC, 2021), some people become so pessimistic about future living
circumstances they don’t want to have any children (Helm et al., 2021).

A growing body of research investigates the question how having chil-
dren can be aligned with climate change and shrinking natural resources, a
discussion spurred by research studies linking children’s (future) carbon emis-
sions to their parents’ carbon footprint. Having children has numerous pos-
itive (e.g., funding pensions, education and healthcare schemes; (O’Neill
& Wexler, 2000)) and negative (e.g., resource use such as water, food and
energy, pollution to land, water and air; (Pimentel et al., 1994) externalities
for society irrespective of climate change. However, a few research articles
have spurred public discourse by concluding that “having one less child”
(Wynes & Nicholas, 2017) is the most significant step one can take toward
increased sustainability. The argument brought forward is that, inadvertently,
individuals may be responsible for the emissions of their descendants (O’Neill
& Wexler, 2000; Satterthwaite, 2009), and reproductive decisions have envi-
ronmental implications that span generations (Andrijevic & Striessnig, 2017).
Wynes and Nicholas (2017) calculated that having one fewer child would
lead to an average of 58.6 tonnes CO2-equivalent (tCO2e) annual emission
reductions for a person living in a developed country, which is more impact-
ful in terms of emissions reductions than any other studied activity (e.g., living
car-free, avoiding airplane travel).

This conclusion about (potential) parents’ carbon legacy implies that, once
a child is born, it becomes an emitter (Gaziulusoy, 2020), adding to the car-
bon footprint of their parents. While having media appeal, this conclusion
has been refuted by recent studies as irresponsible and illogical. As Ray
(2011) pinpointed: “The average American mother is the quintessential envi-
ronmental sinner for two reasons: she consumes and she reproduces. And, if
human consumption and reproduction are the two greatest threats to plan-
etary health, then mothers are a danger to the earth” (p. 82). With respect
to the original study by Murtaugh and Schlax (2009), the author noted: “the
omission of fathers from such a seminal study as this illustrates that not even
scholars are considering the implications of making mothers the lynchpins of
eco-collapse.”

Other authors find the argument about parental carbon legacies illogical.
For example, Pinkert and Sticker (2021) criticized two specific assumptions
made: 1. Procreation is counted towards parents’ carbon impact, and 2.
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having children is framed as a “consumer choice”. Specifically, they argued
that such approach leads to objectionable double-counting of emissions
(unless the carbon emissions of the child are only counted towards their par-
ents’ carbon footprint, leaving future generations emissions- and guilt free).
Furthermore, the authors observe the resulting dilemma that people without
children would be permitted extremely high consumption emissions that we
would normally consider morally wrong. They argued that the climate signifi-
cance of procreation should not be understood in analogy to consumption
to avoid such dilemma, as “procreation and consumption cannot simply be
weighed against each other. It is then possible to hold that irrespective of
our procreative choices, we are morally required to lower our consumption
emissions as much as possible” (p. 295).

Gaziulusoy (2020) noted that by becoming a parent, an individual be-
comes a source of increased emissions, both in the short term and in the
long term. However, Gaziulusoy (2020) emphasized that the emissions gen-
erated by individuals are a systemic result, leading to the follow-up question
whether parents then have a responsibility to influence political and soci-
etal decision-making and institutional changes. As Gaziulusoy (2020) argued,
parents are also responsible to influence the behavior of their children in a
pro-environmental direction, at least to alleviate some of the indirect emis-
sions attributable to their carbon legacy, although it remains to be specified
how parental responsibilities are to be contextualized within the dynamics of
broader societal circumstances. Finally, Cripps (2017) highlighted the exclu-
sive role and responsibility of today’s parents in that they may be the only
generation who can act upon timely mitigation to save their grandchildren
and great-grandchildren.

Against the backdrop of this research, our study seeks to identify how
people’s decision to refrain from having children due to climate change is
related to their (anti-) consumption patterns, pro-environmental behaviors,
and psychological wellbeing. We wanted to understand the perspective
of consumers who considered staying childfree because of climate change
concerns. Thus, we surveyed child-free Americans (n = 334) aged 18 to 44.
We ran the survey on Amazon MTurk and several social media groups (i.e.,
climate change). We received 1496 responses with 334 usable responses
(55.1% female, 40.4% male, 4.5% identified as trans, gender queer or fluid,
non-binary or identified with more than one option). We deleted a substan-
tial proportion of MTurk respondents as they did not (satisfactorily) answer
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the open-ended question on motivations to remain childfree. We specifi-
cally examined their beliefs, attitudes and behaviors towards pregnancy in-
tentions, children, climate change, and consumption. Preliminary findings
show that those who had considered climate change significantly when hav-
ing kids were more likely to engage in environmentally friendly consumption
and other pro-environmental behaviors. However, interestingly, there were
no differences in beliefs about parenthood nor a difference in reproductive
attitudes. Further analyses will be conducted and presented at the confer-
ence.

References

Andrijevic, M., & Striessnig, E. (2017). Less feet, less footprint: The relationship
between environmental concern and fertility intentions. Poster session
presented at the 2017 International Population Conference in Cape
Town, South Africa (cit. on pp. 365 sq.).

Cripps, E. (2017). Do parents have a special duty to mitigate climate change?
Politics, Philosophy & Economics, 16(3), 308–325 (cit. on p. 367).

DeQuero-Navarro, B., Stanton, J., & Klein, T. A. (2020). A panoramic review of
the macromarketing literature. Journal of Macromarketing, 0276146720949636
(cit. on p. 364).
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Beyond wine and roses: A new
manifesto for marketing

Vicki Little (corresponding author) RMIT University

Sabrina Helm University of Arizona

Prologue

Standing in front of 30 excited first year marketing students, my spirit died. It
wasn’t the 60+ slide deck, or the three-hour class. It was being duty bound to
teach this material, despite the awful mess we are in IPCC (2022). However,
as a signatory to Scholars Warning (2021), and a paid up macromarketer,
I was duty bound not to. What to do? As I headed the discussion about
Starbucks Valentine’s Day keep cups in a more critical direction I felt like a
horrible person. I felt like I was inflicting yet more anxiety on an already anx-
ious generation (Panu, 2020). This was their first physical class after a long
lockdown. Bring the party down! However, the last straw was the slide show-
ing the evolution of marketing thinking from production to social responsibility.
Really?

There was zero mention of net carbon zero, or marketing’s role in overcon-
sumption and waste. My students had not heard of greenwashing, or Greta
Thunberg. However, they know something is wrong. We’re not respecting
their intelligence, or their trust. Instead of educating them, we’re training
them in the old ways. This week, in my university, nearly 20 classes of new
marketing students are drinking the same old 20th century Kool Aid, dressed
up with multimedia and cute examples. Extrapolate that to millions of stu-
dents, in thousands of business schools globally, and one gets a sense of the
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magnitude of the problem. I recalled an old lyric “The days of wine and
roses laugh and run away like a child at play, Through the meadow land to-
ward a closing door, A door marked “nevermore” that wasn’t there before.”
(Mancini & Mercer, 1962). Let us please accept that the party is over. Let’s
deal with the hangover, and make decisions our future selves will thank us for.

Through the meadowland toward a closing door

Marketing education must pivot towards a net zero carbon future sooner
or later. However, progress is painfully slow. Of all the disciplines, market-
ing is perhaps the most culpable in the current climate crisis, with our domi-
nant logic of growth, competition and individual choice (Cabrera & Williams,
2014; Demoss & Nicholson, 2005). Marketing drives overconsumption, the
main cause of climate change (York et al., 2003). Business school logic sits
uncomfortably within our universities’ social contract, which is supporting
a flourishing society (Virgo, 2017). Some business schools (including those
of the writers) have adopted Principles for Responsible Management Edu-
cation (PRME), and the UN’s Sustainable Development Goals (SDG). While
the SDGs are a step in the right direction, #8 Decent work and economic
growth is in opposition to #13, Climate action. Marketing activities drive eco-
nomic growth (i.e., more production and consumption), and those activities
both damage natural capital through extraction, deforestation, and pollu-
tion, and create greenhouse gases (GHGs) (Harvey, 2022; IPCC, 2022; Sci-
ence Media Centre, 2021). A systems view makes these tradeoffs apparent.
However, in the marketing discipline, most work is in micro rather than macro-
marketing. Therefore, traditional marketing departments work against PRME
or the SDGs. Business schools in turn are working contrary to their university’s
social contract, a perennial source of frustration to colleagues in the Human-
ities.

Business schools are able to achieve this organizational sleight of hand
through decoupling and greenwashing. Policy-practice decoupling occurs
when organizations espouse policies, without substantively implementing them
(Conrad & Holtbrügge, 2021; Schoeneborn & Trittin, 2013). For example,
adopting the SDGs and PRME, then uncritically teaching 20th century mar-
keting ideas. Greenwashing, either by accident or design, makes decou-
pling possible by creating false legitimacy. In simple terms, greenwashing
occurs when an organization invests more in positioning as environmentally

371



responsible than in actual environmental responsibility (Lane, 2016; Marquis
et al., 2016; Siano et al., 2017). Leaving aside our research (and also the is-
sue of whether it is possible to be completely environmentally responsible),
we communicate through textbooks and teaching practices. If readers are
teaching introductory or traditional classes (e.g., consumer behavior, brand-
ing, retailing, marketing management and strategy), take a moment to test
this rather disturbing proposition. Are you talking about pro-environmental
values such as social responsibility, and ‘green’ marketing? That is your es-
poused theory. And: Are you continuing to teach a logic of growth, or
adding sustainability and ethics content to already developed courses as an
afterthought? That is your theory-in-use. Greenwashing is the act of espous-
ing a pro-environmental position, to deliberately or inadvertently disguise a
substrate of inherently anti-environmental policies, theories and practices.
Based on conversations with colleagues, our own experiences and recent
research (Helm & Little, 2021; Kemper et al., 2019, 2022), it would be difficult
to argue that we are taking the high ground.

Laugh and run away like a child at play

The pressure for change is growing. We are seeing more calls for disciplinary
transformation (Beverland et al., 2021; Dholakia et al., 2020; Lusch, 2017;
Sheth & Parvatiyar, 2021; Shultz, 2017), more special issues, and more spe-
cial interest groups focusing on marketing and society (e.g., Better Market-
ing for a Better World, the Macromarketing Society). The 2022 AMA summer
conference theme for example is “Light in the darkness: Marketing’s role in
driving positive change.” However, the forces of darkness are strong. Green-
washing is a symptom of agnotology, or strategic ignorance (Croissant, 2014;
Gigerenzer & Garcia-Retamero, 2017; Proctor & Schiebinger, 2008). Igno-
rance is strategic in the sense that it allows us to carry on, and to maintain
knowledge asymmetries, deliberately or inadvertently, as a hegemonic elite
(Proctor & Schiebinger, 2008). That we are part of a hegemonic elite is an
uncomfortable thought, however we occupy a position of privilege, and we
create, serve and maintain business elites. As some have pointed out, we
promote “the inevitability of tooth and claw capitalism” (Parker, 2018). For
example, strategic marketing calls on us to create defensible differences and
competitive advantage; reinforcing the neoliberal winner-take-all world of
individual choice (Cabrera & Williams, 2014). It all seems innocuous, and log-
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ical. Our ignorance has psychic payoffs — we feel good as we ‘anchor’ to
a legitimate and respectable history (Gigerenzer & Garcia-Retamero, 2017),
creating further barriers to change. Russ Klein, former President of the AMA,
delivered a wake-up call to marketers (Klein, 2019). He noted the key role
of consumption in human societies and in life, and predicted an adaptive
anti-consumption movement geared towards survival. He added: “Don’t
get me wrong—I’m not suggesting this constitutes something bad.” This gen-
tle self-exculpation of the marketing discipline may reduce the sting in the
argument, but does it rally our forces toward rapid transition?

Perhaps our legacy teaching material is the marketing equivalent of Mor-
gan’s (1998) metaphor of the organizational teddy bear; we derive comfort
from the 4Ps. When external signals break through, as they do from time to
time when we read about or experience the latest climate-related flood,
fire, drought, or famine, we invoke proximal and distal defense mechanisms
(Greenberg et al., 1997). We do not think about death; we deny, suppress, or
ridicule (proximal defenses). Distal defenses draw on wider cultural resources,
including beliefs (individual effort is admirable, technology will save us all) to
persuade ourselves that reality is not as unpleasant as it seems (Greenberg
et al., 1997); or we can engage in status-driven consumption to boost our
self-esteem and thus distract ourselves (Dickinson, 2009). The recent Netflix
production “Don’t Look Up” (McKay, 2021) showcased the role of human
defense mechanisms in impeding necessary change. Let us acknowledge
too, the practical reasons to avoid change. Transforming curricula requires
prodigious bureaucratic effort; additional paperwork, committee work and
lobbying work to challenge an entrenched logic of ‘if it ain’t broke, don’t
fix it’. On top of heavy workloads in an increasingly precarious employment
environment, championing unrewarded and unpopular teaching initiatives
can be a step too far. All those reasons frame our choices, and create sys-
tems lock-ins that further reinforce current practices (Layton & Duffy, 2018).
It is not surprising that we have not collectively transformed our discipline at
the rate required for a net zero carbon future.

A door marked “nevermore” that wasn’t there before

This lack of willingness and ability to change is of concern, as the university’s
social charter is at risk (Varey, 2013; Virgo, 2017). Our practice is contrary
to the social mandate of a university, and harmful to society in general (Lit-
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tle & Helm, 2019). Decoupling can jeopardize an organization’s reputation,
and play out in the marketplace in loss of brand or market equity, as was
the case with the VW ‘dieselgate’ scandal (Mele & Spena, 2021; Siano et al.,
2017). The end result may be loss of legitimacy and social license to operate
(Demuijnck & Fasterling, 2016). These risks are consequential for an educa-
tional institution. In a ‘post-truth’ society universities and academics still enjoy
some respect, in some countries more than others. Losing that respect would
reduce our ability to play a part in necessary transition. However, if we do not
change, we are headed “through the meadow land toward a closing door,
a door marked “nevermore” that wasn’t there before.” (Mancini & Mercer,
1962).

Meadows (1999) points out, mindsets are one of the most powerful levers
in a system. We propose a new manifesto to redirect us towards a more
promising ‘door’ A new manifesto for marketing.

A new manifesto for marketing

We want to create shared value with the people of the world, without de-
stroying the planet through overproduction and overconsumption; and with-
out destroying the fabric of society through inequality and injustice.

We believe that the traditional logic of marketing theory supports dam-
aging production and consumption activities; and that the emphasis should
change to collaboration rather than competition, the whole rather than the
parts, sufficiency rather than materialism, and collective well-being rather
than individual utility.

We are committed to transforming our research and education practice
to sustain rather than sabotage the future, and to encourage others into
doing so.

Please join us in becoming part of the solution, one educator, one course
and one textbook at a time.

And the time is now.
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Extending Alderson’s Transvection
Analysis to detect Value Loss, Power
Asymmetry and Underperforming
Provisioning Systems

Ben Wooliscroft Auckland University of Technology

James Wilkes Troika Consulting

Business research has offered many tools to understand the opportunity

for firms to create or realise value in the provisioning system. It has been

less forthcoming on tools to understand the relationship between differ-

ent members of the provisioning system and to understand the distribu-

tion of costs and profits through the system. Building on the work of Wroe

Alderson, we provide a tool — the extended transvection — to look at

a provisioning system that provides insights into; risk, externalities, equity

and fairness, time. The extended transvection also allows for considering

scenarios regarding adjusted/alternate provisioning systems.

keywords: Macromarketing, Systems, Good Health and Wellbeing, Re-
sponsible Consumption and Production, Sustainable Food Production, Food
Value Chain, Provisioning System, Information Flows, Power, Channel, Transvec-
tion

We have to consume less to return to consumption rates which the world
can support. Each act of consumption should have the maximum value

379



attached to it — countering decades of consumption without meaning or
importance. To achieve this we need to maximise the value of each of-
fering and the efficiency of the value capture and realisation. Alderson’s
original Transvection was designed for economic efficiency, minimising the
number of sorts and transactions in a channel. The extended transvection’s
goal is increased efficiency of value capture and realisation, while identify-
ing unsustainable inequality in the channel, power asymmetries and allows
the modelling of alternative channels.

The goal of the provisioning system is to match demand and supply across
the channel(s). It is required to allocate excess production from specialists
to those who do not produce in that area. Through this matching process,
mediated by information flows the potency of assortment of participating
members is increased. At a societal level nothing has changed since Breyer
wrote,

Marketing is not primarily a means of garnering profits for individ-
uals. It is, in the larger, more vital sense, an economic instrument
used to accomplish indispensable social ends. Under a system of
division of labor there must be some vehicle to move the surplus
production of specialists to deficit areas if society is to support it-
self. This is the social objective of marketing. (Breyer, 1934, p. 192)

Providing a tool for measuring how well Breyer’s goal is achieved is the
aim of this paper, ‘has the social objective of marketing been realised?’ Has
it been realised in a manner that maximises value to potential customers
and producers alike? Has the market resulted in a fair distribution of income?
Are externalities built into the transvection that could be avoided? Is the
provisioning system sustainable?

Each distribution channel is an aggregate of exchanges and sorts — a
transvection (Alderson, 2006c). Each exchange is the result of a market,
which is cleared through information (Alderson, 2006a). That information, in
addition to what the product is, may be just price (in the case of a commod-
ity) or may include other attributes, or a routinized transaction on the basis of
previous information exchanges and market matching.

Alderson saw sorts as being key to efficient provisioning systems. The transvec-
tion was a tool to identify the minimum number of sorts required to achieve
market clearance — the heterogenous demands of consumers sufficiently
matched with the heterogenous offerings of suppliers.
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In extending the transvection we seek to understand the transfer of value,
the identification of deficient sorts, value loss, power asymmetry and under-
performing provisioning systems/channels.

Background

Alderson conceptualised the market as a place for information to flow to
match heterogenous demand and supply (Alderson, 2006b) . At the centre
of the provisioning system is the law of exchange that demonstrates that
healthy exchanges lead to an increase in well-being, as perceived by those
exchanging.

The Law of Exchange, stated verbally, would be as follows:

Given that x is an element of the assortment A1 and y is an element
of the assortment A2, x is exchangeable for y if, and only if, these
three conditions hold:

(a) x is different from y (b) The potency of the assortment
A1 is increased by dropping x and adding y (c) The po-
tency of the assortment A2 is increased by adding x and
dropping y

In symbols the Law of Exchange would be stated as follows:

x ≏ y, if and only if x ̸= y(xeA1 and yeA2)

P (A1 − x+ y) > PA1 and P (A2 + x− y) > PA2

(Alderson, 1965)

The aggregate provisioning system’s goal is to increase the quality of life
of the members. There are different perspectives on the distribution of that
increase in quality of life, from the neo-liberal freedom to accumulate at
the expense of others through to the goal being the increase in the median
quality of life, or the increase in the quality of life of those at the ‘bottom’
of a society. It is not the purpose of this paper to discuss how the quality
of life improvements should be distributed. The purpose of this paper is to
provide a conceptualisation and tool for understanding when provisioning
technologies are under-serving members of a society. In doing so it extends

381



Alderson’s (1965) transvection, which focussed on economic efficiency, to
detect power imbalance, loss of value, information flows, etc.

Potency of Assortment as a Sustainability Issue

The citizens of Earth currently consume several times the capacity of the
Earth to sustainably provide. (www.theworldcounts.com) Building on the work
of the Club of Rome the World Counts assesses the extraction of non-renewable
resources from the Earth, or the extraction above replacement rate. They
provide evidence based estimates of the number of earths that are being
consumed at the current rate. In 1970 humanity consumed one Earth from
January 1st to December 29th. In 2019 one Earth had been consumed by
July 29. Covid has provided a small relief and in 2020 the consumption of one
Earth was complete on August 22nd. Current projections are for humanity to
consumer two Earths each year by 2030. Of course we only have one earth.

At the same time the distribution of consumption and impact on the planet
is far from equitable. In 2018 the average number of Earths required should
the entire population of the world live the same lifestyle as the average
Bahranian would be 5.2 Earths, Estonian would be 5.1 Earths, Kuwaiti would
be 5.0 Earths. Australia has the second highest rate of impact on the Earth,
likely due to extractive industries, at 4.8 Earths, should we all live like Aus-
tralians. The USA’s lifestyle, if shared across the globe would result in 3.9
Earths. Mathis Wackernagel, founder and director of the Global Footprint
network is aware of the limitations of the data going into the model, and
states “our numbers are certainly wrong. I’m convinced our numbers are
underestimates” (online, https://www.bbc.com/news/magazine-33133712).
If the world were to live at the same consumption level as the average
Bangladeshi we would require 0.6 Earths, for Pakistan 0.5 and for Afghanistan
or Guyanan 0.4 earths.

Africa as a whole consume at the rate of 0.9 Earths (the only region under
one) while North America consumes at the rate of 4.2 Earths (www.footprint-
network.org).

Within countries there is growing and, often historically extreme, levels of
inequality (Wilkinson & Pickett, 2011), not just damaging the environment but
also society and the individuals within (Wilkinson & Pickett, 2018).

Given the dire situation of over-consumption and growing consumption,
the citizens of the world, particularly some (others may benefit from increas-
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ing consumption), need to reduce consumption.
Given that consumption has moved well past providing required calories,

for the majority of the population in most developed countries, and needs
to move to healthy food provision, it is time to revisit our provisioning systems,
with a systems’ lens. When reducing gross consumption, particularly in areas
with high consumption levels, it will be important to replace high consump-
tion of low value products with lower consumption of higher value products.
Here value is defined, as per Alderson, as providing a high contribution to the
consumer’s potency of assortment.

Many, particularly, food provisioning systems find the producers barely sur-
viving, while retailers make super profits. Coffee farmers live in poverty while
coffee sells for $5 in a cafe. Exploitative channels are not sustainable — the
exploited will not be able to participate longterm. Particular attention can
be paid to transvections that cross the global south/north divide.

This paper provides a method to identify lost potential value in the pro-
visioning system; costing producers and consumers opportunities to derive
value from their production and consumption.

The Purpose of the Market — Information flows and

the matching process

Marketing and markets are designed to match heterogeneous demand and
supply, within practical limits (Alderson, 1957). Markets are where information
is exchanged to match heterogeneous supply and demand — the double
search. This is because both demand and supply are heterogeneous(Alderson,
1957). That heterogeneity exists in all entities in the channel.

Marketing as a Provisioning Technology

Early writers such as Breyer saw systems at the centre of the marketing prob-
lem and marketing as the centre of the system of provision:

Marketing is not primarily a means of garnering profits for individ-
uals. It is, in the larger, more vital sense, an economic instrument
used to accomplish indispensable social ends. Under a system of
division of labor there must be some vehicle to move the surplus
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production of specialists to deficit areas if society is to support it-
self. This is the social objective of marketing. (Breyer, 1934, p. 192)

Potency of Assortment

Potency of Assortment represents the stored utility associated with the assort-
ment of goods, money and stored services an entity possesses. A nation with
ten cans of food for each person, but no can openers is unable to realise
the utility stored in the cans. From a societal perspective, maximising the
collective potency of assortment is the job of the market and the marketer.

The Transvection

Wroe Alderson’s Transvection gives us a macromarketing concept to under-
stand the entire path of goods from raw materials to final consumption (and
potentially beyond) It is made up of transactions, transformations and sorts
from the raw materials, through production, distribution, re-distribution, retail
and the consumer. It can be extended to include post consumption waste,
etc..

A transvection is “A transvection is a unit of action of the marketing sys-
tem resulting in placing a final product in the hands of the consumer but
reaching all the way back to the raw materials entering into the product.”
(Alderson, 2006b, p. 231). A transvection “can be shown symbolically as
TV = STSTS...TS where S is a sort and T is a transformation” (Alderson,
2006c, p. 264).

A transvection is a static representation (photograph) of a vertical pro-
visioning system (video), which has reached its current form through the in-
teraction between multiple agents including multiple feedback loops. Any
change to the transvection requires a change to the system, which may be
resisted by agents in the system and/or by the feedback loops in the system.

In conceptualising the transvection Alderson (1965) was concerned with,

The shortest route to market is not measured in either mileage or
number of steps in the channel, although both of these are types
of distance between producer and consumer. Rather the route
to market is measured by cost or by some weighing of cost, time
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and risk. In a repetitive operation cost is the fundamental mea-
sure. Time is allowed for in part by the merchandise in the pipeline.
In other words, time can be translated into cost. One of the sav-
ings in having fewer steps in the channel would be in reducing the
amount of merchandise in the pipeline

The marketing process consists of a series of sorts each time the
goods change hands, interspersed with a series of transformations
affecting the conditions under which the goods will eventually be
brought to market. One of the simplest models for this process is
provided by a system in which the intervening activities always
consist of shipment from one point to the next.

Too many stages in the channel and the transvection

Table 1 demonstrates the impact of lengthy transvections on producers. Ac-
cepting that margin includes transaction costs and costs associated with
sorts, applying an even margin of 40% or 50% demonstrates that producers,
where ever they join the table (they will join higher in a longer transvection,
lower in a shorter transvection) the less they will receive for their products.

The situation for most coffee and cacao bean farmers is a subsistence
life where they receive around 5% of the retail price for their products. In a
50% margin transvection four sorts and transactions are expected. In a 40%
margin transvection that would suggestion around six sorts and transactions.
The removal of one sort/transaction from the transvection nearly doubles the
income to the bean farmer with no change in retail price. When the margin
is 30% that would suggest 8/9 sorts and transactions between the producer
and the retail price.

Of course the margin is not necessarily the same throughout the transvec-
tion. Products going into commodity channels are likely to result in sorts that
have higher variety of the product, having met a minimum standard for in-
clusion. Highly differentiated channels are likely to have more homogeneous
products in each category, but less of them. An extreme example is a bean-
to-bar chocolate made with single estate beans. Only one sort has been
done, at the cacao farm — assembling the beans from their own farm and
packing for transport to the chocolate maker. There may be a distributor in
the middle, or the chocolate maker, as is increasingly popular for high end

385



Table 1: Margin in the Transvection (Transvection 1 has one transaction,
Transvection 2 has two transactions, etc.)

30% of price 40% of price 50% of price
is margin is margin is margin

Retail Price index (100) 100.0 100.0 100.0
Transvection 1 70.0 60.0 50.0
Transvection 2 49.0 36.0 25.0
Transvection 3 34.3 21.6 12.5
Transvection 4 24.0 13.0 6.3
Transvection 5 16.8 7.8 3.1
Transvection 6 11.8 4.7 1.6
Transvection 7 8.2 2.8 0.8
Transvection 8 5.8 1.7 0.4
Transvection 9 4.0 1.0 0.2

products, has visited the farm and arranged transport from farm to factory.
A factory that likely also doubles as a retail outlet (on and off-line).

Information flows

Information is power and potential value. Controlling the information controls
the power that different members of the channel hold. Dominant members
of the channel maybe invested in not passing on information, because that
information would empower the producer (typically). Those dominant mem-
bers may be processors (red meat), aggregators, or supermarkets (driving for
increased house brand sales at the cost of private branded competitors).

When information is removed from a product and accumulation is under-
taken — a large collection of ‘homogeneou’s products is made from multiple
smaller homogenous collections — in spite of the fact that the products in the
collections are not strictly homogeneous, a deficient sort has occurred and
potential value has been lost for the producer and the consumer. Potential
reward (price) for quality is lost and the motivation for producers to improve,
or differentiate their products is removed.

Processes, such as Fair Trade’s mass balance approach, mean that infor-
mation may be attached to a product that doesn’t have that attribute. Fair
Trade considers the attribute to be fluid and transferable to produce from a
non-fair trade farmer. At that point the consumer hasn’t bought fair traded
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produce, they have paid a premium for a “warm glow”, a fair trade label
and so that someone can consume produce from a fair trade.

Information flows being disrupted by the channel have traditionally be
dealt with through brand advertising direct to consumers. Coleman’s mus-
tard seal was famous for protecting against adulteration. Information was
attached to the product that it hadn’t been interfered with — as long as the
seal was intact.

Some channel members are invested in disrupting information flows to
capture more of the value in the channel — demonstrated through the rise
of house brands. Through stripping a product of its unique attributes and
sorting products in to collections the retailer can source from a commodity
market, with price as the singular clearing attribute.

An alternate model demonstrated by boutique authors who establish di-
rect to consumer/reader relationships through emails/ newsletters/ blogs/
podcasts. The books are still published by a publisher and sold through a
channel (including amazon) but the information flows are cleaner and more
direct.

Sorts and the Deficient Sort

“The sorts (sorting out, accumulation, allocation, assortment) combined with
transformations provide a means to understand the processes of the market
place in providing a finished product which has the appropriate form, time
and space utility for the end consumer” (Wooliscroft, 2006, p. 40).

There are four types of sort:

1. sorting out, the breaking down of a heterogeneous collection into smaller
homogeneous collections; and

2. accumulation, the building up of a large homogeneous collection from
several smaller homogeneous collections; and

3. allocating the breaking down of a large homogeneous collection into
several smaller homogenous collections; and

4. assorting, the building up of a large heterogeneous collection from sev-
eral homogeneous collections (Hunt et al., 2006, p. 366)
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Sorts either increase or decrease heterogeneity. It is important to make
explicit that products have multiple attributes, or dimensions, on which they
can be sorted. It would be possible to perform an entire transvection while
ignoring one of the dimensions. There are two main reasons that this would
be done; 1) the attribute is a constant (all coal is made of carbon) or b)
there is no, or little, value attached to the heterogeneity of the attribute. The
problem arises when there is heterogeneity of an attribute, which is associ-
ated with heterogeneity of demand at the consumer end, and differences
in value, but a sort removes or discards this heterogeneity. That dimension is
now treated within the transvection as a constant, though it was not a con-
stant and there is heterogeneity of demand.

Each product has multiple attributes (or dimensions) and any of the four
sorts can be made on each dimension, while another dimension is ignored
(taste) the channel, in this case the meat processor, has stocks of different
cuts, but there is considerable heterogeneity that has been discarded in cre-
ating those stocks.

The four types of sorts can be represented mathematically, where P is
a product, the superscript represents attributes and the subscript represents
the stock.

sorting out = P a,b,c
1−n ⇒ P a

1−n, P
b
1−n, P

c
1−n

accumulation = P a
1−n
3
, P a

1−n
3
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1−n
3
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1−n
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3
, P a

1−n
3

assorting = P a
1−n, P

b
1−n, P

c
1−n ⇒ (P a

1−n
3
, P b

1−n
3
, P c

1−n
3
), (P a

1−n
3
, P b

1−n
3
, P c

1−n
3
), (P a

1−n
3
, P b

1−n
3
, P c

1−n
3
)

The problem of deficient sorts arises when an accumulation is undertaken
on an attribute that loses the possibility of sorting on another important (to
the consumer) attribute.

An example; a carcass enters the cutting chain and is divided into a va-
riety of cuts (for simplicity, legs, ribs and back steaks). Those cuts are accu-
mulated so that in the processing plant there is a stock of legs, ribs and back
steaks. While you can still, relatively easily, tell the weight of each item, unless
you are tracing each piece of meat you have lost the origin of the animal,
the breed of the animal, its age, etc. etc. In essence the deficient sort has
removed the possibility of that (origin, breed, age, etc) heterogeneity being
meaningfully transferred to the consumer. There is now a market for different

388



cuts of beef, by weight.
Analogous to the second law of thermodynamics, once a process has oc-

curred that reduces this heterogeneity, it will require additional energy from
outside the system to regain it. In the case of the transvection, re-establishing
the source of the beef, breed, etc. may require chemical or dna testing of
the meat — a costly and time consuming process.

We can consider deficient sorts through mathematical notation:
P abc = a product with three attributes; a, b, c When the attribute ‘c’ is

important to the end consumers, but the products are sorted on ‘a’ and/or
‘b’ in such a way as to lose the ability to sort by ‘c’ or identify the quality of
‘c’ we have a deficient sort.

Deficient sorts lead to:

• homogeneity

• substitution

• under realised utility for consumers

• under realised returns to producers

The Extended Transvection

The extended transvection is designed to highlight efficiency, power imbal-
ances, lost aggregate value in the channel, risk imbalances, information loss
in the channel (typically the source of a loss of aggregate value), and ex-
ternalities. It is proposed as a tool to identify macro level system successes,
failures and opportunities. The tool can be further extended to include addi-
tional attributes of interest.

Figure 2 shows the concept of the extended transvection and Figure 3 the
exploded view of information flows.

The Aldersonian Transvection is in the fourth column from the left on Figure
2 with “T” being a transformation and “S” a sort. Alderson sought to reduce
the number of sorts and to avoid repeated sorts. Clearly the transvection in
Figure 2 is inefficient, with repeated sorts.

In Figure 3 we can see what information is held by each of the channel
members as the product, in this case beef, proceeds towards the customer.
Information that might be of interest to the customer and/or add value to
the product that the consumer is considering purchasing is bolded. Clearly
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Figure 3: Exploded Information Flows from the Extended Transvection

a lot of the information that the consumer is interested in is not taken through
the channel. The aggregation that occurs at the processor deletes informa-
tion held by the farmer and replaces it with the processor’s proxy for quality
a meat grading score. This score is based on marbling in the meat - the distri-
bution of fat within the muscle fibres. It does not relate to the taste or texture
of the meat in a direct way, nor does it relate to the sustainability or animal
welfare conditions under which the meat was grown.

Economic Efficiency — minimising the sorts and transformations

The original Aldersonian objective is not lost by extending the Transvection.
We are still able to see repeated sorts or repeated transactions, without sorts.
When inefficiency is built into a transvection the producer and the consumer
lose potential value.

Identifying imbalances in the channel — power and profit

The visualisation of prices and differences of cost of goods in and out, allow
the identification of power imbalances. Where super profits are being taken,
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relative to the channel norm, there is a clear opportunity to investigate alter-
native distribution channels.

Identifying lost (aggregate) value in the channel

When a good with considerable potential value is put into a channel that
is commodity focused, assumptions of homogeneity of quality cleared by
price, the value potential for the consumer is reduced to that of a commod-
ity. The information about the product is lost, see Figure 3. Fancy packaging
will not restore the lost potential value — the commodity focus has stripped
that out of the product and restoring it is either a) not possible, or b) pro-
hibitively expensive.

The majority of lost aggregate value in the channel is the result of deficient
sorts, a loss of information during a sort.

Following the information through the channel

Information provides potential consumers attributes that may add or subtract
value from the offering. The failure to attach information to a product as it
progresses through the transvection may be designed to avoid reducing the
value of a product (e.g. information regarding conditions for workers in a far
away factor, or information regarding how an animal was raised and fed).

The failure of information to remain attached to a product as it progresses
through the transvection is also responsible for denying (potential) consumers
value/utility that they would realise when they knew the positive attributes
associated with the product that had been “forgotten” in the channel.

Risk is related to time

Risk is related to the time that an entity/firm/person is responsible for/owns a
product, or to contractual obligations. In the case of red meat the farmer
makes a commitment to grow beef, for example, well over a year before it
will be processed and consumed. The processor makes a commitment days
before it processes the cattle beast. The supermarket makes a commitment
to receive the meat to make it available for sale, days before it needs it on
the shelves, and months before it intends to pay for the meat. It is normally
the case that the supermarket has never paid for the meat before it has
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sold it — owned the product. The supermarket’s risk is clearly lower than the
processor, whose risk is considerably lower than the farmer.

As an example should, as a result of the latest COP26, the world’s popu-
lation decide to move en masse to a vegan diet:

• the supermarket would cancel indicative orders it had made. It would
send back meat in stock, at the processor’s cost. No loss.

• the processor receives back a small amount of meat from the super-
market — loss. Stock in process has no destination — loss. It refuses to
take any more stock from farmers — no future losses. Its plant represents
stranded assets, no longer having productive capacity they are likely
without worth, beyond scrap.

• the farmer finds all cattle in process, from birth through to harvest age,
worthless. The farm has not generated any income from its core business
— a total loss.

A normal assumption is that profit is related to risk. In the red meat transvec-
tion that seems to be far from the case.

Tracking (excessive) packaging

Packaging can come into the extended transvection and then extend past
the consumer into:

• recycling

• solid waste

• reuse

• compost

The extended transvection allows a researcher to see what packaging is
used where in the channel. Are the goods being packed and repacked,
likely associated with sorts, more than need be? Is the packaging single use
or sustainable? Is there packaging of packaging — retail packs, packed in
another layer of packaging, which in turn may be packaged? We can iden-
tify the source of externalities through the extended transvection analysis.
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Conclusion

We need to look at the whole system to optimise the market for the bene-
fit of society, including, producers and consumers, and to minimise costs to
the environment. The extended transvection gives analysts insights into how
well the market is working for each of its members and society. The appli-
cation of the extended transvection connects us with Fisk’s call for the study
of marketing systems and channels to fall under macromarketing’s domain
(Fisk, 1981).
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Brands are multidimensional dynamic systems of stakeholder relationships
involving tangible and intangible resources that grow and/or erode over
time (Conejo & Wooliscroft, 2015; Mukherjee & Roy, 2006). They mediate so-
cial and marketplace interactions (Bertilsson & Rennstam, 2018; Eckhardt &
Bengtsson, 2010), where multiple stakeholders co-create brand value (Brodie
et al., 2017; Hatch & Schultz, 2010). Brands are also argued to instigate anti-
branding sentiments and value-destruction (Cova & Paranque, 2012; Øster-
gaard et al., 2015). They produce externalities that encompass physical, psy-
chological, social, and behavioural nuisance (Bertilsson & Rennstam, 2018;
Caccamo, 2009; Klein, 2019). Brand externalities are meaning-led discrep-
ancies and symbolic spill-overs from brands that distort brand value for con-
sumers, firms, and several other stakeholders intentionally or unintentionally
(Padela et al., 2020). With the rise of anti-branding phenomena and pres-
sures of social sustainability, considering brand externalities is an operational
imperative.

Brand intangibles “ variables related to a brand that do not involve physi-
cal, tangible, or concrete attributes” play a significant role in branding (Keller
& Lehmann, 2006). Contemporary branding environment, characterised with
diverse tangible and intangible inputs and outputs, and path dependencies,
is “a system with a high number of variables and contains non-linearities, in-
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ertia, delays, and bi-directional network feedback loops” (Chica et al., 2016,
[p. 42). The interconnectedness of different stakeholders having conflict-
ing values, driven by self-interest, and the ensuing composite of problems,
such as brand externalities, create social consequences the ramifications of
which are blurry and confusing. These features, characteristic to a wicked
problem (Huff et al., 2017; Wooliscroft, 2021), undermine managerial intuition
and ingenuity (Pagani & Otto, 2013); thus, a conceptual model is required
that explains causal mechanism of brand externalities.

This research proposes a causal theory of brand externalities. The causal
theory of brand externalities provides explanatory knowledge on how brand-
related micro-actions of firms and consumers produce brand externalities in
the short- and long-run. This causal theory applies system thinking and makes
use of the conventions of system dynamics to organise, explain and illustrate
the large number of variables comprising the mechanisms and feedback
loops involved in producing brand externalities. The systems dynamic model
operates as a learning device, enabling not just better understanding of the
complex dynamic interactions of causal attributes, but also leveraging their
behaviour to plan for and adapt specific solutions (Domegan et al., 2017,
2020).

The causal theory of brand externalities identifies multiple interconnected
hierarchical subsystems elucidating systemic influences of branding on dif-
ferent stakeholders. These influences emerge from the micro-actions of the
direct brand actors like consumers and firms and traverse into the meso- and
macro-level of the social/societal system over time. At the micro-level, the
firm and consumer actions create brand value through brand communica-
tion (producing brand knowledge), brand engagement, and brand loyalty
behaviours (Hollebeek, 2011; Kabiraj & Shanmugan, 2011). Simultaneously,
brand value destruction and externalities may occur from brand misconduct
of the firms and anti-brand actions of the consumers (Holt, 2002; Huber et al.,
2010; Thomson et al., 2012). These actions affect consumer-brand and other
relationships of the respective stakeholders influencing their subjective and
social well-being (Lantieri & Chiagouris, 2009; Martin & Smith, 2008).

Besides consumers and firms affecting each other directly, externalities
may also emerge in their respective circles. These externalities include pos-
itive and negative network effects of branding for consumers and firms re-
spectively (Chou & Shy, 1990; Goldenberg et al., 2010). Additionally, for
stakeholders like employees, suppliers, distributors, retailers, and competitors
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linked to a firm, their subjective and social wellbeing gets affected if some
form of exploitation or anti-competitive acts are involved (Ashton & Pressey,
2011). Similarly, consumer actions in their individual personal and social cir-
cles may influence their own and others’ wellbeing if there are brand-related
anti-social behaviours encompassing interpersonal and normative pressures
within a brand community or other social groups (Algesheimer et al., 2005;
Ewing et al., 2013; Nairn et al., 2008; Roper & Shah, 2007).

In the long-run, consumers’ subjective, social, and societal well-being
may get affected from brand priming, harmful consumption behaviours and
excessive consumption levels. Cognitive development and consumer social-
ization of young consumers over time is an important aspect where physi-
cal and psychological issues emerge from over-consumption and relying on
brands for self-identity reinforcement (Achenreiner & John, 2003; Ji, 2008;
John, 1999; Watkins et al., 2017). Excessive consumption also requires more
production causing resource exhaustion and negative environmental exter-
nalities over time (Wilk, 2006).

To conclude, the causal theory of brand externalities shows that brand-
ing may perpetuate a horde of problems that escalate social vulnerabili-
ties through multiple causation pathways. Brand-related behaviours of man-
agers, consumers and other stakeholders holding different, often conflicting,
social, and commercial interests produce unintended consequences and
externalities. Analysing these behaviours and providing a macro-level expla-
nation of systemic interconnectedness and nonlinearities among variables
that contribute to brand externalities is critical to help managers and pol-
icy makers in identifying likely consequences of their actions and creating
deeper understanding of leverage points and alternate actions and solu-
tions.
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The influence of Institutional Logics
and Power Over in a transitioning
prescriptive supply system

Michelle Renton Victoria University of Wellington

Introduction

Analysing the way in which institutional logics combine with the four dimen-
sions of power over, this paper uses socio-technical transition concepts to
discuss change in New Zealand’s prescriptive electricity supply system (Köh-
ler et al., 2019; Layton & Domegan, 2021; Partzsch, 2017; Wittmayer et al.,
2021). In doing so, the paper contributes to calls made from within socio-
technical transitions work “to benefit from new perspectives, and to further
refine current transition approaches” (Köhler et al., 2019, p. 21) and as well,
to further the role of marketing by “drawing from and contributing insights to
related social sciences.” (Layton & Domegan, 2021, p. 8).

New Zealand’s highly regulated electricity markets established during the
market reforms of the 1990’s are in transition. The broad participation re-
quired for development of a Distributed Energy Resources market requires
a revised regulatory context and potentially a new structure (Transpower,
2020a). The Electricity Authority’s (EA) 2017 Enabling Mass Participation project
represents an initial step in this system transition and this paper focuses on one
part of that project, the consultation period in mid 2017. Using content analy-
sis, the paper examines the varying institutional logics evident, the manifesta-
tion of power over, and the resulting tensions that arise within New Zealand’s
electricity supply system during the project’s consultation process (Partzsch,
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2017; Wittmayer et al., 2021). Differing logics include market logics under-
pinning the role of the meso level regulators (the EA), incumbent generators
and retailers, and community logics evident within the trust owned distribu-
tion networks (Layton & Domegan, 2021; Wittmayer et al., 2021). The paper
examines evidence for their influence within this slow changing, efficiency
driven, tightly regulated prescriptive supply system and in doing broadens
understanding of both socio-technical and provisional supply system transi-
tions (Köhler et al., 2019; Layton & Domegan, 2021).

New Zealand’s emerging DER market

As New Zealand looks to meet its carbon zero goals by 2050 (Transpower,
2020b), the emergence of distributed electricity resources grows in impor-
tance. Driven by the private and commercial use of battery technologies,
EV cars, rooftop PV solar technologies /cells /tiles and small scale wind farms,
the penetration of DER (with battery storage) into NZ’s electricity system has
the potential to rise from 2.4% in 2020 to 32.4% by 2050 (Sapere research
group, 2020). For prosumers, DER value creation occurs through decreasing
electricity consumption costs, increasing ability to buy “locally” produced
renewable energy and selling low cost electricity into the distribution and
transmission networks (Mandow, 2020). The electricity industry looks to DER
as an additional source of generation, with benefits including delayed in-
vestment in infrastructure, peak shaving to smooth supply, and ancillary ser-
vices such as frequency management (Transpower, 2020a). Potential value
co-creation opportunities therefore abound for both consumer and industry,
and the Electricity Authority (EA), as the Government appointed regulator
needs to ensure there is a sufficient regulatory context to enable this value
creation.

Prescriptive supply systems

Hierachical, top-down, focused on efficiency over customer satisfaction, and
slow to change, Layton and Domegan (2021) prescriptive supply systems in-
clude the provisioning of essential infrastructure services such as electricity
supply. Highlighting the tensions arising over “control, power, flows, norms,
settings and logics” (p.8), this paper contributes additional insight by describ-

404



ing tensions arising from the differing logics existing within a single prescriptive
supply system. The transition of New Zealand’s electricity markets from cen-
trally controlled, single direction trading to two-way supply, provides a useful
context for examining the power flows between meso and micro levels of
the system. Key to understanding the effects of power flows are the differing
market, state and community logics identified in table one below (Wittmayer
et al., 2021). In New Zealand, since the 1990s era of reform, market logics with
their emphasis on efficiency and competition have dominated the roles and
actions of the regulator, generation and retailer sectors. State logics under-
pin the work of the transmission and market system operator, and community
logics inform much of the trust owned distribution sector. These differing log-
ics pervade both the micro and meso levels, and are the focus for this study
as the context in which the four dimensions of power over are played out.
State logics, under which Transpower operate the transmission and market
systems are subsumed by their regulator’s market logics.

Logic Normative
orientation

Values DER Activities New Zealand
Electricity
Supply Sys-
tem example

405



State Energy pro-
vision to
citizens, busi-
nesses and
industries
is secure,
sustainable,
competitive
and afford-
able

Technologic
efficiency,
national wel-
fare, and
equity.

State for-
mulates,
enforces,
and monitors
regulatory
frames ensur-
ing energy
provision,
but leaves
infrastructure
and supply
to market
mechanisms.

Transpower
provides the
infrastruc-
ture that
connects
electricity
users with
electricity
producers,
and oper-
ates that
infrastructure
to provide
real-time,
safe, reliable
and secure
transport of
electricity.
-Transpower,
2020
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Market Focus on
economic ef-
ficiency and
technologi-
cal progress
through in-
creased
competition

Choice, free-
dom, finan-
cial gain and
competition.

New busi-
ness models,
energy mar-
ketplaces,
the develop-
ment of new
technologies
and tools for
demand-side
manage-
ment, or
to support
peer-to-peer
schemes

To promote
competition
in, reliable
supply by,
and the ef-
ficient oper-
ation of, the
New Zealand
electricity
industry for
the long-term
benefit of
consumers.
-Electricity
Authority,
Statutory
Objective
(2011)
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Community The embed-
ding of post-
materialist
and post-
growth val-
ues into en-
ergy provision
systems

Collective
ties, trust,
commu-
nal action,
social inclu-
sion, power
inequali-
ties, en-
ergy justice
and energy
democracy

Energy ser-
vices may be
exchanged
in informal
and/or non-
profit ways
within energy
communities,
encourages
separation
from the
state “do it
yourself” “do
it together”
and

Industry will
need to en-
sure that
changes are
not made
in a man-
ner that
unfairly pe-
nalises those
who are not
ready, not
informed,
cannot af-
ford or are
unable to
participate.
– PWC sub-
mission (on
behalf of
EDBs, 2017)

Table 3: New Zealand Electricity System Logics.
Based on Wittmayer et al. (2021).

Power over

Defined by Partzsch (2017) power over represents the hidden and visible in-
fluence an actor(s) exerts over other system participants and over system
structure. Power over is manifest through four dimensions (displayed below
in table two). Dominant market players wield power over other actors in the
system, and the system structure, using it to shape the narrative of system
change towards market stability. Using the lens of power over to view the
influence of market and community logics within a transitioning prescriptive
supply system, an overarching research question is proposed that focuses on
how power over manifests within the meso level of marketing systems and
the influence of logics on this manifestation.
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DimensionExpressed as Possessed by
One The ability to

directly deter-
mine the ac-
tions of others

Agent based Domi-
nant actors

Two Having the ca-
pacity to stop
some issues
making it onto
the agenda, or
ensuring some
issues are dis-
carded before
(observable)
negotiations
start

Dominant actors and
structures

Three Having the ca-
pability to influ-
ence the form-
ing and consti-
tuting of ideas
and intentions

Dominant actors,
structures and dis-
course

Four The ability
to utilise the
power inherent
or inscribed
in social con-
structions

New thinking

Table 4: The four dimensions of Power Over, from
Partzsch (2017)

Specified more precisely within the context of this paper (New Zealand’s
prescriptive electricity supply system) is RQ1;

RQ1: How do market and community logics impact the manifestation of
power over in a transitioning prescriptive supply system, namely New Zealand’s
electricity supply system?
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Methods

Using inductive reasoning underpinned by existing socio-technical transition
understanding of power over and logics, as well as Layton and Domegan
(2021) prescriptive supply systems, this study uses content analysis to under-
stand how logics and power influenced the Electricity Authority’s Enabling
Mass Participation project in 2017. The study’s data source is the publicly
available documents relating to the project and these include the EA’s ini-
tial consultation paper, 39 submissions made in response to the consultation
paper, the final decision paper issued by the regulator in November 2017
and the advice given by the regulator to its advisory group, the Innovation
Advisory Participants Group (IPAG). The data was sourced, collected and
categorised in early 2021 and content analysis undertaken in the second
half of 2021 by the author. The analysis used NVivo software for coding and
to identify themes relating to the research questions of interest.

Findings

Market and community logics

Initial findings confirm that market logics remain dominant in the generation
and retail sectors of New Zealand’s electricity supply system and are the driv-
ing force for the regulator itself. The EA’s objective of promoting competition
and efficiency (see table one above) is echoed by the generation and re-
tail sector’s four large established incumbent gentailers; “Emerging technol-
ogy is a fundamentally competitive activity— It will provide maximum ben-
efits to consumers when competitive markets are free to innovate and pro-
vide products and services that consumers value (Contact Energy, 2017)”.
Community logics are evident and form the basis for many submissions from
the 25 community owned distribution networks who are the single group to
reference wider community based concerns relating to mass participation
through DER; “ Industry will need to ensure that changes are not made in a
manner that unfairly penalises those who are not ready, not informed, can-
not afford or are unable to participate (PWC Group, 2017)”.
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Power over – Dimension one

The EA, responsible for overseeing and regulating the New Zealand electric-
ity market initiated the consultation document from a position of power and
belief in its authority to determine the actions of others (Dimension One) “we
want to make sure that the uptake of both technology and innovation in
the electricity industry are not blocked (EA 2017)”. Their position is largely
accepted and affirmed by other market actors, including new innovators;
“any regulator is equivalent to a benign dictator, they always have the last
word (Cortexo, 2017)”, and large incumbents; “There is merit in looking at
distributors’ involvement in unregulated activities and the appropriateness
of existing ring-fencing thresholds. Some steps in this direction might require
amendments to primary legislation that are beyond the Authority’s jurisdic-
tion; however there is also a wide variety of things the Authority can do itself
(Meridian, 2017)”. The exception to belief in the EA’s authority comes from
the distribution service providers, particularly, those that are community trust
owned. As monopoly services this group are subject to dual regulation by
both the EA and the Commerce Commission, and these submitters ques-
tion whether the EA has the authority to initiate the project in the first place;
“we note that some of the topics raised in the consultation paper appear to
overlap with other regulatory jurisdictions and decisions (Powerco, 2017) and
“Unison supports the ENA’s submission that structural regulation is appropri-
ately the domain of MBIE and should be considered by policymakers, rather
than the Authority (Transpower, 2017a)”.

Power Over – Dimension two

In terms of issues that are absent from the consultation project, there are
gaps in the discussion document. One innovator questioned the EA’s refer-
ence to potential sources of market manipulation; “although the examples
given in section 5 of the discussion paper clearly indicate how transmission
& distribution businesses can manipulate their position for their own benefit,
as industry outsiders we also see the retail sector having the ability to ma-
nipulate consumers with the way information and data is obfuscated (Cor-
texo, 2017)”. However, the most notable group submitting that important
aspects did not make it into the consultation document were the distribution
networks, who questioned the lack of evidence of a clear need, problem
definition or a regulatory failure; “—Jumping to options before firmly estab-
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lishing the problem that may, or may not, need to be solved (Aurora, 2017)”
and “The Authority, should allow existing rules and processes to continue until
tangible evidence exists that demonstrates a regulatory failure (WELL, 2017)”
further, “Vector is surprised with the direction taken by the Authority in a con-
sultation paper targeted at mass consumer market participation. It appears
to be focussed on networks despite identifying no evidence of any problems
with network regulation (Transpower, 2017b)”. Related to the absence of a
clear problem definition, many distribution provider submissions questioned
why the Commerce Commission as dual regulator was absent from the con-
sultation process; “the network service is the jurisdiction of the Commission
under the regulatory framework provided by Part 4 of the Commerce Act.
The Commission has already considered the topic of new technologies and
networks at length (and determined the current regime is fit for purpose)
as part of its emerging technologies work-stream (Transpower, 2017b)” and
“we note that some of the topics raised in the consultation paper appear
to overlap with other regulatory jurisdictions and decisions. A considered
and coherent approach to regulatory reform will be efficient if made in con-
junction with other regulatory bodies (Powerco, 2017).” For the distribution
companies, this absence, the product of the EA’ framing of the project as
within their remit as industry regulator, undermined their position of power.

Power over – Dimension three

Where Dimension two displays power as the ability to omit aspects from the
discussion, dimension three is power displayed by influencing the forming
and constituting of ideas and intentions. In this case, power over is evident
in the shaping of the discourse and tenor used within the consultation doc-
ument. The EA’s shaping affirms its market logics “Monopoly infrastructure
providers have control over who uses the network and in what way. This priv-
ileged position means it is important that [they] avoid using their dominant
position to discourage or distort competition in markets for electricity services
(EA 2017)”. Once again this position is supported by other market led players,
in particular, the large incumbent gentailers; “We agree with the Authority’s
view that monopoly providers “. . . have a privileged position. Distributors in
particular –.” (Mercury, 2017) while being strongly opposed by the distribu-
tors themselves; “The authority positioning distributors as being privileged is
untrue and unhelpful to this or any other discussion.” and “From the tenor of
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the consultation paper, the authority appears to be concerned that distrib-
utors are acting in their ‘privileged position’, —. We do not share the author-
ity’s concerns (Both Electricity Networks Association (2017))”. The EA shapes
the consultation issues around furthering competition and market logics and
casts the monopoly power and community logics of the distributors as a hin-
drance to enabling mass participation. For the distributors themselves, this
approach is simplistic and not representative of the development of mass
participation; “What is clear though is that the distribution network will play
a significant role in facilitating increased participation.” and “The commu-
nity ownership model of many distributors mean [they] are well-placed to
understand the needs of, and to design new services that deliver long-term
benefits to their consumers (PWC Group, 2017).”

Power over – Dimension four

Evidence of Dimension four, the ability to utilise the power inherent or in-
scribed in social constructions, is evident most strongly is the EA’s formation
of the Innovation Participation Advisory Group (IPAG). The EA appointed
members to this group to further the work of the Enabling Mass Participa-
tion project. In this way the EA’s structural power is evident, instructions to the
IPAG for the Equal Access project make reference to the EA’s conclusion that
“there is not confidence that all distributors provide open or equal access [to
the network] , and that open or equal access and distribution pricing are the
main barriers to promoting more competition —”. Having formed and ap-
pointed the IPAG membership, the EA ensures the structure for further work
builds on the market logics of competition and efficiency.

Discussion

The paper set out to answer how power over (Partzsch, 2017) and logics
(Wittmayer et al., 2021) interact in the consultation process for a major tran-
sition in New Zealand’s prescriptive electricity supply system. We found evi-
dence of both market and community logics and viewed through the lens
of power over, their influence in a transition within the supply system. The
regulator (the EA) exercised all four dimensions of power over, while the dis-
tribution networks countered this by challenging three of the four power over
dimensions; firstly questioning the EA’s jurisdiction, secondly, pointing to the
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absence of the dual regulator, and thirdly, opposing the shaping of the con-
sultation process itself (Dimensions one, two and three). The regulator how-
ever, uses the fourth dimension to structure the ongoing work and ensure that
market logics remain dominant in developing the DER market. Clearly seen
is the antagonism between market led regulator and community led distri-
bution networks, with the differing logics playing a part in this antagonism. It
appears however, that along with the differing logics, it is the co-existence
of competitive and monopoly structures within this single, tightly controlled
prescriptive supply system that is a primary cause of tension.

Theoretically, this paper adds insight into how the dimensions of power
over manifest in a transitioning supply system in which different logics and
structures exist. The paper successfully does this by contributing a socio-
technical transitions perspective, focused on the role of power over and log-
ics, to a changing prescriptive supply system (Köhler et al., 2019; Layton &
Domegan, 2021). In doing so, it answers calls from both research streams to
draw from and contribute insights to related disciplines. In practical terms, it
remains to be seen how the market for DER resource use in New Zealand will
develop, but what is evident from this consultation project is that community
based logics and concern for issues such as energy hardship, affordability
and the outcomes for those unable or unwilling to participate in DER are not
part of the regulator’s concerns. It’s unlikely that formation of the market itself
will deviate far from a centralised, highly regulated national setting, although
local, community distribution may well take place at a sub-transmission level.
In this case, community-based logics may continue to play a part in the fu-
ture of New Zealand’s electricity supply system.
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On the borders of marketing
systems: a framework model

Marcio Leandro Muller Unigranrio

João Felipe Rammelt Sauerbronn Unigranrio

Contemporary marketing theory has developed insights into the decision
processes of the sellers and buyers who participate in economic exchange
but has not devoted the same attention to understanding the networking
processes that emerge from these interactions and the (macro) social con-
sequences of these micro decisions (R. A. Layton, 2009). To address this issue,
several authors have been developing a contemporary marketing systems
theory that is able to address the issues we face today (Kadirov & Varey,
2011; R. Layton & Duffy, 2018; R. A. Layton, 2007, 2009, 2011, 2015).

In general, it is understood that the objective of a marketing system is
to improve the well-being of its participants and, by extension, of society,
through cooperative actions, specialization, and the possibility of voluntary
exchanges. However, the flows of marketing systems are shaped by their
agents, who compete hierarchically, and therefore need rules of conduct
and guiding institutions (R. A. Layton, 2009, 2015).

In a recent study Müller et al. (2021) analyzed the real estate marketing
system of a Brazilian city and concluded that some conditions can prevent
the participation of agents in an official and regulated market and generate
the immediate emergence of an illegal and unjust market. In this parallel
market, land and construction ownership are not necessarily regulated, but
are guaranteed through corruption and/or violence. Given these conditions,
the marketing system that emerges does not generate the best result for all
agents or for society, but instead makes consumers (home buyers or tenants)
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submissive to the system.
We consider this finding important to continue the work already estab-

lished in the field of Macromarketing. R. Layton (2019) brough us that there
may be an evolution from emerging markets to structured markets, Shultz et
al. (2017) talk about best practices to move destressed communities to flour-
ishing communities, and R. Layton and Duffy (2018) show us how path de-
pendency contributes to the marketing systems formation. In all these cases,
we can infer the existence of guidance instruments and boundaries that de-
limit who is a participant in the marketing system, and how their interactions
should take place. But, in Müller et al. (2021), we saw that some boundaries
exclude members of society from the official marketing system, that makes a
different path to the one shown by the theory.

Our proposition is that there are different types of boundaries. Just as they
emerge from different power relations between the system’s agents, the dif-
ference in the nature of each rule demands different thinking for its elabo-
ration. We posit that these rules can be legal, cultural, technical, or moral
(with strong religious orientation). So, some countries have a legal weapon
market, while others forbidden it. But, even if prohibited, there can be a
clandestine market, which is linked to official markets in different ways. In
this line, some authors show three types of markets, according to the ad-
equacy of the norms to the wishes of the participants: interested markets;
contested markets and concerned markets (Cochoy, 2014; Steiner, 2015;
Wilkinson, 2016).

Interested markets are the typical markets from classical economics, where
the human self-interest moves people to satisfy their needs (Cochoy, 2014).
Dixon (1984) points the importance of a moral consensus to promote a spon-
taneous behavior of each agent of the system. Thus, we can interconnect
the idea of interest markets with an idea of official markets, normally linked
to political systems, with official rules.

Contested markets (Cochoy, 2014; Steiner, 2015; Wilkinson, 2016) can be
legal or illegal. The main characteristic of these markets is that bought and
sold goods are morally contested. As example, we can point GMO, alcohol,
drugs, tobacco, human organs, so as many other things that touch people’s
sensibilities (Steiner, 2015). There is a strong influence of cultural and religious
values, as well as interests in different power relations between agents (Fou-
cault, 2021).

A concerned market, more than a real market, it is a projection of what
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the market should look like. So as contested markets can be looked like a
market that people doesn’t desire, and interest markets are our reality, con-
cerned markets are the social goal, a market that meet’s everyone’s needs
with the concern of not harming anyone or anything. There is a concern
not only with individual needs, but also with social consequences (Cochoy,
2014).

Starting from the idea that markets can be directed, or, in some way,
planned by their members (R. Layton, 2019; Shultz et al., 2017), through rules,
and the findings brought by Müller et al. (2021) we can observe a logical
direction. A marketing system begins with initial rules, which are their borders.
Different kinds or rules cause different reactions from agents, in a mixture of
self-interest and respect for norms. As a result of this interaction between
rules and behaviors, marketing systems will develop. Agents and legislators
will look at the resulting market, both the official and its illegal variations, and
will realize that some outcomes are not desirable. To fix these contested
markets, new rules will be done, according to social conventions, with the
objective of transforming the existing market into a desirable market, here
pointed as a concerned market.

Marketing systems need social conventions to work. They can look like
the social contract (R. A. Layton, 2011; Rousseau, 2019), where people agree
rules of coexistence. As example, Layton (2017) brought the Makola Market-
place, in Ghana, where there were informal property rights to stall spaces,
and some respected merchants assume the role of commercial judges, the
“queen mothers”. We can see that this market shape was based on respect
for conventions and informal judges, whose decisions were heeded.

But when people do not accept the rules, or do not agree with the judges’
decisions? If there is coercion power and supervisory capacity, there may be
forced execution. But if there is neither respect for conventions nor enforce-
ment, the rules will be disrespected, forming parallel systems, like illegal drug
trade. Or, if the rules and decisions are not agreed by all agents, there will
be legal contested markets, like tobacco or weapon markets.

It is important to reflect that in contested markets the interests of some
agents are being respected, and the needs or desires of part of society are
being met. However, there is no consensus. Moral values of some individuals
are affected, while there are serious doubts about the consequences of such
markets. More than that: who has the legitimacy to decide issues that affect
everyone?
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In cases where rules are decided by voting, for example, there is the
premise that everyone can give his opinion, and the rules will be created
according to the will of the majority. But if there is no cohesive force within
the system, the dissenting minority will develop parallel systems — clandes-
tine, if necessary. Furthermore, who guarantees that the majority decision
is the correct one? In this case, we can say that decision by voting it is an
important tool to solve some questions, but not universally. This is because
within a marketing system there are different types of issues that require dif-
ferent ways of solving them. So, we propose three types of norms, where
each one presents the best solutions for each type of question: technical,
moral, and conventional.

Technical — this type of regulation guides norms that require technical
knowledge, and there is scientific evidence that allow us to separate the
right from the wrong answers. Examples of technical rules are weight limits on
elevators, antibiotic dosage in patients, load limits on highways and bridges,
etc. Here, there is no talk of voting or negotiation. There are scientific laws
that are independent of human will.

Moral — in this type of rules, there is no clear definition of what is right and
what is wrong. They have a strong connection to religious and cultural values
and change over time. Despite these issues affect people’s sensibilities, there
are no universal laws that allow for assertive or lasting responses. Historical
examples are slavery and disrespect for women’s rights, which for so many
years were accepted by society. So as these examples revolt us today, many
of actual habits will likely be seen by our future generations as unacceptable.

Conventional — These rules are not intended to define what is right or
wrong, nor do they affect people’s moral values. It is about the standard-
ization of some procedures to facilitate the interaction of the agents of the
marketing system. As example, we can cite accounting standards, the met-
ric system, opening hours of banks or spelling agreements.

Some issues, however, are difficult to categorize, as they find characteris-
tics that could lead to more than one typification. Between technical and
moral, we can discuss if sugar, alcohol, salt, marijuana, or ultra-processed
foods should be or not forbidden. Alcohol and marijuana are historically
linked to moral precepts, but sugar, salt and ultra-processed foods can pose
a greater risk to people’s lives. In addition, there is the interest of agents who
profit from these markets, some legally, others illegally. Thus, defenders of
moral values compete with the economic lobby to regulate markets known
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Figure 2: Types of market borders

to be harmful to the health of consumers, and scientific data are often ig-
nored.

Between moral and conventional we can see the markets of organs, blood,
gambling, and advertising for children. While they affect people’s moral val-
ues and feelings, agents can agree on some rules to avoid endless discus-
sions, accepting some inconveniences as inevitable. For example, people
who eat meat are not necessarily comfortable with the slaughter of animals,
but they agree that the market is necessary for people’s nutrition. Vegans,
however, disagree, and advocate a diet free of animal components. Or, in
the middle ground, some religions forbid the consumption of certain species,
such as swine by Jews. Habits also interfere, as dog meat has not become
popular in most of the planet, and horse meat, despite being allowed in
Brazil, does not find a local consumer market.

And finally, between conventional and technical, we can see the issue
of the interference in the environment, and the interference of one system
in other systems. The negative consequences of these markets are usually
known, but people agree that some losses must occur for other needs can
be met. To build cities or install plantations, it is necessary to cut down forests
and destroy the natural environment. Also, the construction of ports changes
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the marine environment. Other issues may not be so clear, such as whether
planting trees in the desert or on grasslands can be considered harmful to
the original biome.

By defining these three types of norms and identifying the nature of the
different issues within a marketing system that require regulation, this means
that there will be a difference in the effectiveness of the standards if the
wrong form is adopted. It is unwise for technical issues, such as the weight
limit on an overpass, to be put to the vote. There is also no universal law that
defines pork consumption as more correct than dog meat. So, decisions
taken with the wrong foundations run the risk of not finding the acceptance
of the agents, generating consequences different from those objectified by
the legislators.

At a first view, the technical norms seem to clash with the moral and
conventional ones. This is because, while the first one depends on techni-
cal knowledge, the others would be democratic decisions, seeking values
shared by most agents. But it is not that simple, and the types are not mutu-
ally exclusive.

The acquired knowledge, technical and philosophical, allows people to
change their values. By understanding that all humans are equal, slavery
became morally unacceptable. By understanding that animals are sen-
sitive, cruelty to them became reprehensible, sometimes punishable. So,
technical knowledge affects all forms of legislation. And the opposite also
occurs. Even if the construction of a dam depends on mathematical and
engineering knowledge, for its structure to resist, the decision to build or not
depends on non-technical factors. For example, if the flooded area ends up
with a sacred indigenous area, or if the well-being generated by the people
compensates the environmental damage. These are issues that affect moral
values. In this line, some authors say that moral results are better than the
accuracy of technical descriptions (Callon, 1998; Cochoy, 2014), because
the practical consequences are the real matter.

Conventional norms normally do not generate major disputes. Technical
knowledge is used, and sensitive issues are usually not addressed. Thus, the
majority decision does not meet much resistance, except for some directly
interested groups (change in measurement systems may affect precision de-
vice manufacturers).

Thus, there are two possible obstacles to greater harmony within market-
ing systems: power relations — where some agents try to impose rules that
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are favorable to them; and value asymmetry — where people cannot reach
consensus because they have very different cultural values.

Cultural differences are accentuated by religious and ethnic differences
and social inequality. Furthermore, when rules defined by power relations
are perceived as unfair and selfish, they lose legitimacy by the other agents
in the system. All this leads to disruptions in the system, generating parallel
systems that will compete with the original system. Finally, the lack of cohe-
sive force of the marketing system, caused by the internal dispute and lack
of uniqueness, causes its collapse.
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Challenges to the everyday
household shopper in grocery
shopping sustainably at the
supermarket: A Systematic Literature
Review

Penny Munro Auckland University of Technology

Sustainability, the environment, and climate change are now an essential
strategic focus for corporations, NGOs and governments worldwide. In New
Zealand, there have been several significant initiatives including the govern-
ment’s declaration of climate change as a state of emergency (Walls, 2020).
However, what do these and many other environmental announcements
mean for everyday supermarket consumers?

New Zealand household shoppers spend $22 billion a year at the grocery
store (New Zealand Commerce Commission, 2021). This collective shopping
vote could determine the success (or failure) of sustainable grocery prod-
ucts winning places in the country’s home pantries. Yet only a third of New
Zealanders are worried about climate change, while “most others see it as
an issue but not one that motivates them” (Colmar & Brunton, 2018). This
means that for a massive two-thirds majority of the New Zealand population,
the effect of climate change is not a key reason for purchasing grocery prod-
ucts. Conducting a systematic review analysis, 46 relevant studies published
in leading scholarly journals, were identified and analysed to understand the
challenges that everyday consumers face when attempting to buy sustain-
able products in the supermarket. The most important overall finding was that
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all of the papers, with one exception, focus on the household shopper them-
selves. The integrative model of sustainable grocery consumer behaviour
was developed to show that in-store processes can deviate even those with
the most sustainable intentions. Those deviations come in the form of price,
availability, label confusion, point of purchase competition and overall trust
of the supermarket. Those factors, however, are not solely in the control of
the individual shopper but are a result of a number of complex interacting
relationships from differing participants such as the retailer, the suppliers, the
manufacturers, government, NGO’s and the everyday household shopper.

Based on the overall finding, three research gaps were identified. The
first is that the majority of studies were of organic, local or Fairtrade products
and whilst these categories come under the sustainably banner, they do not
address all the specific issues in sustainable grocery behaviour, from plastic
use and packaging concerns to sustainable grocery provision. Secondly,
there was a lack of studies that examined actual behaviour, this leads to
an overestimation by everyday household shopper of claimed sustainable
behaviour within the much discussed attitude behavioural gap. The third
gap emerges from the integrative model itself, as there is not a feedback
loop or room for reciprocity, as all the studies were linear and ended with
intended or actual purchase.

The challenge going forward is to understand the processes of the inter-
relationships and therefore, it is recommended to apply a systems dynamics
lens to map the sustainable grocery system to discover where the obstacles
are and to determine the leverage points for possible positive intervention
(Forrester, 1994; Layton, 2007; Meadows, 2008).
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Extended Abstract

According to Layton (2010, 2011), for a marketing system to function effec-
tively, there needs to be an accessible flow of information to bring buyers and
sellers together. Watson and Wu (2022) applied Layton’s legacy on market-
ing systems and information flows to a burgeoning area of information flows:
online reviews. The current research builds on this work to empirically study
the existence and implications of uneven information flows at the meso- and
macro-levels (Layton, 2008, 2010). How does the amount of online reviews
differ according to geographic and socio-economic cleavages, and how
might this unevenly impact the efficiency and effectiveness of marketing sys-
tems (Layton, 2010)?

With the rapid advancement of technology and Internet usage, informa-
tion flows have become much faster than before. Consumers and businesses
alike have unprecedented access to information. Consumers frequently
write online reviews to give feedback to companies and inform others of
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their opinions. The unexpected outbreak of the COVID-19 pandemic has fur-
ther forced more consumer interaction online. As people increased online
shopping due to lockdowns and restrictions, the number and value of on-
line reviews have increased greatly. One market research firm reported a
76% increase in online reviews in May 2020 compared to the previous year
(Bazaarvoice 2020, in Watson and Wu (2022)).

Given its importance as a source of market information, there is an ever-
expanding literature on online reviews. However, a small fraction of the re-
search considers the more macro-oriented effectiveness outcomes (Layton,
2010; Watson & Wu, 2022). We are interested in how online reviews serve
as information flows in the functioning of marketing systems, so we identified
past research on online reviews and online community dynamics. There are
many factors affecting review voting and helpfulness. People find negative,
short reviews more helpful (Y. Wang et al., 2020), but the helpfulness of re-
views decreases when the expressed sentiment is too extreme (Agnihotri &
Bhattacharya, 2016).

Users look for various aspects of reviews in different situations. People
trust ranking systems when the review was positive while looking at the num-
ber of reviewers when it was negative (Hong & Pittman, 2020). Consumers
tend to read extreme reviews when the rating dispersion is high (Lee et al.,
2021). Negative environments discourage people from posting reviews (Moe
& Schweidel, 2012). Users who post reviews less often are more likely to en-
gage in herd behavior (Shen et al., 2014). Frequent Yelp reviewers tend to
write “funny” or “cool” reviews (Bakhshi et al., 2015), and elite members who
have been newly promoted produce more content after their promotion (X.
Wang et al., 2021).

Reviews from users with more network density increase the number of re-
views while decreasing review valence (negative reviews increase more than
positive reviews) in the next period (Zhang & Liu, 2019). Previous research has
also shown that the strongest motivations for online reviewing are personal.
This might come in the form of positive self-image reinforcement (affiliating
yourself with high-status products) or relate to “social relatedness, compe-
tency, and autonomy” (Mosteller & Mathwick, 2014). These all provide win-
dows into the flow of online information and how online markets function.

There is also some research into how online reviews reflect bias, racism,
and gentrification. Research based on Yelp data found that more review-
ers focus on the urban locale when the majority of the population are Black
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(Zukin et al., 2017), and that users tend to express more bias against busi-
nesses categorized as African, Western Asian, and Western European (Choi
et al., 2021).

In this study we are also specifically interested in how the amount of online
reviews differs by geographic and socio-economic segmentation. A case
study in a US state found no significant correlation between income and rate
of reviews (Baginski et al., 2014). Other studies differ on the same point. One
study showed that lower income consumers may post more online reviews
because those who are “time rich and income poor” may have the time
to post online reviews, while those who are “income rich and time poor”
may only have the time to conduct online product research (Punj, 2013). A
website that tracks online reviews suggests that among consumers in the US,
middle-income households (with an average annual income between $25-
50,000) and based in suburban locations are most likely to post online reviews
(Review Monitoring, 2022).

We build on the existing literature to explore more deeply the disparity
in online reviews between different segments of society. We cross-reference
multiple data sets: data from one of the largest online review platforms (Yelp)
and US Census Data. By cross-referencing data from these two sources, we
aim to provide fresh insights into the relationships between reviewer commu-
nities and external considerations.

We analyze multiple datasets provided by the popular review platform
Yelp (covering data from 2009 to 2021). The data was made public as a part
of the Yelp Dataset Challenge - a subset of Yelp’s data released publicly for
personal, educational, and academic purposes. It contains five separate
datasets: business information, reviews, tips, users, and check-ins. Each file is
available to be downloaded in JSON. With a simple script using the Pandas
library of Python, we converted the JSON datasets to the more accessible
CSV format. We have used Microsoft Power BI and SPSS to study the data in
different ways.

In addition, we have pulled from the NHGIS (National Historical Geographic
Information System) the 2015-2019 US Census Data collected as part of the
American Community Survey. It includes information on the total population,
race, and median income for each ZIP code in the US. The census data al-
lows us, for example, to combine data on median income with the number
of tips or reviews a business in a particular ZIP code gets to see if there are
any patterns.

430



We explore significant differences in the amount of Yelp online review ac-
tivity based on different segments of the population. The Yelp dataset allows
us to see the number of tips and reviews a business gets and the ZIP codes
of these businesses; thus, we can easily see the total number of tips and
reviews present in certain ZIP codes. As solely looking into the number of
tips and reviews would be misleading, we have also examined the average
number of tips and reviews per business. The Yelp dataset is centered on sev-
eral metropolitan areas with a total of 906 ZIP codes. We excluded 246 ZIP
codes due to a lack of satisfactory census information. Our combined data
covers 660 ZIP codes across the US. We have successfully combined both
datasets showing the number of businesses, tips, and reviews in addition to
median income, population, and ethnic percentage of particular ZIP codes.
By cross-referencing these two datasets, we explore patterns that enable us
to build on previous literature and better understand the impact of online
reviews on meso- and macro-level outcomes.

Here we present some initial findings from our analysis of the Yelp and US
Census data sets. We had the most complete data for the state of Mas-
sachusetts (164 of 536 total ZIP codes), so we decided to limit our preliminary
analysis to just the ZIP codes in this state. The median income is $101,688 for
the ZIP codes in the sample. Based on the Yelp data set, the mean number
of businesses reviewed is 217, the number of reviews 12,602, and the number
of tips is 1,257 per ZIP code.

There are significantly more businesses reviewed (226.68 versus 158.71, p
< .01), a higher number of reviews (13,567.54 versus 8,236.63, p < .01), and
a higher number of tips posted (1,510.44 versus 777.93, p < .01) for the ZIP
codes with low median income compared to high median income (bot-
tom and top quartiles respectively). Furthermore, the average number of
reviews per business (46.96 versus 41.28, p < .05) is also significantly higher
for the lower-income ZIP codes. Therefore, even when the number of busi-
nesses reviewed is controlled for, the number of reviews is still higher in lower
income ZIP codes. These initial results indicate that there are more online
reviews in low income rather than high income areas. This is in keeping with
some past literature that suggests more online reviews are generated from
low-income consumers (Punj, 2013). More information has the potential to
decrease information asymmetry and lower the cost of information search
for buyers (Bakos, 1997; Layton, 2011) and thus improve market effectiveness
for lower income consumers.
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In our ongoing analysis, we plan to explore additional patterns across
other US states and our entire Yelp data set. We believe that our findings
will highlight new connections between reviewer communities and exter-
nal—geographic, demographic, financial, etc.—considerations. We will con-
sider population density, urban/rural differences, income, and ethnicity and
their impact on the rate of information flow within the Yelp online community.
Considering that racial inequality is a current area of concern, we will look at
how online reviews differ across racial lines.

One of the challenges in the data collection and analysis of online reviews
is how to move beyond the micro-level analysis to the meso- and macro-
levels. Our original intention was to measure community well-being within
the Yelp dataset itself, but we realized there were no suitable measures, a
common challenge in Macromarketing research (Wooliscroft, 2016). By in-
corporating the US Census data, it allows us to compare the online reviews to
geographic communities. We also hope to cross tabulate our findings with a
Community Well-Being dataset to further assess the relationship between in-
formation flows and community effectiveness outcomes (Layton, 2010). Each
layer of data adds to the complexity but also hopefully the macro-level value
of the research.

Our overall aim in this study is to study how information flows differently
in different markets and discuss the meso- and macro-level implications for
society. We seek to show the relevance of marketing systems, information
flows, effectiveness outcomes, and meso- and macro-levels, in which Layton
contributed so much, to online platforms in the present time.
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A continuum of exchange from Aid
to Begging and on to. . .
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What constitutes exchange in a marketing/market system? The major-

ity of consideration has been given to economic exchange, but that is

clearly not the full experience of exchange in people’s lives or countries’.

We broaden the concept of exchange, that started with Alderson’s Law

of Exchange and then morphed into Bagozzi’s Social Exchange, to con-

sider aid, begging and the limits of exchange in marketing systems.

Introduction

Reciprocity is a human universal (Brown, 1991) found in all cultures, but may
be expressed differently. Economic exchange is but one example of reci-
procity in action; X gives Y something in exchange for Y’s money. Of course
money and/or goods are not just used for sales. We consider the cases of aid
(disaster and general economic aid particularly) before focussing on beg-
ging as an economic exchange and ruminating on the limits of exchange —
how close do we ever get to a ‘free market exchange’.
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The Law of Exchange

At the very centre of markets and marketing is Alderson’s (2006, p. 255) law
of exchange which is posited to apply to all voluntary exchanges:

Given that x is an element of the assortment A1 and y is an element
of the assortment A2, x is exchangeable for y if, and only if, these
three conditions hold:

(a) x is different from y

(b) The potency of the assortment A1 is increased by dropping x

and adding y

(c) The potency of the assortment A2 is increased by adding x and
dropping y

In his goods centric definition Alderson states that with any voluntary ex-
change both parties are better off than they would be without the exchange.

Aid

When a natural disaster occurs and aid is provided is that an exchange? Or
when economic aid is given to developing countries, is that an exchange?
A lot of aid has appeared to be ‘no strings’ attached, a charitable gift. Cur-
rently the nations of the Pacific are finding that previous aid (largely eco-
nomic) was not ‘no strings attached’ and the givers of that aid (the USA,
Australia and New Zealand particularly) have expectations about who those
nations will accept aid from (China is on the restricted list), what their politi-
cal settings should be, acceptable defense alliances, etc.. The aid was an
economic exchange, with a longterm reciprocity expected, if not delivered.

Does Giving Money to Beggars Count as an Exchange?

The topic of begging, and the receipt of a ‘donation’, with regard to eco-
nomic exchange is debated. A number of scholars noting, almost as an
aside, that begging is an exchange (e.g. Abebe, 2008). Other scholars,
notably those in the business school, tend towards a much tighter interpre-
tation of economic exchange. Noting that “I just don’t believe begging is
exchange” (anonymous reviewers 1 and 2).
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What can we see in beggars’ marketing behaviour? Using a simplistic 4ps
framework, we see:

• Place — beggars have regular places were they request donations.
Beggars appear to avoid being too close to each other. They situ-
ate themselves in high traffic areas, sometimes in places with particular
priming effects (the door to a church), etc. They may be an exception
to retail gravitation.

• Promotion — There are many approaches to promotion/the request for
donations. Some beggars rattle a cup, others have a sign of woe, some
a funny sign, some even prostrate themselves in religious poses. All these
attention seeking behaviours satisfy the requirements to be considered
promotion.

• Product — beggars are often, particularly the organised beggars seen
in some areas, well prepared. Being too well dressed is not accept-
able. It appears that using the wrong donation receptacle can nega-
tively effect donations (a cup for an $8 coffee might be off putting for
a potential donor, as might some brands). What is being offered varies.
Sometimes it is work...

• Price — the desired donation is often communicated orally, or on a writ-
ten sign ‘any spare change’, ‘anything helps’, etc.

What can we learn from their behaviour?
The informal economy “ is the part of any economy that is neither taxed

nor monitored by any form of government” (Adriaenssens & Hendrickx, 2011)(Jor-
dan, 1999) Tipping is part of the informal economy, in that much of it is not
taxed, certainly those tips given and received in cash. There are also many
studies on tipping as a service in an exchange situtation (e.g. Azar, 2003,
2007; Lynn et al., 1993).

Is begging work? Hours, drudge, uncertain returns. It is more like being
self employed, closer to being an Uber driver than a waged staff member. Is
begging part of the micro-gig economy, frequently seen as a trap?

Some beggars broadcast music, shake cups, arrange themselves as (reli-
gious) statues, etc. — performative art, well along a continuum of performa-
tive art. It is rare to see a beggar that is not actively engaged in seeking out
donations, one way or another.
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In a begging situation are both the beggar and the donor better off after
the donation? If so, we can see that the donation satisfies the requirements
of Alderson’s law of exchange and is a market activity.

• There would seem to be little question that the beggar is better off after
receiving a donation. They asked for it, they received it. The purpose of
their begging has been satisfied.

• The act of donation is voluntary. In those instance where a donation is
not voluntary, a crime has been committed.

• The only question remaining is whether the donor is better off than they
were without making the donation? Given that the donation was made
voluntarily using the assumption of the rational human behaviour aimed
at utility maximisation it can be concluded that the donor has increased
the utility associated with their assortment (typically by reducing the
amount of money in their wallet, though it may be food, etc. that was
donated) through the act of donation (Smith, 1975).

There exist several ways in which the donor may derive utility from making
a donation (an incomplete list);

• satisfying a responsibility to give to the poor, religiously or otherwise driven

• resolving/satisfying feelings of conflict around seeing a fellow human
being in need

• generating internal feelings of superiority (the order of the world has
been maintained)

• demonstrating to others that they are rich enough, or nice enough, to
give away the donation

These possible utility creating motivations are in line with Bagozzi’s concep-
tion of exchange and utility, that extended the Law of Exchange (Bagozzi,
1975, 1978).

Should we study begging activity as Marketing Academics?

Hunt’s list of Fundamental Explanada requiremed for developing marketing
theory requires explanations of:
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• Behaviours of buyers directed at consummating exchanges

• Behaviours of sellers directed at consummating exchanges

• The institutional framework directed at consummating and/or facilitat-
ing exchanges

• The consequences on society of the behaviours of buyers, the behaviours
of sellers and the institutional framework directed at consumma(Hunt,
1983, [p. 13)

When we adjust Hunt’s list to be specific to the begging context it be-
comes :

• Why do which donors donate what they do, where they do, when they
do, to whom they do, and how they do?

• Why do which donees “offer” what they do, where they do, when they
do and how they do?

• Why do which kinds of institutions develop to engage in what kinds of
functions or activities to consummate and/or facilitate — or prevent —
donations, when will these institutions develop, where will they develop,
and how will they develop?

• Why do which kinds of behaviours of donors, behaviours of donees, and
institutions have what kinds of consequences on society, when they do,
where they do, and how they do? (extended from Hunt, 1983, p. 13)

While studying begging exchanges might not be interesting to firms and
politicians, there is little doubt that it is a common phenomena and little is
understood about the exchange aspects of begging.

Exchange continuum?

Is there a continuum of exchanges from charity/begging through to equally
powerful agents negotiating an exchange? Perfect competition is further
along.

Duopolistic comp is above begging, but not much. There are few choices
for those that wish to consume a product offered in a duopoly or monopoly.
Certainly ideas of perfect information, homogeneity, etc. associated with
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free markets are well removed from most markets where monopolies and
duopolies are in existence.

Perfect competition has yet to be seen in the wild. Perfect and costless
information is a barrier to perfect competition ever existing, except in the as-
sumptions underpinning certain political orientations. Imperfect information
gives advantages to those who know more when pricing shares, commodi-
ties, etc. on markets.

Discussion

Are we happy that giving to a charity, a church, etc. are exchanges? We
have long been happy, as a discipline, to include them in the domain of
marketing since the 1970s. Where do we situate open source software do-
nations? The donor is receiving something — software, but they would have
received the same software without the donation.

We talk of the market for carbon off-sets, but they are in essence a do-
nation. No one is required to purchase carbon offsets, so their purchase is a
voluntary exchange very much analogous to a donation.

Early donors have their faces immortalised in stained glass windows in
churches. Their charitable donations were rewarded with intergenerational
public displays of social acceptance.

Conclusion

Begging is an exchange behaviour on the continuum between, the myth-
ical no strings attached, aid and, the illusive perfect, competition. Clearly
there is the potential for benefit to the giver and the receiver of donations to
beggars. This phenomena requires more study, rather than pretending that it
doesn’t exist.
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Mainstream food systems (MFS) play a crucial role in global food security.
MFS consist of three elements: food supply chains, food environments and
consumer behaviour, and include all activities relating to the production,
processing, distribution, preparation and consumption of food (Food and
Agriculture Organisation of the United Nations, 2021). MFS are required to ad-
dress hunger and waste, and to feed growing global populations sufficiently,
equitably and sustainably (Mc Carthy et al., 2018). Within MFS, technolo-
gies such as genetically-modified seeds, herbicides, pesticides and bovine
growth hormone have delivered dramatic improvements in crop yields and
shelf life, supporting readily available and affordable food (Marletto & Sil-
lig, 2019; Martinez-Cruz et al., 2019). However, these technologies have also
faced resistance from those concerned about pollution, disconnection from
the natural environment (Hindmarsh & Parkinson, 2013), unemployment, ris-
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ing prices, poverty (Hopma & Woods, 2014), inequalities (Martin-Shields &
Stojetz, 2019) and resource conflicts (Fouilleux et al., 2017). The conflicting
needs for both food security and public acceptance of unpopular tech-
nologies underlying that security has placed policymakers and practitioners
under mounting pressure.

Responding to prompts for further food and agriculture-related research
in macromarketing (Ekici et al., 2021), this study focuses on the role of tech-
nology, and specifically, technology evolution systems (TES) in MFS (Arthur,
2009; Layton & Duffy, 2018). TES are the assembly of stakeholders and ac-
tivities needed to copy, learn, combine and invent technological change
in the operating of a marketing system (Layton, 2019; Layton & Duffy, 2018).
Being “continuous, everpresent, a source of growth and also of collapse”
(Layton, 2019, p. 221), TES are important drivers of change within marketing
systems; resulting in new opportunities, increased productivity, and even new
marketing systems (Layton & Duffy, 2018). Insight into TES is therefore impor-
tant to understanding technology contestation. While much important work
has been done on marketing systems at a conceptual level, to the knowl-
edge of the authors, there are no empirical studies of TES, the contribution
of this paper. Furthermore, previous work is product and service rather than
systems focused, for example work on shale gas extraction (Hopke & Simis,
2017), and cryptocurrencies (Dierksmeier & Seele, 2018). A systems view is im-
portant, as system stakeholders take different views of perceived costs and
benefits. Some will lobby for technologically-driven improvements, some will
provide those improvements, and some will resist (Layton & Duffy, 2018). The
differences can sometimes be irreconcilable (Borgmann, 2012; Robertson,
2010; Sundström, 1998). In this case, firms lose social license to operate (SLO),
a form of tacit consent from society that confers legitimacy (Demuijnck &
Fasterling, 2016). A systemic view of the linkages between contested tech-
nologies and SLO is important, but currently not well stablished. This short-
fall in knowledge is of concern, as lack of social acceptance slows down
technology diffusion, which in the case of MFS-related technologies, could
compromise food sufficiency.

The purpose of this study is twofold with respect to contested technologies
in the context of MFS: (1) Developing understanding of the nature of tensions
and conflicts, and (2) Finding ways to support SLO. That purpose gives rise to
three objectives: (1) To understand sources and reasons underpinning con-
trasting stakeholder actions with respect to a contested technology; (2) To
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uncover and classify the varying degrees of social acceptance towards a
contested technology, leading to understandings on how these differences
can be managed and reconciled; and (3) To provide policymakers and
practitioners with insights into how to better address contested technology
diffusion processes. The research questions are: How is social license to oper-
ate constructed, challenged and sustained in MFS? How might a contested
technology be negotiated among key stakeholders in MFS?

This study focuses on the relationship between MFS and technology. As
these phenomena are complex, situated processes with multiple participants,
a case study approach is taken. Case study allows in-depth insight into
contemporary phenomena, within a real-life context (Eisenhardt & Graeb-
ner, 2007; Yin, 2009); and accommodates complexity, ambiguity and dy-
namic change (Baxter & Jack, 2008; Beverland & Lindgreen, 2010). This study
adopts a single-case holistic design; focusing on a unique case that mer-
its documenting and analysing (Siggelkow, 2007; Yin, 2009). The case is the
palm oil industry in Malaysia, and specifically industrially produced palm oil
(IPPO), a particular case of contested technology. IPPO is a ubiquitous ingre-
dient in processed food products, including biscuits, bread, breakfast bars,
cake, cereal, chocolate, and margarine (Awalludin et al., 2015; Craven,
2011; Darshini et al., 2013; Roundtable on Sustainable Palm Oil, 2022). Though
staple in pantries and acknowledged as the most productive, versatile and
efficient per hectare oil crop in the world (Khatun et al., 2017; Tan et al.,
2021), IPPO struggles to retain SLO. Among other things, the industry is crit-
icised for negative impact on the environment (Robles et al., 2021), public
health (Chu, 2021a) and human rights (Chu, 2021b). The Malaysian palm
oil industry is particularly embattled. Malaysia produces nearly half of the
world’s edible oil needs (Paterson & Lima, 2018), and exports over 90% of
production (Malaysian Palm Oil Board, 2021). As a dominant global player,
Malaysia is a prime target of public pressure and is therefore wellsuited for
studying contested technologies and SLO.

Following case research best practice (Goffin et al., 2019) we commenced
with a pilot study, the focus of this abstract. Conducted over eight months
June 2021 to the time of writing, we collected interview, participant-observation
and secondary data (Appendix 1). The database includes four interviews
(three online and one face-to-face) and four industry events (one in-person
seminar and three online webinars). Presentations, speeches and Q&A ses-
sions were recorded and transcribed; and audio visual materials were cap-
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tured. Field notes were supplemented by personal reflections to summarise
key takeaways. The lead author is a bioscientist by training, supporting tech-
nical industry insight and rapport building. Mitchell et al. (1997) typology of
attributes (power, legitimacy and urgency) was used to classify stakeholders;
Braun and Clarke (2006) six phases of thematic analysis were used to derive
preliminary themes.

This study takes on the producers of Malaysian IPPO’s perspective; of
the eight Mitchell et al. (1997) stakeholder groups, preliminary findings fo-
cus on two key groups: ‘dangerous’ (those with power and urgency), and
‘dominant’ (those with power and legitimacy). IPPO producers, government
and government agencies are dominant stakeholders, while the media is
a dangerous stakeholder. Preliminary findings suggest that social accep-
tance (i.e. SLO) is contingent on cooperation between public and private
stakeholder groups. Industry insiders attributed negative views about IPPO to
the media; though holding a “we’re neutral” stance [Freya, MM1], featured
news often highlight controversial issues such as deforestation and loss of an-
cestral land (Fieldnotes, Personal interview 1), causing public outcry. Some
government agencies tasked to promote Malaysian IPPO to the world pro-
jected an overall sentiment of defeat [Fieldnotes, Seminar 1; Webinars 1 and
3]. Delegates were demonstrably emotional: “[palm oil] remains the most
hated crop [which will] remain the same for many, many years to come”
[Yahya, GL4]. Malaysian government delegates on the other hand, exuded
a span of emotions. Pride: “[It’s a] ‘golden’ commodity—” [Mariam, GB1];
“[—we want to] tell the truth about this industry”]; “we’re not interested to
compete— [with producers of other vegetable oils such as sunflower and
soybean]”; “[Once IPPO was labelled as] not healthy, but scientists [have]
proven [it to be a] healthy vegetable oil” [Hakim, GB1]. Indignation: “[The
protestors] then attacked on [our] plantation methods—”, “then attacked
again [with allegations of] forced labour and child labour”, surmising this
chain of events to be “[it’s unfair, as the] goalposts keep changing, [all] we
want [is] to be treated fairly” [Hakim, GB1]. These views reflect government
and industry stakeholder perceptions of negative public sentiment.

Overall, at this preliminary stage of the study, findings suggest that to nav-
igate a contested technology (i.e. IPPO) into MFS, working mechanisms of
TES need to be further examined and understood: they involve adaptive
stretch and purposed systems, and cause unease, both internal and external
(Arthur, 2009; Layton & Duffy, 2018). Early stages of data analysis reflect some
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challenges to IPPO in gaining SLO; ensuing data collection will capture views
of other dominant stakeholders (e.g. smallholder, retailer, consumer), de-
pendent stakeholders (e.g. plantation worker, representative of indigenous
communities), definitive stakeholders (e.g. foreign-based palm oil agency),
demanding stakeholders (e.g. conservation NGO Rainforest Alliance) and
so on. The researchers of this study look forward to sharing future insights in
due course.

Appendix 1
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Introduction

We are faced with a multitude of wicked problems. The United Nations Sus-
tainable Development Goals outline the major concerns of our time nar-
rowed down to 17 areas for global improvement. For example, UNSDG #3
seeks to “Ensure healthy lives and promote well-being for all at all ages”
(https://www.unglobalcompact.org/ and https://sdgs.un.org/goals). The Sus-
tainable Development Goals of the United Nations place nutrition at the
forefront of world development and a sustainable planet and, in particu-
lar, breastfeeding is a critical component of infant nutrition (Binns et al., 2017)
(https://sustainabledevelopment.un.org/post2015/transformingourworld/publication).
Thus, wherever possible, it is ideal for an infant to be fully breastfed. However,
the area of infant nutrition is not as simple as it seems. Interventions to drive
breastfeeding practices have inadvertently created stigma around formula
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feeding infants, limiting consumer access to formula related information. This
has negatively contributed mental health outcomes for mothers and mar-
keting system failure.

The UN Global Compact call on businesses universally to mobilize efforts
to counter the effects of marketing system failures and to act sustainably
across a range of issues irrespective of geographic location, including in-
equalities in access to services and reduced wellbeing. Marketing systems
from a Macromarketing viewpoint exist to ensure ‘wellbeing for all’ (Fisk, 1981;
R. A. Layton, 2007; Shultz, 2007). Although consumer value is the intended
consequence of action in a marketing system, situations that result in neg-
ative consequences for public good are marketing system failures from a
Macromarketing and public policy perspective (Duffy et al., 2017) since the
system has not managed or remediated such outcomes (K. Williams et al.,
2013).

In this case, there are conflicting provision systems operating with a goal
to ensure infant nutrition – the health system, and the marketing system. Previ-
ous research has identified that marketing systems are seen to provide open
choice and wide assortments. In contrast, another provisioning system, the
health system (Kennedy, 2017; R. A. Layton & Domegan, 2021), is seen as a
prescriptive supply chain with narrow product/service assortments and thus
restricted choice. This stems from the health system being “top-down, hi-
erarchical, controlling, and prescriptive in what is made available—” (R. A.
Layton & Domegan, 2021, p. 7).

These two systems however are inter-related, with some shared goals (pro-
visioning) and others not shared (improving health and health equity, (World
Health Organization, 2000) versus consumer satisfaction and profit maximiza-
tion, (R. A. Layton & Domegan, 2021) along with conflicting processes. Pre-
vious literature in the area has explored system failure and the points at
which stakeholder or policy intervention can avoid or mitigate its impacts
(J. Williams et al., 2021). They do not consider points of external interven-
tion, by stakeholders or policy which, in turn, cause system failure such as
with infant feeding. These real impacts on system performance can be un-
covered by comparing the “adjacent, embedded and complementary sys-
tems” (R. A. Layton & Domegan, 2021, p. 12). In this case, the health and
marketing systems interact as a result of regulation and the health system as-
sumes responsibility for infant nutrition in general. Previous literature has not
yet considered the interactive effects of two provisioning systems with such
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different goals, nor the impact of the places of intervention proposed by J.
Williams et al. (2021). The overall objective then of this research is to explore
the boundary spanning interactive nature of two provisioning systems – the
health system and the marketing system - and how their interaction might
bring about poorer outcomes for consumers and the public at large. It will
do this through investigating the outcomes of the two points of intervention
suggested to mitigate market system failure by J. Williams et al. (2021) includ-
ing self-regulation, stakeholder, and state intervention points.

This conceptual study follows the theory-in-formation method (Laczniak &
Shultz, 202) to provide a revised perspective on the concept of marketing
system failure (MacInnis, 2011). Thus, we use a theory adaptation approach.
By introducing complexity theory (Chandler et al. 2015), we “identify new
dimensions of an established construct” (Jaakkola, 2020, p. 22) and propose
a novel perspective to the extant conceptualization of marketing system fail-
ure.

Theoretical Background

Systems have a core place within Macromarketing (R. A. Layton & Gross-
bart, 2006), with most of the more recent development coming from Roger
Layton and his colleagues. Systems are groups of interdependent and inter-
related entities existing in relatively stable hierarchies (Anderson & Johnson,
1997; Kramer & De Smit, 2012). Both the entities that make up a system and
the system itself have their own goals. They often work together to achieve
any shared goals, so feedback loops can be used for self or imposed reg-
ulation and sanctions. Problems may arise with conflicting goals, decision
making issues, and with unclear feedback or interaction processes (Ander-
son & Johnson, 1997; Kauffman, 1980). The interdependence of the entities
and embeddedness of the systems within one another leads to ripple effects
from even small changes or conflicts (Kennedy, 2017). A marketing system
is formed through “the creation and delivery to customers of assortments of
goods, services, experiences and ideas, enhancing the perceived quality
of life of the communities in which the marketing systems operate as well
as providing economic benefits for each of the system” (R. A. Layton, 2015,
p. 305).

Recent systems literature is concerned with the evolution and growth of
marketing systems. Moving beyond linear understandings of change and
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process, to non-linear, causal dynamics, and path dependencies (for ex-
ample Brychkov and Domegan (2017), Domegan et al. (2016, 2017), R. Lay-
ton (2019), R. Layton and Duffy (2018), R. A. Layton (2015), and R. A. Layton
and Domegan (2021)). These articles delve into the complexity of change,
humans, interactions, organizational decision making, and that which influ-
ences them. R. A. Layton (2015) introduces MAS theory to explaining systems
change, while Duffy and Layton (2018) extend this to focus on the social
mechanisms of 1) market delivery systems; 2) stakeholder action fields; 3)
technology evolution systems; and 4) value exchange fields. R. A. Layton
and Domegan (2021) explore marketing and other systems as provisioning
systems and move beyond marketing as the only provisioning system for so-
ciety. Here, marketing systems are seen to provide open choice, wide as-
sortments of provisions with high levels of diversity in their delivery. In contrast,
another provisioning system, the health system (Kennedy, 2017; R. A. Layton
& Domegan, 2021), is seen as a prescriptive supply chain with narrow prod-
uct/service assortments and thus restricted choice and diversity. This stems
from the health system being “top-down, hierarchical, controlling, and pre-
scriptive in what is made available—” (R. A. Layton & Domegan, 2021, p. 7).

So, while marketing systems are part of the broader economic system,
they are interrelated with various other social systems (Dixon, 1967), such as
the health system. For a society to function, it must solve a series of func-
tional problems through internal system interactions, as well as between sys-
tem interactions (Dixon, 1984, p. 4). Marketing’s primary goals tend to be
for customer satisfaction for profit maximization (through delivery of an as-
sortment of goods and services (R. Layton, 2019), while health system goals
are “—improving health and health equity, in ways that are responsive, finan-
cially fair, and make the best, or most efficient, use of available resources—
[through] greater access to and coverage for effective health interventions—
” (World Health Organization, 2000, 2007). The shared outcome goals of the
two systems are 1) provisioning; along with 2) fairness, justice, and sustain-
ability; and 3) quality of life and wellbeing (R. A. Layton, 2009; R. A. Layton
& Domegan, 2021). These outcome goals also create and perpetuate val-
ues, norms, practices and institutions. Any change in a marketing system,
whether internally or externally imposed will have an impact on wellbeing
and quality of life (R. Layton, 2019).

J. Williams et al. (2021) extend Layton and Duffy’s (2018) work on path
dependency to explore system changes which bring about negative effects
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(such as on wellbeing or quality of life) on the system leading to system fail-
ure. They explore system failure and the points at which stakeholder or policy
intervention can avoid or mitigate its impacts. These points are a) before
failure where problems can be predicted and mitigated, and b) after fail-
ure, in response to negative outcomes. They do not explore points of ex-
ternal intervention, by stakeholders or policy which, in turn, cause system
failure. These real impacts on system performance can be uncovered by
comparing “adjacent, embedded and complementary systems” (R. A. Lay-
ton & Domegan, 2021, p. 12). In the case of the health system and marketing
system, while both seek to provision products and services, their goals differ
substantially beyond that and create conflict, tension, and dynamic relation-
ships. Previous literature has not yet considered the interactive effects of two
provisioning systems with such different goals, nor the impact of the points
of intervention proposed by J. Williams et al. (2021). As R. A. Layton and
Domegan (2021) posit, such provisioning systems are on the edge of chaos
as they try to interact with one another, the state and within themselves. Ex-
ternalities, internalities, intended and unintended consequences across mul-
tiple systems are possible. The overall objective then of this research is to
explore the boundary spanning interactive nature of two provisioning sys-
tems – the health system (infant nutrition social system) and the marketing
system (infant formula marketing system) – and how their interaction might
bring about poorer outcomes for consumers and the public at large. It will
do this through investigating the outcomes of the two points of intervention
suggested to mitigate market system failure by J. Williams et al. (2021) includ-
ing self-regulation, stakeholder, and state intervention points.

Marketing System Failure at the Intersection of Two

Complex Systems

The following sections discuss marketing system failure in the infant formula
marketing system that has occurred in response to regulatory intervention.
While the regulation is designed to correct marketing system failure, unless
the complex system and embedded nature of the marketing system are
considered, such new failure may be overlooked. We discuss this failure using
the core concepts in any complex system of self-organization, interaction,
emergence, system history and temporality and relate them to the macro
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system in which a marketing and social system interact and respond to reg-
ulation (Chandler et al. 2015)(Mason, 2007).

1. Regulation in the system setting

Due to historic misbehaviour by powerful stakeholders in the infant formula
marketing system and associated internalities of infant illness and death as
well as externalities for the health of populations globally, the WHO and gov-
ernments intervened. The intervention via regulation of the marketing of
breastmilk substitutes seeks to reduce the power of the profit- driven stake-
holders in the marketing system to protect and enhance breastfeeding rates.
As proposed by J. Williams et al. (2021), the marketing system failure resulted
from the activities of powerful market actors and their profit driven motives.
However, regulation at the system setting level shifts the power from the mar-
keting system to the adjacent health social system with the goal of greater
ethical consideration in guiding value-based choice of potential system par-
ticipants at the individual consumer level (see Figure 2) and creating a larger
complex system. Shifting of control to health providers in combination with
negative historical associations restricts self-organization of the marketing sys-
tem. New networks of individuals assume control restricting information ex-
change. The marketing system is prevented from responding to consumer
needs as feedback loops are severed, restricting emergence and adapta-
tion of the marketing system within the embedded system to respond. The
promotion of breastfeeding and concomitant restriction of information re-
garding infant formula leads to externalities of the social system, that is neg-
ative outcomes for those individuals unable or unwilling to breastfeed (Figure
2).

2. Individual Participant choice

The shift of control of information away from the marketing system influences
participant choices. Agency is enabled for health professionals and con-
strained for marketers of infant formula. While this increases agency for con-
sumers who can, and choose to, breastfeed, it simultaneously decreases
agency for consumers in the infant formula marketing system. These con-
sumers no longer interact with the focal system to determine co-operative
choice and instead rely on individual health professionals who are often
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embedded in organizational structures with associated institutionalized logic
promoting breastfeeding (such as the Baby-Friendly Hospital Initiative (Orga-
nization et al., 2018)). Again, the provision of information may be constrained
or nonexistent. Consumers in the infant formula marketing system become
less well-off and as such are externalities of the social system, either unable
to access information or derogated and/or labelled as failing by either (or
both) the systems. As a result, they may be powerless to make change, they
may even assign choice to another system actor.

3. Network level social mechanisms

R. A. Layton (2007, 2015) and R. Layton and Duffy (2018) propose four network
level mechanisms in marketing system evolution that can contribute to this
context of observed marketing system failure described above.

Stakeholder actions: Power now resides with health professionals; how-
ever, these stakeholders may be motivated by group level health outcomes
and may not wish to advance what they could consider as the interests of
infant formula companies by advising parents about products. In attempting
to remain impartial these stakeholders may not recognize functional benefits
of competing alternatives. Group level decisions such as contracts with ma-
ternity and pediatric hospital departments may influence marketing stake-
holder power. Infant formula companies are incentivized to gain economies
of scale through increased production and reduced ingredient costs if their
target market cannot access information. Infant formula companies may at-
tempt to communicate with their target consumers via covert means, mar-
keting and providing information about transitional feeding milks for older
infants in an effort to build brand equity (Baker et al., 2021; Berry et al., 2012).

Technology evolution: Health professionals assume the position of cata-
lysts of change in the infant formula feeding system and system evolution
becomes focused on the values and norms of this group. This may lead in-
novation toward ethical conduct at the expense of scientific product com-
position innovation and other consumer driven factors such as convenience.
Consumer value may fail to drive change. Self-correcting evolutionary dy-
namics that are driven by consumer demand may not occur as consumers
cannot access infant formula companies for advice.

Market delivery : Market delivery decisions may become focused on mar-
ketplace sales access and volume. Indeed, while some markets empha-
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Figure 2: Marketing System Failure at the Intersection of Two Complex Systems

size formula sales via pharmacies others rely on supermarket distribution. In
this environment, heuristics such as price and packaging may drive demand
rather than other technological changes that cannot be communicated to
consumers. These shift evolutionary processes related to consumers away
from ingredient quality and product improvement that is not ‘visible’ in com-
mercial contexts.

Value exchange: Value exchange and mechanisms of value provision
are constrained due to the highly restricted access to information in the
marketing system and often also in the adjacent social system. At network
level the emphasis is on value exchange for the gatekeepers rather than the
consumers, constraining consumer’s choice criteria and known attributes. In
addition, infant formula companies are required to always advocate breast-
feeding and in-so-doing may inadvertently contribute negatively to the value
exchange and stigma attributions toward infant formula. If consulted, health
professionals encourage loyalty to one formula brand and once the baby
is settled, parents are unlikely to change formulas unless there are adverse
changes, locking in choice.

Discussion

The infant formula marketing system has historically failed society. The mar-
keting system evolved in response to the societal need to feed infants when
the baby’s mother could not or chose not to do so. This need was historically
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met by wet-nursing whereby a mother feeds another mother’s infant. Ac-
cording to Stephens et al. (2009), between 950 BC and 1800AD this evolved
to being normatively regarded as more than a necessity but also a choice.
In the early 19th century chemists developed the first infant formulas, based
on animal milk but attempting to mimic human milk (Radbill, 1981) and by
1867 Nestle had made Farine Lactee commercially available (Brady, 2012).
The subsequent undermining of breastfeeding rates, aggressive marketing to
consumers and large scale associated infant morbidity and mortality led to
the WHO International Code for the Marketing of Breast Milk Substitutes to be
introduced in 1981 (Organization et al., 1981). The aim of the code is to re-
strict the advertising and promotion of infant formula and to correct the mar-
keting system failure for consumers and their infants (J. Williams et al., 2021).
While the code has been effective on many levels at shifting power away
from marketers of infant formula and the marketing system, failure continues
due to the power imbalance for consumers. Mothers who need to use infant
formula cannot access information, are treated with disrespect and made
to feel they are failing their babies within the infant feeding social system.

In this paper we considered the infant formula marketing system as “ongo-
ing socio-material enactments that organize economized exchanges” (Nenonen
et al., 2014, p. 271) around infant feeding. This market incorporates insti-
tutional logic, social norms and practices, and market infrastructures. Fol-
lowing Araujo et al. (2008) and Mountford and Geiger (2021), we position
breastfeeding as part of the infant nutrition social system that, although not
an economized exchange, nevertheless “lingers outside the market” working
to shape the structures, practices and stakeholders within the infant formula
market (Mountford & Geiger, 2021).

Appreciating that marketing strategies can shape societal outcomes, the
infant nutrition social system instigated regulation on the infant formula mar-
keting system to avoid the excesses of earlier marketing efforts, initiating
a particular type of marketing system failure (refer Figure 2). Associated
with its prevailing dominant breastfeeding philosophy, the infant nutrition so-
cial system fashioned powerful norms and values causing tensions and con-
straints within the infant formula marketing system’s co-evolution of choices
(J. Williams et al., 2021). According to Mittelstaedt et al. (2009) constrained
consumption logic, “participants cannot interact with equitable agency” (J.
Williams et al., 2021, p. 2) due to the powerful forces of the health system inter-
secting with the evolutionary paths and processes of the marketing system.
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Regulation occurs at the interface between the infant nutrition social system
and the infant formula marketing system (Figure 2). Infant formula regula-
tion facilitates desirable outcomes at a macro level (improved breastfeeding
rates, decreased infant mortality) but creates negative consequences at a
micro level reducing wellbeing for formula-feeding mothers since regulatory
barriers on infant formula information and advice result in unmet needs and
wants of customers.

Claims of aggressive marketing of infant formula eventually led to the
WHO Code and subsequent World Health Assembly resolutions banning the
promotion of infant formula and other breastmilk including through advertis-
ing and other forms of promotion (Organization et al., 1981). In particular,
mothers were “often inundated with incorrect and biased information from
direct advertising, health claims on products, information packs from sales
representatives, the distribution of samples of infant formula” (p. 32), and
marketing messages “idealized the use of breastmilk substitutes” (Pomeranz
& Harris, 2019, p. 34). Maternity paediatric organizational processes (e.g.,
Ten Steps to Successful Breastfeeding guidelines, (Organization et al., 2018)),
health professional/stakeholder espoused values govern infant feeding prac-
tice. Campaigns and slogans supporting the breastfeeding message (the
“Breast is Best” mantra, (Wolf, 2007)) are well known and disseminated widely
through antenatal education classes and educational media. Strong moral
and social norms directly link to notions of idealised motherhood where fail-
ure to breastfeed leads to discourses of transgression (Simonardóttir & Gís-
lason, 2018; K. Williams et al., 2013). Furthermore, actor health profession-
als and policy makers contain considerable power to distribute sanctions or
penalties. Thus, the development of powerful institutional logic and norms
along with regulation underpin the infant nutrition social system.

Concluding comments

Using the example of the infant formula marketing system and responding
to the UNSDGs’ call and Macromarketing’s underpinning to advance so-
cietal goals, we extend marketing system failure conceptualization under
conditions of countervailing social system regulation blocking co-evolution
of choices in the marketing system. Synthesizing complexity theory and Lay-
ton’s marketing systems framework, we provide an extension of the knowl-
edge around marketing system failure, and the interaction of two alternative
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systems on that failure.
Whereas elsewhere intervention and regulation are recommended to re-

mediate marketing system failure (e.g., J. Williams et al. (2021)), in this case,
regulation (brought in largely due to poor practices of infant formula mar-
keting initially) restricts the marketing system’s ability to co-evolve causing
system failure. Externalities of the social system constrain the co-evolution
of choices creating internalities (negative consequences) for participants of
the infant formula marketing system, due to (inter alia): decreasing power to
marketers to share information to consumers (the usual disseminators of mar-
keting product related information), asymmetric information negating the
capabilities and agency of mothers, de-legitimization and stigmatisation of
the infant formula market further decreasing consumer engagement with
the market. Together, restraining the marketing system and denying certain
groups market access which can lead to “detrimental choices in the very
market that can potentially benefit those individuals” (Leary & Ridinger, 2020,
p. 100). While value is the intended consequence of action in the marketing
system, marketing system failure is “a response that occurs when patterns of
interactions and system structures result in any of the system elements be-
coming worse off - either individually or collectively/societally” (J. Williams et
al., 2021, p. 411). In this conceptual study we propose that regulation in the
adjacent health social system leads to marketing system failure when the
complex system and embedded nature of the marketing system are over-
looked.
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Macromarketing in China: Current
Status and Future Directions

Macromarketing examines the mutual effect that society and marketing sys-
tems have on each other. China makes an exciting laboratory for macromar-
keting: its fast-growing economy, unique political system, dynamic consumer
markets, and complex social environments provide ample opportunities.

China’s primary impact comes from its economy as it is regarded as the
growth engine of the world. In the past three decades, “made in China”
has reshaped global consumer markets; in recent years, “bought by China”
has raised both excitement and concerns. Importantly, China’s economic
impact is intertwined with its political, social, and environmental agendas.

This session aims to reflect on existing macromarketing research on China
and more importantly, provide some possible directions for future research.
Pia Polsa first presents a comprehensive literature review on China-related
articles in the Journal of Macromarketing. Then, Russell Belk examines the
socio-political issues of ethnic groups in China and their implications in man-
ufacturing, tourism, and local economies. Mark Peterson situates China in
the world economy and explains its love-hate relationship with globalization.
Finally, Xubei Jin and Jeff Wang take a close look at China’s fashion indus-
try and examine its relationship with sustainability from multiple stakeholders.
We believe macromarketing in China is an important but under-researched
topic. It is our hope that this session will stimulate more interest and connect
more scholars to research on this exciting topic.
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How China is portrayed in Journal of Macromarketing

and what is lacking

Pia Polsa Hanken School of Economics

This paper will present a literature review of articles published in Journal of

Macromarketing. The aim of the literature review is twofold: 1) How em-

pirical studies on China have advanced theory development of macro-

marketing, 2) What could be the future topics of macromarketing related

to China in order to both advance the theory of macrormarketing but

also to develop Chinese society.

The search word for the review was simply “China” and “Chinese”. With

these search words 306 articles emerged in Journal of Macromarketing.

For the panel these articles are analysed by looking at the general topics,

theories used in the articles, what type of theoretical contribution these

articles make, and finally what could be the future research avenues in

macromarketing about China.

China and its Ethnic Minorities

Russell Belk York University

China’s assimilationist practices with its ethnic minorities go beyond its

recent treatment of Uyghurs in Xinjiang. China both represses and cel-

ebrates its ethnic minorities, both in the interests of unifying the country

and lessening chances of rebellion. This is not new and has long been

part of an effort to unify and control a large country with important re-

gional differences and strong characters from warlords to internet billion-

aires.

Creating harmony within a fixed hierarchy are part of ancient Chinese

practices based on Confucianism. Nationalism and strength in allegiance

to the Chinese central authority are Chinese values that predate com-

munism and have been affected by China’s “hundred years of humili-

ation.” More recently, both to boost primarily domestic tourism and to
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boost local economies, the celebration of ethnic minorities in “ethnic vil-

lages,” “old towns,” and “Shangri La’s” have been developed in Yunnan,

Tibet, and Xinjiang provinces as well as in Kunming and Shenzhen cities.

These efforts have not always gone smoothly as global furor about forced

labor, arson in “old towns,” and cries to “free Tibet” exemplify. Han Chi-

nese prominence in staging touristic attractions based on ethnic minori-

ties has also been a source of problems. These and other issues in China’s

treatment of its ethnic and religious minorities will be discussed, partly

based on the author’s fieldwork in these areas.

China in the Global Community

Mark Peterson University of Wyomingy

While China has manifested a love-hate relationship with globalization in

the last two centuries, events of the first part of the 21st Century suggests

China loves globalization more than it hates it now. Hosting a Summer

Olympics in 2008, as well as hosting a Winter Olympics in 2022 symbolize

this love for globalization. Chinese brands (such as Lenovo, Huawei, Haier,

and TikTok) also represent this love and pose the question to marketers

“What does made in China mean now?”

China’s rapid development since 1980 reduced the number of poor per-

sons by 800 million. In early 2021, China had reduced the poverty in-

cidence to 0.5 per cent using the international poverty line of $1.90 per

day. Sustained economic growth since 1980 accounts for this remarkable

reduction of poverty and many scholars agree that marketization—the

expansion of the market to dominate society and to commodify the nat-

ural environment and social life—fueled China’s economic rise.

While China became the largest user of green energy in recent years, its

economic rise resulted in China consuming 54.3 per cent of the world’s

coal consumption in 2020. The US Environmental Protection Agency esti-

mates that on certain days nearly 25 per cent of the particulate matter

in the skies above Los Angeles can be traced to China. In 2021, China

emitted almost twice the greenhouse gasses than the second-leading

country, the US. China’s impact on the natural environment is an issue for

other countries now.
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Critical marketing scholars, such as Mark Tadajewski, have decried Amer-

ican Exceptionalism, Manifest Destiny, and Modernization Theory as ideas

that have encouraged leaders of the US government and US multina-

tional corporations to use marketization for selfish gain. But when thinking

of China today, if one inserted “Chinese” for “US”, in such a critiques as

Tadajewski’s, the resulting phrases would appear to ring true now. For

example, instead of American Exceptionalism, Chinese Exceptionalism

appears to be an idea held by Xi Jinping and other Chinese nationalists.

China appears to have a Chinese Manifest Destiny with the Belt Road

Initiative, as well as what many global observers see as China’s aims for

taking over Taiwan. China is developing a strong presence in Southeast

Asia, but Latin America, as well. China has developed an economic

presence in countries of Africa for decades which macromarketers have

studied. In 2021, news broke that China now seeks a naval base in Equa-

torial Guinea (a country south of Cameroon) which would give China an

Atlantic seaport and give China an important element for projecting its

military presence around the world. Finally, a Chinese Modernization The-

ory would describe a promotion of state-guided capitalism as currently

done by Beijing.

These and other issues related to China and the global community will

be discussed from a macromarketing perspective.

Fashion and Sustainability in China

Xubei Jin Monash University

Jeff Wang Monash University

The fashion industry has enormous impact on China’s economy, society

and environment. China’s rapid economic growth, higher incomes, and

large young population all contribute to the country’s remarkable pace

of growth. In the past decade, the global fashion industry has nearly

quadrupled in size, surpassing the U.S and becoming the world’s largest

sector of industry in 2019. Fashion sales around the world are expected to

reach $615 billion by 2025, with an annual growth rate of 5.1%. In China,

millennials (the demographic group born between 1980 and 2000) are

the driving force for fashion growth. These Chines millennials not only
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have higher spending power than previous Chinese generations, but also

understand and desire a lot more from fashion than the previous gener-

ations.

The fashion industry adopts a fast-response system that encourages dis-

posability. Fashion in general, and fast fashion in particular, often conjures

images of wastefulness, over-consumption, and unsustainability. Fashion

industry is often linked with environmental damages (e.g., water pollu-

tion, excessive carbon dioxide emissions, and textile waste disposal) and

human rights issues (e.g., unfair treatment of workers, low income, and

sweatshops). Although the Chinese government has made laws to regu-

late the fashion industry’s harmful impact, the enforcement and punitive

measures imposed by the Chinese government remain limited. The Chi-

nese fashion industry is still driven by meeting consumers’ fast-changing

demands and surviving in an increasingly competitive market. While Chi-

nese millennials may be more aware of sustainability issues, “low price,

fresh products, and quick response time” still dominate their pursuit in the

fashion market.

This research attempts to shed light on this complex and controversial

phenomenon in China’s fashion market. We will focus on three stake-

holders in our review: 1) Chinese millennials’ understanding of sustainabil-

ity and their choice in fashion products. 2) the fashion industry’s profes-

sionals’ (e.g., designers, manufacturers, marketers, and influencers) strat-

egy and action that may facilitate or hamper sustainability, as well as 3)

the Chinese Government—specifically, the government’s sustainability-

driven policies and regulations regarding the fashion industry. Through

this qualitative study, we aim to have a comprehensive understanding

from demand, supply, and government perspectives. It is our hope that

the findings will provide implications on how China’s fashion market can

become more sustainable in the future.
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Promoting cult of war in putin’s
Russia

Andriy Kovalenko Toi Ohomai Institute of Technology

The use of marketing techniques for political purposes has become an es-
tablished practice in many modern societies. In their competition for power,
politicians rely on marketing to convince voters that what they offer is valu-
able enough to be elected (O’Shaughnessy et al., 2002). In addition to influ-
encing voters’ behaviour, elements of marketing are often embedded in the
development and implementation of policies to ensure the incumbents’ po-
litical longevity (Savigny, 2011). Although some authors suggest that the use
of political marketing makes voters feel disconnected from political process
(Taylor, 2006), it can also help them to learn about the plans and activities of
parties in office and their opposition. Availability of this information ensures
accountability and, ultimately, it can be argued, the functioning of democ-
racy (Gaber, 2007).

However, without transition of power through transparent elections, the
role of marketing is often reduced to a range of activities aimed at solidify-
ing political power. Pursuing this goal makes the interaction between par-
ticipants of political process (i.e. an exchange relationship) largely irrele-
vant. This disconnection can result in the transformation of political market-
ing into propaganda or the manipulation of public behaviour through non-
consensual persuasion techniques such as distortion and omission of relevant
information (Robinson, 2019). Unlike marketing that seeks to establish long-
term and mutually beneficial relationships between businesses (e.g. politi-
cians) and consumers (e.g. voters), propagandists seek only their own satis-
faction (Corbin, 2008). Similar to marketing, propaganda relies on emotional
persuasion, though in the latter case these emotions often stem from false
beliefs and prejudices (Corbin, 2020).
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Social control is one of the key purposes for using propaganda, and to-
day this control is more often achieved through persuasion messages rather
than coercion (Brady, 2017). These less invasive techniques are now more
common because even non-democratic governments are unable to con-
trol everything posted on the internet. Integrating government-supported
ideas into such ‘innocent’ mediums as the packaging of ordinary consumer
products, and entertainment programmes are examples of these insidious
techniques.

There can be a wide range of ideas injected in the public mind by pro-
pagandists. In the case of Russia, references to the role of the Red Army in
WW2 (the Great Patriotic War in Russia) have become very common not only
in the state-controlled media, but also in popular culture and in marketing of
consumer products. This cult of war and heroic past have been used to instil
the belief in uniqueness of Russian people and their ability to resurrect the
USSR in its former ‘glory’ and extensive borders (Malinova, 2017). The follow-
ing discussion of the cult of war in putin’s1 Russia offers a perspective of a
New Zealander of Ukrainian descent on the propaganda ethos and devices
used in its popularisation.

Why has the cult of war become a central theme in

contemporary Russian propaganda?

When putin came to power at the end of 1999, Russia was still struggling
with the consequences of the 1998 economic crisis that affected not only
its economy but also social and political institutions (Akyüz, 1998). Russian
society in general and older people in particular, felt very insecure (Ellman
& Maksudov, 1994). Comparing their turbulent life in the 1990s to what they
experienced in the ‘stagnating’ but relatively stable 1980s brought a wide-
spread disillusionment with the Russian version of a market economy. Many
viewed it as a trojan horse used by capitalists to undermine the might of
their country. They also believed that Russia had lost its superpower status
due to the moral corruption brought in by the Western influences. The Soviet
past was viewed as an idyllic time when people were “morally pure” (Kamin-
sky, 2011, p. 89) and equal in terms of their wealth. This longing for the past

1Ukrainians have chosen to spell the President of Russia’s surname with a lower case p as
a sign of their disrespect for him and his actions.
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was reflected in one of putin’s speeches when he called the disintegration
of the USSR as “the greatest geopolitical catastrophe of the century” (NBC
News, 2005). Unsurprisingly, the idea of making Russia (as the USSR’s succes-
sor) great again became the pillar of state ideology with putin’s succession
to power (Babayan, 2015).

Returning to ‘authentic’ values through the reconstruction of past expe-
riences is a recognised coping mechanism in times of crisis (Kessous, 2015).
For many Russians, the Great Patriotic War (GPW) is the source of such val-
ues due to the sheer scale of this event (about 27 million Soviet citizens died
in the GPW) (Ellman & Maksudov, 1994) and its outcome, the “triumphant
victory” that “liberated half of Europe” (Malinova, 2017, p. 46). According
to the Soviet and now Russian narrative, Soviet people achieved this victory
not only because of their heroism and self-sacrifice but also due to their unity
(Wood, 2011). putin’s desire to bring back such ‘unity’ found its expression
in brutal wars in Chechnya (1999-2009), Georgia (2008) and Ukraine (2014-till
now). Cherishing the memory of the GPW enables the state to keep citizens
complacent with the idea of war. In fact, readiness to engage in war has
been declared by putin to be a sign of patriotism (Malinova, 2017). Russian
businesses have echoed this position by integrating patriotic sentiments into
their commercial messages. It is a common practice in many countries (Vol-
cic & Andrejevic, 2016), though Russia’s use of war references in promotion
of consumer products appears to be a rarer phenomenon.

The role of propaganda in promoting consumer prod-

ucts that glorify war

The elements of war propaganda in Russian marketing campaigns can be
traced back to the 1990s. In those times, a widespread feeling of national
inadequacy brought in the idea of a ‘counterstrike’ against Western, and
especially American, technological and economic supremacy (Ball, 2004).
Back then, cigarette advertising featuring a Russian cosmonaut painting the
US space shuttle in red paint was considered ‘postmodernist’ and ‘playful
marketing’ (Morris, 2005). However, further developments of the Russian ad-
vertising industry demonstrated that those early efforts of the Russian nation-
hood promotion were far from being playful. The 1990s advertising copy
of ‘counterstrike’ has gradually transformed into the state-supported cult of
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war. The below examples show how this cult crept into marketing of con-
sumer goods and entertainment programmes.

The framework of common propaganda devices (developed by the US
Institute of Propaganda Analysis in 1937) can help to identify and categorise
these examples. ‘Name-calling’ or creating negative perceptions with the
help of pejorative words and stereotypes to belittle those who are consid-
ered as enemies is one of these propaganda devices (Sproule, 2001). There
are some regulations restricting the use of hateful speech in Russian advertis-
ing (Iepuri, 2017), but such restrictions appear to be irrelevant if the brand
name incudes the word “Putin”. The fashion brand ‘PUTINVERSTEHER’ (or
putin-empathizer in German) sends the following message from its official
Facebook page: “By wearing PUTINVERSTEHER clothing, you support Putin,
and also challenge the world with its corporations, revolutions, humanitarian
bombing, double standards and beardy women” (Kalinina, 2019).

‘Glittering generalities’ or association of positively perceived ideas with
propaganda messages is another type of propaganda device (Sproule, 2001).
The beer brand ‘Baltika’ in its campaign ‘Friendship of people’ tried to estab-
lish such association by depicting people of the former Soviet Union republics
enjoying the beer together with a map of Russia in the background. The idea
was to show that ‘lost nations’ of the Soviet Union were still a part of the Rus-
sian sphere of influence (Morris, 2005). Similar expansionist messages can be
traced in entertainment programmes. For example, one of the episodes of
the popular children cartoon ‘Masha and the Bear’ shows a train coach with
the sign ‘Moscow-Alaska’. The Russian Empire sold Alaska to the US in 1867,
but ideas about returning this territory are still quite popular in Russia. Thinking
that the reference to Alaska is just an innocent joke may change if one be-
comes aware that it was included only in the English version of the cartoon.
With the launch of the 2022 Russian invasion into Ukraine, it has become a
part of the official Russian narrative finding its reflection in such statements of
Russian lawmakers as ‘We discovered it (Alaska), so it belongs to us’ (Roche,
2022).

Another propaganda device is ‘transfer’ or linking of national and religious
symbols to a political project (Sproule, 2001). One of the most prominent ex-
amples of ‘transfer’ in Russian propaganda is the use of orange-and-black
ribbons. These colours are associated with the Saint George’s Award estab-
lished to honour officers’ bravery in the Russian Empire (Mikaberidze, 2005).
After WW2, the orange and black ribbon became a symbol of the Soviet
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Union’s victory over Nazism, and in putin’s Russia it has been transformed into
a symbol of patriotism and loyalty to the state (Forces.Net, 2021). This associ-
ation with the state made the ribbon too ‘sacred’ to be sold or used in pro-
motion of consumer goods (Kolstø, 2016). Nevertheless, the Crimea annexa-
tion and the occupation of Eastern Ukraine in 2014 made the ribbon imagery
ubiquitous. Orange-and-black colours appeared on t-shirts, car stickers, and
even on food packaging. In 2022, St. George’s Ribbon has become an inte-
gral part of the war propaganda in Russia: it is attached to the Russian army
uniform and is used to present the letter ‘Z’ (the symbol of support for Russian
war in Ukraine) in orange-and-black colours (Al Jazeera, 2022).

Conclusion

War propaganda in putin’s Russia has contributed to the start of a war that
may escalate to a nuclear warfare. Many Russians support this war not only
because they have been brainwashed by the Kremlin-controlled mass media
(Dickinson, 2022), but also due to the use of the subtler techniques discussed
above. The integration of the war veneration and war-related rituals in so-
cial life of Russian and using these war-mongering ideas as a marketing tool
has been a gradual process. Although there is no evidence that marketing
communication can contribute to the development of new social values,
‘societal advertisers’ (i.e. practitioners who intentionally incorporate certain
social values into advertising campaigns) possess the power to decide which
values to accentuate (Livas, 2021). These advertisers adopted the patriotic
rhetoric of a ‘counterstrike’ against everything non-Russian a few years be-
fore putin came to power (Morris, 2005). They used a Nazi poster to design
the label of ‘Civil Deference’ vodka that became a popular choice among
‘patriotic’ youth (Apel, 2006). They were selling t-shirts with such messages as
‘It’s time to join the army, my friend!’ and asking Russian women to contribute
to the number of Russian soldiers by giving birth to more children (Kalinina,
2019). For some, it has been defended as a game, a ‘stiob’ or an overidenti-
fication with an object or idea that would make it difficult to define whether
it is a support or a ridicule (Boyer & Yurchak, 2010). This does not make these
‘social advertisers’ less guilty for making the war in Ukraine happen.

Marketing communication, whether by enabling the exchange of prod-
ucts, or the democratic transition of power, or even the indoctrination, can
change our values and beliefs. Resistance to the indoctrination begins with
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recognition not just what is being said, but why.
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Investigating the role of materiality
in moving toward a liquid shared
mode of consumption within the
marketplace

Jamal Abarashi Auckland University of Technology

Prabash Edirisingha Newcastle Business School

Sharing economy refers to a socio-economic ecosystem with the premises
to utilise the underutilised assets (Botsman & Rogers, 2010). The digital revo-
lution has facilitated the development and expansion of sharing economy
(R. Belk, 2014). As an alternative form of exchange, sharing economy mod-
els have challenged materialism and ownership mode of consumption (Sun-
dararajan, 2017). They promote access to resources and value-in-use modes
of consumption over ownership (Bardhi & Eckhardt, 2012, 2017). Despite pro-
moting a fluid consumption without the burden of ownership, sharing models
are mainly market-mediate exchange (Bardhi & Eckhardt, 2012) and have
failed to facilitate the shift from a passive-individual consumption toward
an active-public macro-level consumption patterns logic (Saravade et al.,
2021).

Macromarketing researchers have been studying the role of sharing mod-
els in democratising consumption (Saravade et al., 2021), the tensions em-
bedded in market-mediated models of sharing (Beverland et al., 2022), and
the nature of exchange in sharing economy (Shen et al., 2020). Their studies
show that market-mediated sharing models have accelerated the commod-
ification of consumption resources (Eckhardt & Bardhi, 2016; Saravade et
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al., 2021), therefore, failed to engender higher-level alternatives to conven-
tional modes of consumption. Moreover, market-mediated sharing models
have restrained the capacity of social relationships to develop interpersonal
trust and therefore have increased levels of estrangement and alienation
within the marketplace (Eckhardt et al., 2019; Lamberton, 2018; Saravade
et al., 2021). For example, Shen et al.’s (2020) study shows that sharing econ-
omy models have enhanced communication and sharing of information be-
tween buyers and sellers but have failed to reduce the social distance be-
tween exchange partners. To counteract the increasing levels of alienation
in the marketplace and weakening of the social structure,Saravade et al.
(2021) call for finding ways to interweave non-market-mediated institutions
into dominant economic exchange logic to move towards active-collective
consumption patterns.

As a response, this study explores non-market-mediated sharing practices
to unpack their underlying drives and consumption logic. Circulating con-
sumption resources within an immediate social network of friends and family
members through lending and borrowing practices is universal consumer be-
haviour and is conceptualised as a form of social exchange (Fournier et al.,
2013; Jenkins et al., 2014). Prior research has explained that non-market-
mediated forms of access are mainly triggered by prosocial motives and
help sustain social relationships (R. Belk, 2010). Circulating consumption re-
sources within an immediate social network of friends and family members
through lending and borrowing practices is a universal consumer behaviour;
however, with a few exceptions (Jenkins et al., 2014; Shai, 2008), consumer re-
search has largely neglected theorising such practices. We argue distributing
consumption resources outside the marketplace is a complex phenomenon
and goes beyond social relationships and social norms of reciprocity (R. W.
Belk, 2013; Fournier et al., 2013). For example, lending out consumption re-
sources requires a temporary disposition of possessions; therefore, it brings
into account the roles materiality plays in the distribution of resources. We
seek to understand how does materiality interplays with social norms of reci-
procity and social relationships in non-market economies? How does ma-
teriality emancipate or restrict the temporary sharing of material resources?
We adopt the provisioning systems perspective (Fanning et al., 2020) to ex-
plore the interplay between materiality, social norms, and social relation-
ships in providing access to consumption resources in nonmarket economies.
We utilise a multi-method qualitative research approach consisting of two
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stages, a non-participatory netnography followed by unstructured online in-
terviews. We examine lending practices surrounding cherished possessions
(Wallendorf & Arnould, 1988). Cherished possessions are referred to as pos-
sessions that are dear to their owners, independent of their exchange value
(Holbrook, 1994). Specifically, the study investigates the lending practices sur-
rounding special possessions in the context of women’s designer handbags.

Our preliminary findings reveal that distribution of resources in nonmarket
economies is configured through a fluid interplay between materiality, social
exchange norms, and the nature of interpersonal relationships. Findings also
reveal this fluid interplay contributes to the formation, development, or re-
striction of trust among members of the non-market economies. Unpacking
the role of materiality and the complexity involved in the temporary sharing
of resources in non-market economies helps create a collective initiative to-
ward sustainability.
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Imagining an alternative future — an
interactive session

Session chair: Prof. Finola Kerrigan Birmingham Business School, University of
Birmingham

The climate crisis, political unrest, cost of living increases are all creating

uncertainty at this time. The current model of capitalism is not deliver-

ing in terms of quality of life, addressing issues of social, racial and envi-

ronmental inequity. Wealth inequality has been dramatically increasing

since the 1980s. This calls for a radical shift in terms of how we may want

to imagine our future. The climate emergency, COVID 19 and other signif-

icant challenges require us to take time to imagine an alternative future.

Such imagining requires us to consider what we prioritise for ourselves

and others moving forward and what this would mean in terms of busi-

ness models, social relations, lifestyle and policy interventions. Macromar-

keters are ideally placed to engage in such imaginering as these issues

have long been at the heart of micromarketing theory and practice.

This session invites participants to work collectively to imagine their alter-

native futures. This will be done via some short creative exercises, fol-

lowed by a group activity to build this future. The outcome of the ses-

sion should be some clear actions to feed into our ongoing research and

hopefully allow participants in the session the opportunity to join together

with others to collectively pursue a future which addresses some of the

key challenges of our day. Ultimately, this session aims to provide a space

for collective reflection on alternative visions for the future and their pre-

figuration in the present.
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Macromarketing Pedagogy I: A
“Controversies-based Approach”

Stan Shapiro

Forrest Watson uni

This session will do a deep dive into the valuable pedagogical tool of

controversies in macromarketing education, drawing on extant literature

to do so. Controversies are “when one person’s ideas, information, con-

clusions, theories, or opinions are incompatible with those of another

person, and the two seek to reach an agreement” (Johnson & John-

son, 1979, p. 53). Controversies can be used in the classroom to illu-

minate macromarketing topics, where such an approach facilitates un-

derstanding of interconnected and, often, opposing stakeholder views

of complex problems (Shapiro et al., 2021). Varying topics can be made

into controversies, such as exploring such questions as, “Marketing should

[not] investigate all potential consequences of new product develop-

ment” or “The integration of drones in delivery of purchased products is

[not] beneficial” (Watson et al., 2022). Controversies can be employed in

varying ways and can take the form of in-class verbal debates or written

position papers, the latter of which can involve short-form response pa-

pers or even larger term projects. This session will discuss these differing

forms, as well as share insights into integrating controversies into the class-

room, including which classes, at what point during a course, in relation

to differing course delivery methods, and how to assess such efforts.
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Macromarketing Pedagogy II:
Workshop: Leveraging the Power of
Macromarketing “Controversies”

Forrest Watson

Stefanie Beninger uni

This workshop will focus on facilitating intensive discussion and activities

around understanding and furthering a “controversies-based approach”

in the (macro)marketing classroom. A controversies-based approach

is one that is relatively less used in the marketing classroom, but one

that has shown itself to be a powerful educational tool. For example,

such an approach can support awareness of key macro-sustainability

topics, may lead to a deeper understanding of the role of marketing

in sustainability (Watson et al., 2022), and can contribute to the cre-

ation of novel ideas (Johnson et al., 2006), with implications, therefore,

for research ideas. In this interactive session, together we will share and

brainstorm some key macromarketing controversies, show how to struc-

ture these controversies around statements and topics, and discuss what

these topics represent in terms of key drivers for identifying controversies

in their own localized context. Importantly, we will discuss how controver-

sies can connect to Learning Outcomes for distinct courses, drawing on

real-life examples. The overall goal of this interactive workshop is to gain

a firm understanding of how to employ a controversies-based approach

in the classroom, to spark new controversy ideas, and to drive the use of

a controversy-approach in our marketing classrooms.
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Lend Your Voice: Introducing Journal
of Macromarketing’s Pedagogy
section and Macromarketing’s
Pedagogy Place online repository

Julie Stanton

Alex Reppel uni

This session will introduce the new pedagogy section at the Journal of

Macromarketing and the newly launched online repository of classroom

materials related to macromarketing, called Pedagogy Place (https://

pedagogy.macromarketing.org/). After a brief introduction of these two

initiatives, the aim of this discussion-based session is to consider the fo-

cus of and criteria for these two outlets going forward. We welcome your

thoughts and insights about how these two initiatives can be best used to

support integration of macromarketing aspects into the marketing class-

rooms. Key topics to discuss will include how best to shape submissions

to the pedagogy section of the journal and Pedagogy Place, the role of

the Macromarketing Society in managing Pedagogy Place and its posi-

tioning, and other related aspects around how to best support integrat-

ing macromarketing (and macro-sustainability) in our classrooms. We will

also share insights into how instructors can transform their existing teach-

ing activities into submissions for Pedagogy Place and/or the Journal of

Macromarketing.

492

https://pedagogy.macromarketing.org/
https://pedagogy.macromarketing.org/


Session XVII

Track: Social Macromarketing

493



Analyzing #Get_Vaccinated Twitter
data for insights design and
evaluate multi-level interventions

Jiyoon An Fayetteville State University

A vaccine is a preventive innovation for public health (Opel et al., 2009).
The adoption of this innovation has involved vaccine hesitancy, refusal or re-
luctance of vaccination despite of accessibility to vaccine (Recio-Román et
al., 2021). Reactionary movements against the innovation can be dated
back to the smallpox vaccine in the 19th century (The Economist, 2019).
Macromarketers have faced challenges of vaccine hesitancy to battle against
Covid 19 at the unprecedented scale, speed, and scope with the rise of so-
cial media. This paper aims to investigate how macromarketers can leverage
social media engagement analytics to shape the process of the innovation
adoption and manage relationships with stakeholders. In the mainstream
marketing literature, vaccinations have been mainly researched from two
theoretical lens: An individual-level perspective with information framing and
processing effects (Altay & Mercier, 2020) and a consumer activism perspec-
tive on anti-consumption of vaccines using qualitative methods (Lee & Male,
2011). The former tends to rely on a lab-based scenario method, and the lat-
ter tends to solicit memories embedded in historical accounts. The existing
research is instructive, but it fails to investigate why and how various stake-
holders exert their influence to seek a status of moral authority. The moral au-
thority is defined as “the potential to influence the morality of others through
the use of power and platform granted to an entity based on the percep-
tion of its stakeholders that the entity is moral (Hoppner & Vadakkepatt, 2019,
p. 418)." Twitter has selected as an empirical context because it is interper-
sonal communication vehicle with visibility like the traditional mass media.
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This paper attempts to apply a text mining method to data collected from
Twitter across two-time frames (August and September 2021, Wave 1 and
Wave 2, respectively) to investigate the following questions. First, who (e.g.,
username) communicates with what contents (e.g., hashtag)? (Network
analysis). Second, how engagement metrics (e.g., retweet count, bi-directional
communication) has evolved? Three, how sentiments have changed with
the interactions? Analyzing the text data on Twitter with a text mining method
provides three empirical advantages. First, the evolution of conversations
around a specific keyword (#Get_Vaccinated) can be easily collected and
visualized (e.g, R’s graphic library - ggplot2 or plotly), helping us to listen to
the conversations from the healthcare market participants with their own
words. Second, the real-time responses around tweets can be effectively
measured and analyzed (e.g., breadth and depth of favorite Tweets and
retweets), which shows value of digital communication in the healthcare de-
cision making context. Third, in addition to latest text mining libraries (e.g.,
topic modeling and sentiment analysis, Siering et al. 2018), a different method
(e.g., network analysis) can be utilized to generate a synergy effect, gain-
ing novel insights for practical and theoretical advancement to understand
the dynamics of vaccinations and social marketing. The analyses using R
found that favorite Tweets and retweets were smaller in Wave 2 than Wave
1, which may indicate growing indifference in vaccinations. Using sentiment
analyses also has informed us reduced sentiments in Wave 2 compared to
Wave1; but the finding revealed greater negative emotions and dampened
trust emotions. Moral emotions surrounding vaccinations appear to be one
of the factors to explain changes across time frames, which will be investi-
gated according to Guidry and her colleagues (2015). This research provides
implications for macromarketers to address the challenge of social market-
ing’s consumer myopia (Brennan et al., 2016) because text mining methods
help examine stakeholders’ availability and accessibility on the public health
issue (Duffy et al., 2017). This insight may provide a multi-level intervention op-
portunity to a wicked problem as “many stakeholders perpetuate the prob-
lem, with multiple levels of interconnecting factors involved (Kennedy, 2016,
p. 355),” which allows greater understanding of social mechanisms, action
fields, and marketing systems (Layton, 2015) and their reflexive processes for
social change (McHugh & Domegan, 2017).
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Agricultural intensification creates a detrimental pressure on waterbod-

ies and aquatic wildlife, which poses significant risks to the environment
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and humans, but also to agricultural provisioning systems themselves.

Since agriculture is indispensable for other marketing systems, social well-

being and sustainability, it is important to promote sustainable agricul-

tural practices, which imply patterns of environmentally conscious be-

haviors by farmers and other relevant stakeholders. Therefore, it is vital to

understand how various factors affect promotion of sustainable agricul-

tural practices, especially in localized contexts. To address this gap, this

study integrated basic statistical methods and qualitative system map-

ping. First, a literature review was undertaken to explore key causal links

between the implementation of sustainable agricultural practices, wa-

ter quality and other factors. Second, a survey among local farmers

was conducted to collect data about water quality pollution and the

implementation of sustainable agricultural practices. Third, a qualitative

system dynamics model based on a causal loop diagram was built on

the basis of the afore-mentioned statistical data analysis. Practical im-

plications related to the potential ways of promoting sustainability of the

agricultural provisioning system were discussed. The implications of this

work for macromarketers include improved understanding of complex

causal multi-level dynamics of relationships between various stakehold-

ers within the agricultural provisioning system in regard to sustainability

issues. The role of national and supranational educational programs for

farmers in affecting this system and sustainability issues might be of inter-

est for macromarketers.

Keywords

agriculture, agricultural advisor, agri-environmental scheme, education, farmer,
sustainable agricultural practice, water quality

“A ranch is a cross-roads of economic forces. Supply and demand,
changing prices and costs, and economic pressures of agriculture
become a very personal, powerful, and dominating part of life.
Furthermore, in an agricultural setting, activities must be very prac-
tical. One works to get results. It is full-time immersion in the real
world.” (Forrester, 1992).
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Introduction

The opening quotation by systems scientist Jay Forrester refers to his personal
agriculture-related experience, but it also confirms the pivotal role agricul-
ture plays in human life. Agriculture really stands at the cross-roads of many
interconnected things. First, it matters a lot for economic expansion, market-
places, businesses, provisioning systems, food security and overall stability at
any geographic scale (Argade et al., 2021; Bruins & Bu, 2006). The latter is
predetermined by the fact that food systems belong to critical infrastructure
(Bruins, 2020), while system structure is known to determine system behavior
(Hovmand, 2017). The disruption of this indispensable infrastructure can oc-
cur owing to different reasons and at various stages, including plant nutrition
and fertilization, soil irrigation and management, growing and harvesting,
storage and processing, as well as marketing and consumption (Bruins, 2020).
For instance, the current global fertilizer shortage and fertilizer price upsurge
pose significant risks for food security in 2022 and have been already dubbed
“the global fertilizer crisis” (Elkin & Freitas, 2021).

Second, agriculture looms large for the environment, climate, sustainabil-
ity, society, habitats, biodiversity and overall health of people, animals and
ecosystems (Girardin et al., 2000), where health is understood broadly in full
accordance with the WHO definition as “a state of complete physical, men-
tal and social wellbeing and not merely the absence of disease or infirmity”
(World Health Organization, 2020, p. 1). The presence of a social wellbeing
element in the concept of health is quintessential. Likewise, agriculture, as
a provisioning marketing system, is deeply embedded into the social ma-
trix and is a social system itself (Layton, 2011; Layton & Domegan, 2021). In
the same vein, Bagnied and Speece (2019) touch upon social aspects of
agriculture and food security procurement, especially in the light of Hunt’s
resource-advantage framework where human, institutional, entrepreneurial
and legal resources must be considered, in addition to natural, capital, phys-
ical and technological resources.

Among the totality of issues associated with the interaction of agriculture
and the environment, the agricultural impact upon water resources is par-
ticularly detrimental and important as “water is essential for maintaining an
adequate food supply and a productive environment” (Pimentel et al., 2004,
p. 909). This agricultural impact on water resources is linked to overall climate
change and could include the following: severe drought conditions (e.g., the
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Dust Bowl in North America or desertification in China), environmental disas-
ters (e.g., the vanishing Aral Sea), changes in the hydrologic cycle, depletion
of water resources, soil erosion, significant deterioration of water quality due
to irresponsible agricultural practices, as well as serious human infections and
illnesses caused by water contamination by manure and other agricultural
wastes (Dapice & Xuan, 2012; Karimi et al., 2018; Pimentel et al., 2004).

Water pollution from farming and insufficient uptake of sustainable water
practices by Irish farmers is a focal issue of this research. It is also a wicked
problem of the agricultural marketing system, which demonstrated wicked
behaviors, including by producers, consumers and society at large. Wicked
problems account for ambiguous explanations, dynamism, difficult solutions,
side-effects and complex feedback causality (Jackson, 2019), while wicked
(consumer) behaviors are “unstable, hard to define and unstructured society-
wide phenomena” (Koch & Orazi, 2017, p. 365). The focal issue of water qual-
ity in agriculture is influenced by the interlinkage of various physical, socio-
economic, technological and other factors (Okumah et al., 2018). The in-
fluence of some of these factors, especially “soft” variables, often pertaining
to human, institutional and legal resources within Hunt’s resource-advantage
framework (Bagnied & Speece, 2019), is a research gap, specifically in con-
textual national environments. These variables are resistant to direct mea-
suring, though important for system modelling (J. Sterman, 2018). This paper
analyzes the influence of such factors on water quality in Irish farming by uti-
lizing causal loop diagramming validated by statistical methods.

The paper has the following structure. Initially, the issue is set into the con-
text of Irish agriculture and its influence on water quality. The literature review
provides the analysis of factors affecting the implementation of sustainable
agricultural practices and water quality in Ireland. The methodology section
describes the methods for data collection and analysis. The Results section
analyses factors affecting the focal issue and provides a conceptual model
of the focal issue. Further, model-related implications for policy makers and
possible interventions are discussed, as well as the importance of qualitative
and quantitative data integration is highlighted. The paper concludes with
stressing the practicality of capturing a complex feedback structure of vari-
ous focal issues.
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Research context

Regional and localized contexts are fundamental for the concept of sustain-
ability. For instance, Gargiulo Morelli et al. (2013) proposed to divide the con-
cept into the two sections: (a) sustainable imperatives, and (b) contingent
sustainability. “Sustainable imperatives” are fundamental requirements (e.g.,
reduction of waste, decrease in consumption of natural resources etc.) that
any system should possess in order to comply with the physical definition of
sustainability. “Contingent sustainability” comprises those features of sustain-
able development where different localized interests, values, cultures and
system of beliefs stand out. For this reason, these elements have to be deter-
mined specifically for each location and culture. This study mostly deals with
such contingent sustainability in the case of Western Ireland. In general, con-
tingency is a very important element of agriculture as both localized physical
factors, such as microclimates, land shape, hydrology, soil composition and
living biology of a place, and site-specific sociocultural factors interact in
contextualized environments, including spatial and temporal dimensions of
such interaction, to shape agricultural patterns in specific regions.

Western Ireland has a rolling topography and contains many rivers, streams,
lakes, turloughs (Irish seasonal lakes) and other waterbodies which are ad-
jacent to agricultural land. This creates a pressure on local waters from
agricultural activities. Intensification of agriculture leads to increased use
of chemical fertilizers and pesticides, as well as an upsurge in other agricul-
tural practices, thus exacerbating water quality and biodiversity (McGurn &
McKay, 2020). For instance, in Ireland, pesticide use per cropland area grew
from 1.8 kg per ha in 2000 to 5.81 kg per ha in 2018, while chemical fertil-
izer use, by nutrient, rose from 599.4 thousand tons in 2000 to 696.7 thousand
tons in 2018 (Food and Agriculture Organization, 2020). Livestock intensity in-
creases the application of organic fertilizers (slurry and manure) in excess of
the capacity of croplands to sequester the nutrients and digest microorgan-
isms, while grass-based livestock production is predominant in Irish agriculture
(O’Callaghan et al., 2018). In parallel, in 2019 nearly a half of rivers in Ireland
exhibited unsatisfactory nitrate concentrations and over a third of rivers had
unsatisfactory phosphate concentrations (Trodd & O’Boyle, 2020). Despite
this, Ireland is a top-ranking country with respect to water resources resilience
under the so-called Global Food Security Index (Economist Impact, 2021).

There are multiple anthropogenic sources (e.g. nutrient storage) and
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physical processes (e.g. leaching) stimulating the release of agrochemi-
cals, nutrients and other plant treatment media into waterbodies (Stoate
et al., 2001). This release is conditioned by various factors, such as climate
(e.g. damp mild climate, induced regionally by climate change, neces-
sitates larger fertilizer use), weather (e.g. rainfall), seasonality, soil profile,
drainage parameters, crop growth, crop disease occurrence and pesticide
chemistry (Tudi et al., 2021). When waterways become polluted with phos-
phorus and nitrogen, the water is depleted in oxygen, thus causing eutroph-
ication and algal bloom of cyanobacteria, which in turn releases toxins, poi-
sonous to aquatic ecosystems (Wurtsbaugh, Paerl, and Dodds 2019). The
next section will review literature on mostly non-physical factors affecting the
implementation of sustainable agricultural practices by Irish farmers with re-
spect to water resource protection.

Factors affecting the implementation of sustainable

agricultural practices by Irish farmers with respect to

water resource protection

The available literature assisted in describing the causality behind the imple-
mentation of sustainable agricultural practices by Irish farmers in their pro-
tection of water resources. A brief explanation of each dynamic is provided
below.

Causal link 1: There is a positive causal link between education/training of
farmers in sustainability and the implementation of sustainable agricultural
practices.

Government interventions in agriculture usually center around market fail-
ures and imperfections in an effort to correct market outcomes in terms of
farm economic viability, food safety, volatility of commodity markets, com-
batting rural isolation and supporting rural communities (Dillon et al., 2017).
In the same vein, government-led educational and training efforts should
ideally help in the co-creation of deeper understandings of the complex
dynamics driving most provisioning systems and their sustainable operation
(Layton & Domegan, 2021). Farmers are more likely to change fertilizer use
practices if they attend government-funded fertilizer management workshops
(Hasan et al., 2021).

In the lack of education and skills, water quality can deteriorate due to
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insufficient farmers’ knowledge, in particular, on how nutrients are carried
along hydrological pathways, including because of the invisible effect of
diffuse pollution (Blackstock et al., 2010). This invisibility of diffuse pollution
has occurred also due to the fact that, as food distribution channels length-
ened, the food systems became more expanded, involving more stakehold-
ers, while the environmental effects became more dispersed, thus spreading
the damage and making it more invisible (Chaudhury & Albinsson, 2015).

The application of various educational programs to promote biodiversity,
sustainable agriculture, resource conservation etc. is widespread (Chaud-
hury & Albinsson, 2015; Hasan et al., 2021), while knowledge distribution in co-
operation with multiple stakeholders is advocated as a water quality-improving
measure (Dapice & Xuan, 2012). The Irish government has been improving
Irish farmers’ knowledge and skills by organizing and running various educa-
tional and training efforts, like mandatory agri-environmental schemes, such
as Green, Low-Carbon, Agri-Environment Scheme [GLAS] or Low Emission
Slurry Spreading scheme [LESS] (Department of Agriculture, Food and the
Marine, 2021). Such schemes involve training of farmers in various sustain-
able agricultural practices and also create value exchanges, when volun-
tary adherence to certain water protection practices (e.g. fences around
waterways) is exchanged for financial rewards or avoidance of penalties.

In Ireland, educational and training efforts aimed at boosting farmers’
implementation of sustainable practices should be considered through a
broader lens of various prescriptive and marketing provisioning systems [e.g.
the execution of the EU Common Agricultural Policy (CAP] or the WTO rules].
Such broader lens means understanding how these provisioning systems have
been influencing the development of the Irish agricultural policies over the
recent 50 years since Ireland joined the EU and started to implement the
EU agricultural policies. While this question is beyond the scope of this pub-
lication, it is pertinent to mention that the character of this influence has
been very complex and often controversial. On the one hand, Irish farming
experienced prolonged periods of ineffective regulation (often due to the
amount of red tape), overproduction and surpluses, loss in competitiveness
and heavy reliance on subsidies (Matthews & Coulter, 2000). On the other
hand, average family farm incomes have been constantly rising; the inno-
vation to adopt research at the farm level has started to loom large, while
environmental protection, bio-economy and circular economy acquired a
significant focus (Dillon et al., 2017).
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One should view agri-environmental schemes for educating and training
farmers, like the afore-mentioned GLAS, within this complex dynamics of the
interaction between the Irish agricultural policies and supranational provi-
sioning systems. GLAS is central to this research since it is Ireland’s main agri-
environmental scheme, funded and executed both nationally and under the
EU Common Agricultural Policy (CAP), and “designed to support and encour-
age more sustainable production practices at farm level with a strong focus
on biodiversity and targeted actions for climate and water quality (Elliott et
al., 2020).

Causal link 2: There is a positive causal link between farmers’ mental mod-
els (attitudes/beliefs/values) and the implementation of sustainable agricul-
tural practices.

The theory of planned behavior stipulates the importance of attitudes to-
ward behavior for performing a behavior (Ajzen, 1991). For instance, the
question of farmers’ attitudes toward environmental and economic risks is
important. Farmers may view adding extra fertilizers as a risk-reducing mech-
anism, which ensures guaranteed yield, while environmental risks are viewed
as distant, exaggerated or even fictional, so economic risks outweigh envi-
ronmental risks, thus reducing farmers’ willingness to adopt fertilizer use miti-
gation practices (O’Brien & Donovan, 2021; Stuart et al., 2014). For farmers,
especially on a regional level, one must be competitive to stay in business
(Bagnied & Speece, 2019). This is what could be described as a tension
between public interest and private profitability (Layton & Domegan, 2021),
which means “combining profit making for private companies with sustain-
able environmental quality for society in general” (Van Dam & Apeldoorn,
1996, p. 46). This is also a vivid illustration of how “macro objectives failed to
take into account micro-level processes” (Argade et al., 2021, p. 471), which
are known to be inextricably linked (Domegan et al., 2019).

In accordance with social cognitive theory, self-efficacy, which refers to
an individual’s belief in making a difference, can affect actual behaviors
(Bandura, 1986). Attitudes are known to positively and significantly corre-
late with self-efficacy (Polonsky et al., 2013). In accordance with the model
of pro-environmental behavior, adapted from Kollmuss and Agyeman (2002),
attitudes, knowledge and internal factors, like self-efficacy, are mutually linked.
In the same vein, the value exchange fields, as a key social mechanism, are
known to shape provisioning marketing systems (Layton & Domegan, 2021).

Causal link 3: There is a positive causal link between the implementation
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of sustainable agricultural practices and water quality.
The causal link between the implementation of sustainable agricultural

practices and water quality is well documented (Okumah et al., 2018). These
sustainable agricultural practices are diverse and may include the following:
fertilization management, erosion mitigation measures, the use of sustainable
cropping systems, setting up vegetative buffer strips along waterbodies, to
name only a few (Stagnari et al., 2016). This causal link was found to be
conditioned by various biophysical factors. For instance, soil type influences
soil erodibility, a degree of runoff and sedimentation process, which even-
tually affects the effectiveness of erosion control via vegetative buffer strips
(Posthumus et al., 2015).

Apart from the above causal links, literature review identified other causal-
ities which influence water quality in Irish farming. For example, in Ireland,
there are legislative gaps where activities, such as animal access to rivers,
are poorly regulated (Kilgarriff et al., 2020). Therefore, water quality legisla-
tion is not implemented in Ireland at an adequate level, which can affect
water quality (Sustainable Water Network, 2021). However, the influence of
legislation could not be validated by the survey employed in this research,
since its participants were not sufficiently knowledgeable of such influence
(see the Methods section).

The role of other factors can be ambiguous. For instance, some researchers
showed that farmers with higher levels of education tended to engage in
more practices that prevent water pollution, while farmers, who used a nu-
trient guidance system, were more likely to be farming a larger area (Wilson,
2021). This contrasted with other studies which demonstrated that farmers
who were younger and of a higher education level, or were farming a larger
area, were more likely to resist measures aimed at preventing water pollution
(Barnes et al., 2011). Practices to reduce or prevent pollution differed signif-
icantly according to a farm type (Wilson, 2021). Likewise, there are reports
about various socio-demographic factors, like age, gender and education,
influencing farmers’ decisions, at least in the domain of marketing, but this
influence is “often dictated, conditioned and shaped by local contexts” (Ar-
gade et al., 2021, p. 474), which probably governs the afore-mentioned am-
biguity of such factors’ influence. In general, the migration of younger peo-
ple from rural to urban areas and predominance of farmers of older age
may bias the age-related picture of the adoption of sustainable agricultural
practices among farmers (Glavee-Geo et al., 2020).
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Methods

Data collection

A regional survey among Irish farmers was conducted in June-August 2018.
The main criterion for selecting the sampling frame was the participation
in the agri-environmental schemes (primarily GLAS). The sample size com-
prised 99 Irish farmers. A structured questionnaire was used to collect data
on factors which affect farmers’ knowledge and strategies implemented by
them to protect water quality on their farmlands. The survey was piloted
among agri-advisors of Teagasc (Teagasc is Ireland’s Agriculture and Food
Development Authority, which provides integrated research, as well as advi-
sory/training services to the agricultural sector and rural communities). The fi-
nalized questionnaire consisted of 23 questions. Teagasc assisted in selecting
interviewees to provide a representative set of regional farmers, exhibiting all
farm types (i.e. dairy, suckler, sheep, equine, poultry, pigs, tillage etc.) and
farm sizes. The selected sample was representative of the western Ireland
farmer population who participated in agri-environmental schemes (100% of
respondents were participating in GLASS scheme, and 95% of the surveyed
farmers were aware of the LESS scheme). Descriptive statistical analysis of
the surveyed respondents was made (Tables 1-3 in the Results section).

Data analysis

Data were analyzed using IBM SPSS Statistics 27. Each question in the survey
represented a variable. All variables were further grouped into composite
constructs. To generate composite constructs, confirmatory factor analysis
(CFA) was used (Civelek, 2018). Composite reliability was used to assess con-
structs with a threshold set at 0.6 or higher. The values of Average Variance
Extracted (AVE) were used to determine the convergent validity. Cronbach’s
alpha (>0.6) was utilized to determine the internal consistency of each con-
struct.

The constructs were calculated based on the mean of variables using
z-score standardization for each variable to diminish the effect of different
scales used in the survey. The correlation analysis was performed on both
constructs and individual variables using bivariate correlation analysis with
Spearman correlation coefficient followed by two-tailed test of significance.
The significant correlations are indicated at 0.05 level (*) and 0.01 level (**).
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The generated constructs were accessed through validity and reliability to
ensure that correlation was larger within the individual items rather than the
constructs.

Causal loop diagramming

A causal loop diagram (CLD) was used to convey the feedback structure of
the water pollution issue and sustainable agricultural practices among Irish
farmers (see Figure 1). CLD mapping is a useful method of conceptualiza-
tion, which facilitates the inference of a problem system behavior, thus im-
proving insights of relevant stakeholders (Kunc, 2017). The CLD was drawn
in accordance with J. D. Sterman (2000). The method allows “lumping” vari-
ables into one term while drawing the diagram, which is done for the ease
of its reading and understanding (Kim, 2000).

Result

Descriptive statistics in Table 8

As it was marked in the Methods, the main criterion for selecting the sampling
frame was the participation in the agri-environmental scheme GLAS, one
of the targets of which was improving water quality (WQ) from agricultural
practices. Agricultural advisers provide support to farmers on how to meet
their sustainability-related goals within the EU agri-environmental schemes,
including the introduction of the best practices to ensure farm sustainabil-
ity. The survey assessed if the farmers discussed water quality with their agri-
cultural advisors (4 participants did not have an assigned agricultural advi-
sor). Interestingly, the survey indicated that over 70% of the farmers did not
discuss water quality with their agricultural advisors, which may undermine
the effectiveness of the GLAS in dealing with water pollution issues (Table 1).
The occurrence of water quality discussion between the farmers and agri-
cultural advisors may describe the level of actual farmers’ concern about
water quality on the farmlands, irrespective of the actual water quality on
a farm or the availability of waterbodies on farmers’ lands. It is considered
a justified proxy of such a concern as agricultural practices inevitably affect
ground waters or water surface runoff.
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The mean age of the farmers participated in the survey was 49.1 years.
Young farmers represented just over 20% of all respondents, which is higher
than the national average by 5% according to the 2016 census data (here-
inafter the census data for 2016 are used). The cohort of 36-65-year-old farm-
ers was 53.5% of all participants, which is lower than the national average
of farm holders of this age cohort (65%, according to the 2016 census). The
group of farmers older than 65 years was underrepresented (16.2%), as com-
pared to the national average of 30%, as per the 2016 census. Importantly,
on average, younger farmers discussed water quality with agricultural ad-
visers slightly more often as compared to older farmers, though in each age
cohort the amount of “non-discussers” was higher. Moreover, mature farmers
prevailed in the survey sample, which hampers the analysis of the correlation
between the age and the occurrence of the water quality discussion. In gen-
eral, this result might be considered in line with the available literature, which
does not provide a clear justification of this link between age and environ-
mental concerns.

Nearly half of the participants (45.5%) had only primary or secondary level
education, and 22% of farmers had an agricultural college and/or voca-
tional agricultural degree. The remaining respondents had third-level edu-
cation or higher. Younger farmers had a higher level of education. The cor-
relation between water quality discussion and education is similar to the age-
related correlation above and is also in line with the literature. In general, the
higher educational status indicated a smaller gap between “discussers” and
“non-discussers”, but again the data might be biased by the predominance
of lower educational degrees among the farmers.

A half of the participants operated farms with a size of up to 30 ha, which
correlates with the national average of 32.4ha. With respect to a farm type,
beef (cattle) farmers accounted for the largest share (48.5%), which is typical
for the west of Ireland. Mixed “beef and sheep” cattle farms ranked the
second. Although sheep farming is common in the west of Ireland, only 11%
of respondents were sheep farmers. Dairy farmers accounted for just 5%.
The correlation between water quality discussion and the farm type was not
observed, due to the small sample size.

Among the respondents, 71.7% were part-time farmers and 28.3% were
full-time farmers. This split is fully logical since the largest number of the sur-
veyed farms were of either a beef type or a mixed “beef and sheep” type,
which is non-sustainable in Ireland and requires additional income (Buckley
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& Donnellan, 2021). The correlation between water quality discussion and
the type of occupational engagement was also not clear, due to the small
sample size.

Descriptive statistics in Tables 9-10

The bulk of the participants (86.9%) had a waterbody on their farmlands, like
rivers, lakes, streams, turloughs or a combination of the above, while only 29%
of the farmers who had waterbodies on their farms discussed water quality
with the agricultural advisors (Table 9). The water quality issues were more
often discussed by farmers operating beef farms and mixed farms (Table 10),
and water quality issues were more often raised on the farms, where water
quality was scored “Good” rather than “Moderate” (38.8% vs 24%, respec-
tively), which makes an interesting result.

Factor analysis results: Constructs affecting the implementation
of sustainable agricultural practices and water quality

The survey helped to generate four key variables to address the literature-
backed casual links between water quality and education/training of farm-
ers in sustainability (Causal link 1 above), farmers’ mental models (Causal link
2) and the implementation of sustainable agricultural practices (Causal link
3). These key variables are as follows (see Table 4).

Variable “Education in sustainability” (EDU) The role of sustainability edu-
cation in the measures addressing water quality was factored via frequency
of meeting with agricultural advisors, the participation in training programs
and the discussion of water quality with agricultural advisors.

Variable “Effectiveness of sustainable agricultural practices” (ESAP) Effec-
tiveness of sustainable agricultural practices was estimated by the partici-
pant’s self-assessment of the quality of the implementation of recommended
sustainable agricultural practices that indirectly or directly could affect water
quality, based on a Likert scale.

Variable “Implementation of sustainable agricultural practices” The im-
plementation of sustainable agricultural practices was accessed by scoring
specific sustainable practices (e.g., nitrate derogation; spraying etc.) imple-
mented on a farm versus a GLAS-recommended model of practice imple-
mentation.
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Figure 8: Socio-demographic profile of the survey participants.

Figure 9: Knowledge of water quality on the farms and involvement of ag
advisors.
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Figure 10: Mean water quality of the farms.

Variable “Knowledge of sustainable agricultural practices” (KSAP) This vari-
able assessed farmers’ knowledge of practices recommended by GLAS train-
ing that could positively or negatively affect water quality (a Likert scale was
used).

Three additional variables were generated for the survey:
(a) water quality (WQ), which was known to the farmers as they are obliged

to make specific analyses to determine WQ (this variable referred to 86.9%
of the survey participants who had waterbodies on their farms; see Table
9); (b) change in water quality and wildlife in waterbodies over the last 20
years (CWQ) [question: “Over the period while you were farming, have you
noticed a change in the amount of wildlife present in your water-bodies?”];
and (c) perceptional link between water quality and farm income (WQFI)
[question: “Could water quality affect your farm income?”];

Table 12 shows the strength of correlation between several variables, which
affect the focal issue. The strongest positive correlation existed between edu-
cation of farmers in sustainable agricultural practices (EDU) and implementa-
tion of these practices (ISAP, p<0.01). Education was also positively correlated
with effectiveness of sustainable agricultural practices (ESAP, p<0.05). It is in-
teresting that water quality and wildlife in waterbodies both correlated with
effectiveness of sustainable agricultural practices (ESAP, p<0.05) and did not
correlate with their implementation (ISAP, p>0.05), which means that the ef-
fectiveness of implementation is more critical to water quality as compared
to just implementation efforts. In response to the question “Could water qual-
ity affect your farm income?”, the perceptional link between water quality
and farm income was confirmed (WQFI, p<0.05). In response to the ques-
tion “Do you think that individual farmers can make a difference to water
quality?”, almost 100% of farmers were found to think that they can make a
difference to water quality, which shows the importance of their self-efficacy.

Note: Key variables (constructs): EDU – education in sustainability; ESAP
– effectiveness of sustainable agricultural practices; ISAP – implementation
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Figure 11: Factor loadings, Cronbach’s alpha, reliability, and validity for the
predictor variables.
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Figure 12: Correlation analysis for the focal issue.

of sustainable agricultural practices; KSAP – knowledge of sustainable agri-
cultural practices. Additional variables: WQ – water quality; CWQ – change
in water quality (and wildlife in waterbodies) over the last 20 years; WQFI –
perceptional link between water quality and farm income.

Note on Spearman correlation: *correlation is significant at the 0.05 level
(2-tailed); **correlation is significant at the 0.01 level (2-tailed).

Conceptual model

Figure 1 shows a conceptual model of influences of sustainable educational
practices and educational efforts on water quality in Irish farming. The CLD il-
lustrates the feedback structure of these influences. All feedback loops were
backed by the survey and available literature. The CLD comprises three rein-
forcing feedback loops and several separate causal links. In reinforcing loop
R1 (“Scheme and practice effectiveness”), the quintessential role of effective
agri-environmental schemes is highlighted. Loop R2 (“Ag advisors”) confirms
significance of effective operation of agricultural advisors for the effective-
ness of the agri-environmental schemes. Loop R3 (“WQ concern”) signifies
about the catalytic reinforcing interaction between water quality and the
concern of farmers about it. Farmers’ education positively effects the im-
plementation of sustainable agricultural practices, which do not necessarily
lead to water quality improvement. Two links (i.e. between water quality and
farm income and farmers self-efficacy, respectively) are perceptional and
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Figure 13: Conceptual model of the focal issue. Dashed arrows mean
prospective causal links on the basis of farmers’ perceptions.

may not result in forming the loops as it is unclear, for instance, if a more pros-
perous farm will necessarily provide a better water quality since income and
sustainability may often be at odds.

The overall system dynamics explains that provisioning water quality in
agriculture is a complex phenomenon, which hinges on multiple feedback
interactions of various factors and stakeholders at different levels, includ-
ing micro, meso and macro (Anibaldi et al., 2021). For example, at the
micro level, individual farmers’ level of education in sustainability can influ-
ence effectiveness of sustainable agricultural practices, which affect water
quality. At the meso level, the effective operation of agricultural advisors is
quintessential. At the macro level, agri-environmental schemes run by na-
tional and supranational entities can impact education of farmers and ef-
fectiveness of sustainable agricultural practices.

Discussion

The research proved that awareness of the agricultural impacts on water
quality is present among farmers, although much more effort is needed to
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reach a level where sustainability on farms is sufficient. Farmers must be pro-
vided with training in relation to water quality. Although agri-environmental
schemes have been successful, there is still room for improvement and such
schemes may need to be monitored and modified on a local level in order
to maximize their potential effectiveness. There is no doubt that farmers have
an interest and feel a responsibility when it comes to environmental protec-
tion. However, financial rewards are quintessential for nudging farmers to
adopt more sustainable practices.

A change of attitude is necessary for farmers, but this can be achieved
via collaborative efforts of various stakeholders, including the Department of
Agriculture, Food and the Marine (e.g. via contextualized agri-environmental
schemes), agricultural advisors and farmers themselves. If water quality on
farms becomes a regular topic of discussion between farmers and agri-advisors,
then farmers may begin to realize that they have a responsibility to a certain
extent to protect water quality and biodiversity, without being influenced by
financial motives. Education of young farmers is essential and if farmers are
taught of the importance of sustainability, then it is highly likely that they will
continue to farm in such a manner and pass on their habits and knowledge
to future generations of farmers and non-farmers alike. Education should
include provision of knowledge on physical processes that affect water pol-
lution from agriculture.

In addition to the educational efforts, Bagnied and Speece (2019) high-
light the role of social marketing in promoting social and environmental val-
ues since knowledge provision is insufficient for sustainable behavior change.
However, apart from micro (e.g., individual farmers’ behavior change) and
meso (e.g., localized educational efforts) aspects of change, macro-level
shifts in dominant food systems are required, away from industrialized, chemical-
intensive production, lack of biodiversity and centralized distribution (Chaud-
hury & Albinsson, 2015). This also confirms the necessity of a holistic approach
in dealing with the issue of water pollution from agriculture by implementing
policies that link several systems (Dapice & Xuan, 2012). Applying Hunt’s re-
source advantage framework, one can say that this holistic approach means
changes across natural, physical, legal, technological and other resources
(Bagnied & Speece, 2019) or across all social mechanisms that shape provi-
sioning systems (Layton & Domegan, 2021).

Productivity and profitability go hand in hand in farming and will always
be the main area of focus in the agricultural sector. The challenge for policy
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makers is to find the correct balance between farm profitability and sustain-
able farming. Farmers are skeptical of undertaking farming practices which
they think could pose a threat to their financial gains on the farm. It is evident,
that legislation and agri-environmental schemes should operate in a positive
manner that promotes sustainable farming in such a way that encourages
farmers undertake environmental-protecting measures themselves, rather than
to farm in a sustainable manner out of fear of prosecution. The agricultural
water pollution can be mitigated via early adoption by farmers of water sus-
tainability measures and via sustainable behavior change.

Another important implication of this research deals with its methodolog-
ical component. The present study shows how qualitative aspects of origi-
nated models can be validated by statistical methods. In its essence, system
dynamics involves the integration of both qualitative and quantitative ap-
proaches, when conceptual models, originated via causal loop diagrams,
can be converted into stock and flow diagrams, which can be in turn quan-
titatively simulated with the help of software – and this can be practiced
collectively via group model building.

Qualitative elements within the system dynamics can be enhanced via
different tools. For instance, stakeholder analysis with its range of protocols
can provide insights into main actors of the system and their relationships
(McHugh & Domegan, 2017). Methodology of focus groups can enhance
group model building (Morgan, 1998). Digital ethnography can uncover
various personal idiosyncrasies and experiences to foster understanding of
causal links between system forces. Therefore, integration of qualitative and
quantitative methods can enrich system conceptualization.

Conclusion

The current research paper addresses the vital issue of water quality de-
terioration due to agricultural practices, regularly implemented by the Irish
farmers. It shows that the complex feedback structure of factors influences
this wicked problem, which hampers seeking solutions. However, the paper
provides several practical recommendations about possible ways of improv-
ing the situation and discusses methodological implications of the research,
which underlie the importance of linking qualitative and quantitative data.
As the opening quotation of the paper suggests, farming welcomes very
practical activities and decisions, based on understanding various forces
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and their interlinkages.
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Social Marketing: The Role of
Facebook as a Technology for
Social Mechanisms and
Transformative Behaviour Change

Tina Flaherty National University of Ireland

Christine Domegan National University of Ireland

Tomorrow’s world is radically different to the one that social marketing
was born into over 50 years ago (Galiano-Coronil & MierTerán-Franco, 2019;
Taubenheim et al., 2008). Social marketing is propelling forward into a future
of big change defined by a pandemic, climate change, social inequalities
and the proliferation and normalisation of digital technologies. Like commer-
cial marketing, digital technologies when they first emerged 1-2 decades
ago were viewed by social marketers as technologies for communication
or promotion only. However, these technologies have widespread ripple ef-
fects beyond communication; they have shifted power to people and in-
creased our interconnectedness, in turn facilitating multi-stakeholder, non-
linear relationships that ebb and flow. Considering this, digital technologies
present unique opportunities for social marketers to leverage the empower-
ment and individual agency of stakeholders to co-create mutually beneficial
change. Yet much remains nebulous about the use of these technologies for
behaviour and social change outside of their previously documented use as
communication and promotion platforms (Dooley et al., 2014).

This paper discusses findings from a longitudinal case study of social change
consisting of three distinct stages; (1) a literature review; (2) empirical re-
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search; and (3) secondary data analysis. In this paper, we demonstrate that
digital technologies are facilitating research, multi-level segmentation and
targeting, complex exchanges, operationalising theories of change, deliver-
ing product and place value, facilitating service delivery, and targeting indi-
viduals as well as meso and macro audiences. These technologies are sup-
porting multi-level and multifaceted initiatives, co-ordinated and integrated
wide scale behavioural change across target audiences from individuals to
communities to policy makers and governance.

Importantly, in adopting the lens of Layton (2015) social mechanism the-
ory this paper illustrates how digital technologies, and particularly Facebook,
are empowering social mechanisms; where value can be co-created, where
trust, collaboration, and cooperation can take place and where individuals
and communities self-organise as they act and react to one another and
events. This paper also offers an additional new social mechanism, fram-
ing, for consideration and suggests that stakeholders, individual and collec-
tive, cannot avoid framing as frames connect what stakeholders’ value to
their actions. In doing so, our understanding and application of behaviour
change in social marketing is expanded, signifying a shift towards systems-
based approaches in social marketing where consideration is given to the
linkages, interactions and relationships among elements and stakeholders of
a system and how they evolve and adapt over time. Finally, by undertak-
ing longitudinal research, this paper highlights how social impact is difficult
to measure in short term, 12-week interventions and instead suggests that
behaviour change should be viewed as a process where impact evaluation
and measurement are assessed over time, not at a point in time, so that
circularity causality can be measured and accounted for (Domegan et al.,
2019; Wooliscroft, 2021).
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Janet Davey Wellington School of Business and Government Victoria Univer-
sity?of Wellington, New Zealand
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Marketing scholars acknowledge proactive market-shaping as an impor-
tant strategic approach for organisations to address increasingly unpredictable
business environments (Harrison & Kjellberg, 2016; Kindström et al., 2018; Nenonen
& Storbacka, 2018). Market-shaping is generally understood as “agential
efforts to influence both the formation and transformation of socially con-
structed market systems” (Nenonen & Storbacka, 2021, p. 10). The market-
shaping processes “change market characteristics — redesigning content of
exchange, reconfiguring stakeholder networks, reforming institutions” (Nenonen
et al., 2019, p. 618) and (re-)configuring value propositions (Nenonen et al.,
2020). More specifically, a market-shaping approach calls for a focal organi-
sation to strengthen their key capabilities: first, the ability to influence various
market aspects to generate new resource linkages (triggering capabilities);
and second the ability to creatively determine how to apply the triggering
competencies (facilitating capabilities; Nenonen and Storbacka (2018) and
Nenonen et al. (2019)). Although, market-shaping is typically viewed as an
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organisational pursuit, collective agential efforts often enable the focal or-
ganisation to better leverage their networks to support market-shaping for
sustainable shaping outcomes. To date much research has focused on the
capabilities and motivation (agency) of focal actors to act based on their
capabilities and market learning (Kachouie et al., 2018; Lipnickas et al., 2020;
Windahl et al., 2020). However, in this research we propose that specific mar-
ket actors, community-based service organisations (CBSOs), act as catalysts
to a focal organisation’s market-shaping efforts. As catalysts, the CBSOs fa-
cilitate and support the market-shaper’s processes due to the nature and
characteristics of their existence.

We theorise CBSOs as market actors based in the community with a spe-
cific purpose of regeneration of market practices in order to serve the needs
of their members and elevate their concerns to achieve community wellbe-
ing. CBSOs’ strengths lie in their understanding of community needs, grass-
roots advocacy actions mobilizing collective causes, sensing the complexity
of service user needs, and empathising with community capabilities (Kang,
2011; O’Toole et al., 2010). Consequently, they are well-placed as cata-
lysts for market-shaping actions initiating “a change of practices in a fo-
cal market. . . and creating “new resource linkages” (Kleinaltenkamp et al.,
2021, pp. 69-70). Thus, the CBSO as a market-shaping catalyst is a de-
tached entity driven by the purpose of regeneration and change in mar-
ket systems, institutions etc. For example, the community-based service or-
ganisation Switch4Good — a dairy-free advocate organisation - drove Star-
bucks to drop their surcharge fee on plant-based milk option in all UK stores.
Switch4Good was the catalyst for Starbucks to reinforce their commitment to
sustainability thereby changing their brand perception among its consumers
and brand followers.

In recent times, many organisations including government organisations
collaborate with CBSOs who catalyse market-shaping efforts. Predominantly,
the approach is adopted within contexts of market-shaping for improved
wellbeing outcomes. As organisations and governments increasingly strive
to engage in market practices to improve social and societal wellbeing, the
significance of mediating market actors, such as market-shaping catalysts,
becomes more pronounced. Fisk et al. (2018) suggest co-designing for im-
proved wellbeing outcomes requires organisations to alter their mindsets and
reconfigure value propositions like never before. Organisations that adopt
a wellbeing perspective often shape their markets to influence consumer,

529



community, and competitors’ perceptions about how contemporary mar-
kets and organisations deliver improved wellbeing outcomes and thereby
change social construction of market systems; that is, where improving well-
being is not an option but the norm. However, such market-shaping is not
easy. Further, neither transformative service research (TSR) nor market-shaping
literature have articulated the role of specific market actors with capabilities
of supporting and catalysing market-shaping for reasons beyond economic
growth (Kullak et al., 2022). Zooming into such collaborative market-shaping
endeavours illustrates how catalysts to market-shaping enhance collective
resources to achieve market-shaping outcomes.

Therefore, this conceptual research theorises the role of CBSOs as cat-
alysts to market-shaping, developing a ‘CBSO-as-market-shaping-catalyst’
role typology. Using a typology approach to theory building (Jaakkola, 2020),
we use domain theories of market-shaping and service innovation (Nenonen
& Storbacka, 2021; Story et al., 2011) to create new theoretical insights on CB-
SOs as catalysts to market-shaping efforts, distinguishing CBSO catalyst roles
and outcomes. Our conceptualization uses illustrative examples to explain
the CBSO market-shaping catalyst roles. Two research questions are posed:

RQ1: How do CBSOs act as catalysts for market shaping and con-
tribute to a focal organisation’s market shaping efforts?

RQ2: What CBSO roles are effective catalysts for improving wellbe-
ing outcomes of market-shaping efforts?

Theoretical underpinning

Changing markets and business models call for a better understanding of
who shapes markets and how markets could be shaped to offer better value
propositions and improved wellbeing outcomes. By recognizing that markets
are malleable, emergent and dynamic systems with an array of actors be-
yond the buyer-seller dyad, market-shaping offers insights on how firms can
initiate changes to shape markets and create value (Flaig et al., 2021). This
understanding of markets as systems that can be formed and re-formed un-
derpins the growing body of research on market-shaping, considered as fo-
cal actors’ purposive actions to facilitate the “emergence and institutional-
ization of resource linkages that improve resource density and, hence, value
creation in a market” (Storbacka, 2019, p. 8).
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Focusing on the interplay and collective actions and roles of heteroge-
nous market actors (e.g., governmental bodies, companies, entrepreneurs)
is essential to understanding how these collective efforts deliberately create
or transform markets (Nenonen et al., 2019) for reasons beyond economic
growth (Kullak et al., 2022). Market-shaping organisations are embedded
in networks of market systems with other nested market actors (Storbacka
& Nenonen, 2015). In addition, there are market actors such as CBSOs who
are critical catalysts for improving wellbeing outcomes of focal organizations’
market-shaping efforts (Mathie & Cunningham, 2005). Without such CBSO
catalysts, market-shaping can otherwise result in exclusionary outcomes re-
inforcing existing inequalities (Cova et al., 2021; Mele et al., 2018).

CBSO catalyst roles for market-shaping

Considering the agent-driven efforts involved in market-shaping, the resource-
based views offer insights into competencies, complex patterns of skills and
knowledge (Morgan, 2012) needed for market-shaping (Nenonen et al., 2019).
Since actor roles are also collections of competencies (Archpru Akaka &
Chandler, 2011), the resource-based view helps articulate CBSOs’ roles as
catalysts to market-shaping. Our theorisation draws on characteristics of cat-
alysts from several literature streams. Early definitions of a catalyst included
both a “bond-breaking stage” and one of linking and bridging (Behr & Neu-
bert, 2012). Briefly, agentic catalytic roles are those where an agent: in-
creases the rate of change or reaction in/or to something; provokes signifi-
cant change or action; and increases the potential energy available, all the
while producing a desired outcome/end product. Here we distinguish a cat-
alyst from the diverse intermediation roles in market-shaping and innovation
(Mele & Russo-Spena, 2015). We hold that CBSOs enact specific roles and
activities to catalyse focal organizations’ market-shaping activities extend-
ing Mair et al. (2012) two distinct pathways to building markets for improved
wellbeing outcomes; 1) redefining market architecture and 2) legitimating
service actors.

To address our research questions, we integrate Mair et al. (2012)) path-
ways with the role orientations of service innovation. Service innovation is
particularly appropriate since it shares a similar logic with catalysing market-
shaping in terms of recombining resources in novel ways (Witell et al., 2017).
Service innovation literature illustrates how organisations reconfigure resources
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and relationships to shape markets, intersecting with market-shaping activi-
ties since innovations and their diffusion rely in part on the focal organisation
changing aspects of the market structure (Helkkula et al., 2018; Nenonen &
Storbacka, 2021; Storbacka & Nenonen, 2015). Innovation literature distin-
guishes two broad roles: i) task-oriented and ii) network-oriented roles that
develop innovation competences (Story et al., 2011) Task-oriented roles are
internally-focused and linked to focal actors’ facilitating capabilities respon-
sible for discovering value potential of new resource linkages and mobil-
ising necessary resources. In contrast, network-oriented catalyst roles are
externally-focused and linked to focal actors’ triggering capabilities neces-
sary for influencing various aspects of the market to generate new resource
linkages. Applying service innovation role orientations offers further theoret-
ical basis to develop our ‘CBSOs-as market-shaping-catalysts’ role typology.
Similar to how roles are enacted to develop innovation competences, CB-
SOs as catalysts provoke significant change in market-shaper capabilities to
produce improved wellbeing outcomes. Using relevant illustrations, we iden-
tify four CBSO catalyst roles synthesising the two market-building pathways
with the two innovation orientation roles. The four roles — articulator cata-
lyst, endorser catalyst, developer catalyst and connector catalyst - are sum-
marised in Figure XVIII. The role labels refer to the distinguishing characteristic
of the role, at the same time recognising the complexity of the phenomenon
of catalysing market-shaping where some activities and efforts may be en-
acted in other roles.

Concluding comments

Market-shaping is a strategic disruption of the status-quo by a focal organi-
sation demanding a well-thought-out collective effort with other market ac-
tors. To date, market-shaping literature has not articulated the role of specific
market actors with capabilities of supporting market-shaping for positive so-
cial outcomes (e.g. Agarwal et al., 2018; Kullak et al., 2022) nor how market-
shaping capabilities of focal actors can be catalysed (e.g. Kaartemo et al.,
2020; Mountford & Geiger, 2020). Thus, we introduce the notion of a catalyst
to market-shaping. We argue that CBSOs are significant catalysts to mar-
ket shaping and next develop a role typology. CBSOs are important sources
of community capabilities, building social capital and advancing commu-
nity development. With the increasing transferral of social services from cen-
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Figure 1: Market-shaping catalyst roles

tral government to other NGOs and non-profit organizations (Beaulieu et al.,
2018; Kang, 2011), government agencies typically leverage CBSOs for mo-
bilization of resources to maximise service capacity and serve diverse client
needs. Thus, CBSOs often contest and alter the resources and schemas that
define the broader social structures within a service ecosystem making them
well-placed to catalyse market-shaping capabilities (Blocker & Barrios, 2015).
Theoretically, our study contributes to the market-shaping literature by offer-
ing a more nuanced understanding of how CBSOs catalyse firms’ market-
shaping capabilities. Managerially, CBSOs can be the catalyst for chang-
ing the social construction of market systems where improving wellbeing is
not an option but the norm influencing consumer, community, and competi-
tors’ perceptions about how contemporary service markets and organisa-
tions serve for improved wellbeing outcomes. Finally, we propose a research
agenda to explore catalyst roles to market-shaping that enable positive so-
cial outcomes.
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Creation of Resilient Markets: A
Theoretical Exploration

Stefanie Beninger IE Business School, IE University, Spain

Resilience is part of the objectives of the United Nations’ Sustainable De-
velopment Goals, where supporting system resilience is anticipated to foster
sustainability (e.g. Fiksel, 2003). Resilience is also increasingly important to
many businesses and communities, as we face increasing challenges glob-
ally, including the far-reaching and interconnected impacts of COVID-19 and
climate change. Despite this importance, resilience is relatively understudied
in marketing, where market resilience in particular has received very little at-
tention. The limited research to date tends to focus on market resilience as a
core part of market maintenance, wherein resilience is relevant to ongoing
markets (Beninger & Francis, 2021; Flaig et al., 2021a, 2021b), but distinct from
new markets. In other words, marketing scholars have yet to connect mar-
ket resilience and market creation, rather viewing them as distinct and even
incompatible. However, resilience is likely not relevant to only maintaining
markets. Disturbances can impact market creation (Baker et al., 2018) and
market creation itself causes disruptions, pointing towards the involvement of
resilience even during market creation.

While resilience can refer to a system’s capability to maintain functions
and structures (e.g. Allenby & Fink, 2005), resilience can also involve mak-
ing bigger adjustments to systems and even transforming them in the face
of disturbances (Béné et al., 2014), suggesting an array of actions related
to resilience during market creation. To this end, this paper theoretically in-
terrogates the intersections between market creation and market resilience,
drawing on these currently disparate concepts, towards creating a theoreti-
cal model of resilience during market creation. In doing so, this paper seeks
to identify disturbances relevant to market creation and to identify an array
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of relevant actors, their actions, and involved resources and their influence
on resilience during market creation. Indeed, many actors can be involved
in market activities (Nenonen & Storbacka, 2021). As scholars have recently
called for research into temporary market stabilization and the disruptions
involved (Kjellberg & Murto, 2022), efforts to understand the intersection of
market creation and resilience would likely be instructive — especially as mar-
kets likely go through ebbs and flows of stabilization and change as they are
created.
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Extended Abstract

Fashion represents elements of contemporary society and has become a
prominent part of the modern marketing institution for expanding markets
and affecting many aspects of our lives (Atik & Fırat, 2013). Along with the
changes in fashion production with the development of modern factory meth-
ods in 1940s, consumers and manufacturers’ greed to consume and sell more
products influenced the consumer decision-making process. Today, fashion
consumers have endless options, which makes their decision-making process
even more complicated than before. Along with consumer characteristics
and personal factors, many other factors and trends influence the consumer
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decision-making, such as technology, economy, sociocultural and psycho-
logical factors (Rani, 2014). With the advent of new technologies, decision
making of consumers and their attitudes have changed due to the fea-
tures provided by the digital markets (Chaparro-Peláez et al., 2016; Kukar-
Kinney et al., 2016; Yeo et al., 2017). Subsequently, rapidly changing fash-
ion trends, accessibility and affordable prices have changed the way con-
sumers make decisions (Kumar et al., 2018; Srinivasan et al., 2016), encour-
aging excessive consumption, which leads to a “wasteful culture” (Chau,
2012), and raises sustainability concerns among other factors that influence
the decision-making.

In addition to sustainability concerns, since the beginning of 2020, the
Covid-19 pandemic outbreak started to affect people’s daily lives and con-
sumption habits significantly. Government restrictions, infection rates and iso-
lation requirements, social distancing and fear have reshaped the social and
work lives of many. Consequently, the pandemic outbreak and the result-
ing negative consequences such as supply-demand scarcities due to sup-
ply chain disruptions, inflation, and related economic issues such as reces-
sion sharply accelerated the change in consumer decision making. Hence,
as stated also by Sheth (2020), the Covid-19 pandemic has emerged as
an extensive research opportunity to understand changes in consumer be-
haviour while going through a global crisis. While such macro- and meso-
level changes and exogenous shocks impact consumer behaviour and prac-
tices, these changes in consumer practices and approaches in return can
also shape market dynamics, having further impacts at meso- and macro-
levels. Therefore, it is important to examine how markets are endogenously
created and shaped by embedded actors.

In recent years, a large and growing body of literature has focused on un-
derstanding consumer buying behaviour and decision making models that
provide useful insights in this regard (Alavi et al., 2016; Court et al., 2009; En-
gel et al., 1995; Howard & Sheth, 1969; Keeney, 1982; Kumar & Dash, 2016;
Nicosia, 1966; Robertson, 1971; Simon, 1960). It is crucial for marketers to un-
derstand the effects of consumer choices in marketplace (Stankevich et al.,
2017), as consumers have a significant role in shaping markets. However,
creation of new markets is a complex cultural, political, and social process,
which involves participation of different actors (Humphreys, 2010). Market
System Dynamics approach examines how markets emerge and change
over time and how the practices of different constituents, actors and insti-
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tutions shape (and are shaped by) them(Giesler & Fischer, 2017). A large
number of scholars have referred to Market Systems Dynamics to address
the role of consumers in bringing about market change and to understand
how new markets are created or how existing ones are reshaped by con-
sumers (Dolbec & Fischer, 2015; Giesler, 2008; Kjeldgaard et al., 2017; Martin
& Schouten, 2014; Sandikci & Ger, 2010; Scaraboto & Fischer, 2013; Thomp-
son & Coskuner-Balli, 2007; Weijo et al., 2018). While earlier research on mar-
ket system dynamics explores the role of consumers on market dynamics,
only few of these studies were in the fashion context (e.g. Dolbec & Fischer,
2015; Sandikci & Ger, 2010; Scaraboto & Fischer, 2013).

As Baudrillard (2000) states, with its urge to innovate signs, its continuous
production of meaning, and mystery of its cycle, fashion is one of the more
inexplicable phenomena. Furthermore, at macro level, it is influenced by po-
litical, economic, and social happenings (Hedén & McAndrew, 2006). There-
fore, examining the Covid-19 driven changes in consumer decision-making
and in-return the impact of consumer’s role and changes in consumer be-
haviour on market dynamics in the context of fashion becomes even more
interesting. Furthermore, it is important to shed light on the changes in con-
sumer culture, along with the drivers of change and the extended impacts
on decision-making because consumers are among the important actors
creating, disrupting, shaping, and transforming markets (Ruiz & Makkar, 2021).
In this regard, the aim of this study is to gain a deeper understanding on the
changes in fashion consumption and consequent approaches and prac-
tices that emerge at different phases of the decision-making process during
the Covid-19 pandemic outbreak and shed light on the possible implications
for marketers. Moreover, drawing on Market Systems Dynamics approach,
we seek to contribute by providing a theoretical explanation of how the fash-
ion market changes as a result of such meso- and macro- level impacts on
consumer decision-making.

The scope of the study is restricted to fashion clothing and the research is
carried out in Turkey due to its dynamic environment, which is constantly sub-
ject to changes at micro, meso and macro levels. Thirteen semi-structured
interviews were carried out in order to provide deeper insight on the changes
in fashion consumption process and the emerging practices and approaches.
Purposeful sampling was used and due to the special characteristics of the
product category (clothing), women whose income level belong to the upper-
middle class were selected. The age of the informants ranged from 24 to
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40. The interviews lasted from 45 to 60 minutes, recorded digitally and then
transcribed for analysis. Following the guidelines of Spiggle (1994), interpre-
tive analysis of the data was carried out independently by the three re-
searchers and triangulation of the findings were iterative throughout the pro-
cess to enhance integrity of the findings (Lincoln & Guba, 1985; Mariampolski,
2001; Wallendorf & Belk, 1989). Data were coded, compared, and broken
down into themes and categories, following the processes described by Mc-
Cracken (1988) and Arnould and Wallendorf (1994)).

Findings show that the recent Covid-19 pandemic outbreak has caused
major changes in almost every stage of consumer behaviour process, which
are; need recognition, information search, evaluation of alternatives, pur-
chase decision and post-purchase evaluation (Kotler, 2000). Because of
lockdowns, government restrictions on social life, and people worrying about
catching or accelerating the spread of the coronavirus while shopping, con-
sumers avoided or limited visiting physical stores, especially during the early
phases of the pandemic. At the beginning of the pandemic, during the
need recognition stage, consumers were inclined towards buying essential
products rather than spending money on clothing items, which is in line with
previous findings that such traumatic events cause an increase in utilitarian
shopping of consumers (Larson & Shin, 2018). With the increased in-store
purchasing concerns, as consumers cut down spending on fashion clothing,
they started using the items they already have in their wardrobes and sharing
clothes with the family members, which affect the changes in post-purchase
stage of consumption process. Some of the consumers mentioned how they
make use of the clothes that they used to wear outside before, by wearing
them at home, especially with the new working from home dynamics. Fur-
thermore, there is another shift in consumer behaviour during the pandemic
towards comfort clothing, due to the long hours and even days spent at
home. Consumers swapping style for comfort eventually yield 88% increase
in loungewear sales in 2020, which have led fashion retailers and brands to
acknowledge this comfort dressing trend and add loungewear collection
lines to their existing collections and adapt their styles and choice of fabrics
accordingly . The findings further demonstrate that during the lockdowns,
consumers made time to declutter their wardrobes and separate their un-
used clothes or sell them online at second-hand channels. Interestingly, some
of the participants mentioned that, with the pandemic outbreak, there has
been a decrease in disposal, donation or lending of clothes. Rather than

542



giving unused clothes to charities or sharing them with friends, participants
stated that they started making use of those unused clothes by wearing them
at home.

With the relaxation of lockdown restrictions, the desire of clothing con-
sumption shifted to online shopping channels for many consumers, which
aligns with the findings of Liu et al. (2021), Sumarliah et al. (2022), and Youn
et al. (2021). Our findings show that even consumers who are not used to or
who do not like online shopping started to utilize such channels during the
pandemic. However, the findings also show that issues such as uncertain-
ties about sizing, insecurities related to digital payment, vague return and
guarantee policies, and the prejudice about online shopping still prevail as
barriers for some of the participants. Interestingly, since trying on clothing is
a key indicator and part of the shopping experience, brands started to work
on ways to use augmented reality to enable consumers to try on items vir-
tually (e.g., Amazon, Facebook, Gucci, etc.). While advancements such as
virtual fitting rooms and body-measuring technologies are the game chang-
ers to enhance virtual experience online, some of the participants also ad-
dressed their desire towards having tactile experiences offered by physical
stores, particularly the need to touch and feel the fabric of the product. As
a result, retailers started investing in 3D technologies to improve these short-
comings of online shopping. Furthermore, the participants revealed that in-
crease in online shopping also caused changes in almost every step of the
decision-making process. For instance, time spent on information search and
alternative evaluation phases increased and purchase decisions became
more complex than before because of the tremendous amount of online
shopping channels that emerged during the pandemic, as well as the ease
of use that those channels provide. Along with consumers switching to on-
line channels, some of the participants also mentioned how they adopted
new consumption patterns, such as hoarding and panic buying. Some even
mentioned how they started “revenge shopping” to make up for the shop-
ping experience missed due to Covid-19.

While some of the participants tend to buy clothes for foreseen future
events, others postpone their purchases because of the uncertainties caused
by the new variants of coronavirus. Moreover, the findings revealed the so-
cial media’s increased impact on consumer behaviour, particularly on on-
line shopping patterns, during the pandemic. One of the participants even
mentioned Instagram’s power on consumers, particularly the impact of sto-
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rytelling and influencers on their purchase decisions. Since in real life (IRL)
shopping experience was put on hold with the lockdowns, social media
channels quickly adapted themselves to a more valuable revenue stream.
For instance, influencers became a key part of the shopping experience on
Instagram. The influencer marketing world of Instagram, the scroll-to-shop
nature, and the endorsement of word-of-mouth (WOM) eventually evoked
impulse decision of the users. Furthermore, Instagram has changed its shop-
ping experience towards a more user-friendly one where users can purchase
products from almost every part of the application such as feed posts, sto-
ries, reels, IGTV and Instagram Live. Consequently, Instagram reported that
120 million Instagram users tapped on such shoppable posts during 2020 and
44% of people among its 1 billion users use Instagram to shop weekly .

Along with the pandemic driven changes to fashion consumption pro-
cess, other important drivers of change that have important impacts on
fashion consumption of Turkish consumers are the recent economic crisis and
the change in sustainability perception, which were also triggered further by
the pandemic. The analysis of the findings reveal that economic concerns
forced consumers to revert to reuse and resell options, which also support sus-
tainability goals. Economic concerns have also increased discount-seeking
behaviour and decreased impulse buying and hedonic shopping. These
economic concerns accelerated further with the pandemic, which led to
increase in these alternative consumption practices and approaches. More-
over, with the rising concern over environmental sustainability issues, con-
sumers started to become more rational and strategic in their purchase de-
cisions in terms of adopting sustainable practices particularly while using and
disposing of their clothes. Findings revealed that while consumers started
to search for long-lasting, higher quality, trans-seasonal products, they also
started to switch from fast fashion products to more conscious choices. With
the reality of climate change, this could also be an opportunity for the fash-
ion industry to reconsider its traditional seasonal model towards a less distinc-
tive seasonality or even seasonless collections. As stated by Ertekin and Atik
(2020) in their recent research, a major crisis indeed initiated change towards
more sustainable practices.

Consequently, in line with these changes in both macro and micro en-
vironments, consumer behaviour and decision-making process in the con-
text of fashion is likely to become more ambiguous, varied and complex
in the coming years. The findings show that exogenous shocks such as the
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pandemic and economic crisis have led to changes in consumer behaviour
and practices, which is actually expected. What is interesting to examine
is, these unintended adaptations and changes in consumer practice and
approach in return have led to market level changes and some of these
changes have macro and meso level impacts. For instance, some of the
changes and happenings addressed above have led to more sustainable
practices, which can lead to long-lasting changes in consumer behaviour
and are likely to transform the fashion system and shape the fashion market
in the future. Therefore, marketers need to be aware of how consumers react
to meso and macro level changes and how these changes and emerging
practices at all stages of the consumption process can shape markets in the
long term instead of focusing solely on short term commercial gain. Taking
into account the social and environmental outcomes, they need to develop
a more holi stic perspective to consumption process and a comprehensive
understanding of how markets are shaped both by exogeneous factors but
also endogenously by embedded actors in order to devise more agile, re-
silient, inclusive and sustainable strategies to adapt to ‘the new normal.’?
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Creating plastic markets: An ethical
view of market shaping

Jonathan J. Baker Adelaide Business School, University of Adelaide, Australia

Suvi Nenonen Stockholm School of Economics, Sweden

Scholarly and practitioner interest in market-shaping has increased sub-
stantially over the last two decades. Market-shaping occurs through the pur-
poseful efforts of actors aimed at disrupting, maintaining, or creating mar-
ket systems. Shaping actors can be as diverse as firms, consumers, govern-
ments, and NGOs, acting individually or collectively. However, despite the
growth in interest in market-shaping, the literature almost exclusively explores
positive outcomes of shaping efforts, such as increased sales, revenue, prof-
itability, or competitiveness. No study has yet investigated market-shaping
efforts or outcomes from a moral or ethical perspective. In response, this
research explores the rich historic case of beverage container production
and use in the US, post-war through the 1990s. The case highlights the shap-
ing efforts of multiple groups through time, including environmental activists,
states, municipalities, regulators, and especially plastics and beverage man-
ufacturers through their industry associations. The ethics of these shaping ef-
forts and outcomes are explored through the lens of Integrative Social Con-
tracts Theory (Donaldson & Dunfee, 1995, 1999). We find industry collabo-
ration enabled a substantial increase in unethical market-shaping through
the 1980s and 1990s. These shaping efforts by the beverage and container
industries deliberately contravened and undermined the earlier efforts of en-
vironmental activists, regulators and media through the 1970s to highlight
and respond to the growing environmental crisis associated with waste. The
study makes contributions to both market-shaping and business ethics litera-
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tures, and concludes with important implications for practitioners who seek
to shape more ethical markets.
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Neo-Swadeshi Discourse in India:
The Populist Reshaping of a Market

Shafiullah Anis Monash University Malaysia Juliana French, Monash University
Malaysia

Introduction

A new specter haunting the world is the surge of right-wing populism. So-
ciety at large is deeply impacted by neo-fascist tendencies that populist
movements engender. We show that such movements have started to re-
shape the marketplace too. We studied Hindu nationalism (Hindutva) in-
spired neo-Swadeshi populist discourse in India that antagonizes the mar-
ket into an ‘us’ vs ‘them’ binary, favoring Swadeshi (literal meaning: home-
grown) businesses and opposing the “foreign” ones. What is concerning is
the role played by marketplace practices in destroying the democratic ide-
als of the Indian society. In this alarming scheme of macro-level social dis-
ruptions, the key entity that is implicated is the marketplace in furthering the
cause of religio-nationalist polarization.

Witkowski (2021, p. 611) reports on right-wing anti-consumption move-
ments to have “affected entire product classes, specific companies and
brands, individual consumers, and entire communities.” It is imperative that
the populist form of the phenomenon has far significant implications in scale
and intensity. For macromarketing, an understanding on formation, growth
and transformation of a political movement into populism is warranted. We
contribute to macromarketing literature by offering a theorization of populist
form of reshaping the market. We achieve this by a) underscoring the con-
ditions when a political movement transforms into a populism, reshaping the
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market as an outcome b) offering the theorization at ontological level hav-
ing macro-level applicability beyond the ontic contents of the politics and
contexts.

Disruption of an existing market through contestation, evolution, negotia-
tion, innovation, and transformation has found quite an attention from schol-
ars, however, populist reshaping of market as a ‘discursive-hegemonic pro-
cess’ has remained neglected (for an exception, see (Wiart et al., 2022).
The institutional perspective traditionally remained dominant in the field to
explore market transformations has its limits. For instance, the discourse-
theoretical approach of Laclau and Mouffe offers conceptual repertoires
such as post-foundational constitution of society, ‘radical materialism’ of dis-
course, ‘discursive ontology of populism’ which are not available within the
institutional perspective and these are immensely helpful in analyzing in politi-
cized contexts such as right-wing populism (Carpentier, 2017; Laclau, 2005a;
Laclau & Mouffe, 1985).

Using a discourse-theoretical approach we attempt to understand the
populist reshaping of the emerging neo-Swadeshi market in India. We of-
fer an approach that delves into the ontology of the populist reshaping of
the market and its discursive constitution using Laclau and Mouffe’s post-
foundational discourse theory (Howarth, 2000; Laclau, 2005a; Laclau & Mouffe,
1985; Marttila, 2015). We show that markets do get reshaped discursively
where institutions using populist mode of politics re-shape the market by re-
articulating the politico-social meanings associated with consumption. The
populist mode of reshaping the market necessitates immediate attention as
it adversely impacts not only the marketplace but society at large.

Theoretical Framework

We use the discourse-theoretical approach to understand the politicization
of the marketplace and its institutionalization by neo-Swadeshi discourse (Ja-
cobs, 2019; Laclau & Mouffe, 1985) . In this approach, discourse is considered
a practice of signification or meaning-making to fix a particular identity of an
object, subject or practice in order to attain hegemony. As conceptualized
by Laclau and Mouffe (1985), in a discursive ensemble “all objects and ac-
tions are meaningful and their meaning is conferred by particular systems of
significant difference” (Howarth, 2000, p. 101). Thus, our object of enquiry
may include objects, subjects, practices, rituals, institutions and not just the
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Figure 1: Populist reshaping of the market

linguistic and symbolic elements. Further, this “approach to institutional anal-
ysis thus effectively replaces ‘institutions’ with ‘institutionalization’, a gradient
on which discourses can be seen as more or less sedimented” (Jacobs, 2019,
p. 400). As per post- foundational discourse theory, an institution is another
form of discourse which is more sedimented and fixed.

As per Laclau (2005a) there are four conditions for the transformation of
a political discourse into a populism: a) acquisition of ‘the popular identity’
by a hegemonic subject-position. Laclau (2005a) asserts that “we only have
populism if there is a series of politico-discursive practices constructing a pop-
ular subject, and the precondition of the emergence of such a subject is, as
we have seen, the building up of an internal frontier dividing the social space
into two camps” b) populism develops a frontier of ‘us’ vs ‘them’, where us is
represented as ‘the people’ and them is represented as ‘the Other’, the en-
emy c) the common ‘enemy beyond the frontier’ brings together and gives a
discursive stability to the disjoint discourses present in the social field, not due
to a commonality of content amongst them, but due to a common relation-
ship of antagonism with the enemy d) the antagonism woven of differential
discourses into ‘one equivalential chain’ is collectively represented by one
symbol, ‘the empty signifier’ (Laclau, 2005a, 2005b, pp. 43-44). A populist
rupture distinguishes a political discourse from populist discourse when the
equivalential chain subverts the particularistic and differential nature of dis-
courses and a new system emerges as a totality (Laclau, 2005a). This totality,
when represented by a new symbol births the populist discourse.

In this ontological framework, our analysis will entail tracing the reshaping
of the marketplace right from the socio-historical constitution of various dis-
cursive elements to their articulation by different actors and institutions to the
institutionalization of discourses. The populist mode of hegemonic constitu-
tion of the marketplace will remain a salient focus of the analysis.
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Research Context

Swadeshi discourse was originally conceptualized by Mahatma Gandhi (Var-
man & Belk, 2009) as a non-violent anti-consumption movement against British
imperialism. Gandhi, revered as Mahatma (a saint) in India, preached Swadeshi
consumption as a complete rejection of “foreign”

(mainly British) goods and capital. For Gandhi, using home-grown prod-
ucts, changing consumption habits, feelings, and lifestyle meant construc-
tion of self-reliant Indian subject (Eaton, 2013). Gandhi was perhaps the first
left-wing populist leader, who made consumption a political mode of trans-
forming not only the market but also the imagination of the national space
(Sarkar, 2014). In post-colonial India, Gandhi’s Swadeshi discourse was in-
fluential in shaping the economic policies in form of “import substitution in
the mixed economy...until the early 1990s” (Varman & Belk, 2009, p. 688).
Ultimately, India opened its economy to the neoliberal phase of global cap-
italism in 1991 under immense market pressure.

LPG (liberalization, privatization, and globalization, as popularly referred
to) of Indian economy in 1991 brought oppositions from various quarters in-
cluding the Hindu-nationalists, Left parties and neo-Gandhians. While the left
and neo-Gandhians opposed neo-liberal “reforms” for ideology, Hindu na-
tionalist’s opposition was to preserve socio-cultural aspects of people’s way
of life at “mental, physical and spiritual” levels (Lakha, 1994, p. 83). The par-
ent Hindu- nationalist organisation, Rashtriya Swayamsewak Sangh (RSS), im-
mediately launched a new outfit in 1991, Swadeshi Jagaran Manch (SJM), to
oppose liberalization. It is to be noted that current Prime Minister Mr Naren-
dra Modi is from Bhartiya Janata Party (BJP), the political wing of RSS, and
has been a life-long member of RSS. Another stream of Swadeshi conscious-
ness emerged in the consumption sphere after two decades of LPG riding on
middle-class affluence engendered by market liberalization as well as global
popularity of Yoga (Munir et al., 2021).

Founded in 2006, Patanjali Ayurveda Ltd (henceforth, Patanjali) became
the 2nd largest FMCG business in India within a decade (Dsouza, 2017).
Patanjali was founded by a right-wing Hindu- nationalist Yoga guru, Baba
Ramdev (Sitola & Choudhury, 2021). While Patanjali has average outlook in its
business fundamentals prasad2019rise, its Hindu nationalist appeal gets the
masses enchanted. Ramdev has an appeal similar to a right-wing populist
leader with his popular rhetoric that borders on hate speech towards minori-
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ties, includes sexism, and at times involves homophobia (IndiaTimes, 2015;
thequint, 2018) . Officially, Patanjali positions itself as a Swadeshi business and
leaves no stone unturned in attacking foreign businesses and multinational
corporations (Pathak-Narain, 2021). Though Ramdev is not an official mem-
ber of RSS, Patanjali does not deviate from RSS’ ideological stand against
MNCs, globalization, and Western culture. Scholars consider him to be a part
of neo-Hindutva eco-system, which has evolved from core Hindutva ideol-
ogy and has performed cultural politics in the business domain (Anderson &
Longkumer, 2018). As a business, Patanjali not only practices populist rhetoric
but is also an unprecedented market disruptor (Dsouza, 2017) and has re-
shaped the market in favour of Swadeshi ideology. The success of Patan-
jali in the FMCG market has triggered a new wave of home-grown Swadehi
brands and consumer identity projects built on “Indian” identity supported
by PM Modi’s government.

Data and analysis

After familiarizing ourselves with the occurrences of neo-Swadeshi discourse,
we collected data from a variety of actors/institution: a) a civil society or-
ganization (SJM), b) an highly successful business Patanjali c) consumer gen-
erated contents in form of protests, d) government policy documents and
speeches, e) media as an institution supporting the movement, f) other Swadeshi
businesses and their brand communication. A timeline of the phenomenon
and detail of the data

collected is tabulated in table 1. For the analysis, we used a modified
form of six-step method developed by Walton and Boon (2014) for Laclau
and Mouffe’s discourse-theoretical approach.

Findings and discussion

LPG: The temporal constitution of antagonistic frontier When the Nehruvian
socialism became unviable under the neo-liberal pressures of globalization,
LPG in 1991 became the temporal frontier that saw the institutionalization of
Indian economy as an open market. The materiality of this event created a
discursive spark for articulations against globalization. This was the moment
when Hindutva appropriated Gandhian Swadeshi discourse, which had so

555



Table 1: Actors/institutions, data and timeline for the emergence of neo-
Swadeshi discourse

far remained pluralistic and multi-religious.
Hindutva remained committed to Swadeshi discourse, nevertheless„ it be-

came more acceptable to free-markets, privatization and liberalization of
the economy and a selection of discursive elements that is aptly referred to
as State-temple-corporate complex (Nanda, 2011). However, what it could
not accept ideologically was the socio-cultural elements of “foreignness”
that LPG offered.

Patanjali: Institutionalization of cultural politics in the market

Immense popularity of Yoga guru, Baba Ramdev, among the masses and
success of Patanjali to become the second largest FMCG organization gave
Hindutva a confidence in a populist mode of cultural politics in the market-
place. Consumption now became not only an act of fulfilment of desires and
utilitarian needs but also a mode of politics. Businesses could now act as po-
litical leaders guiding the masses towards their own vision of society. Patan-
jali’s rhetoric of economic nationalism, culturalization of politicized consump-
tion, and body-politics through yoga practices and ayurveda became the
discursive mode of populism. Consumption practices needs to be construed
as a discursive performance to articulate what it means to be an “Indian”
citizen which is culturally a Hindu.

Populist dislocation of ‘globalization’

Dislocation of globalization from the LPG discourse was the most successful
endeavor of populism using the rhetoric of us vs them. While the home-grown
brands and organizations were articulated as ‘us’, the MNCs were dubbed
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Figure 2: Populist dislocation of ‘globalization’ and inclusion of Swadeshi in
the chain of equivalence

as enemies of Indian economy. Consumer protests marked their presence on
the internet where consumers created lists of brands that were “Indian” and
the brands to be boycotted for being “foreign”. Swadeshi was included into
the discourse as a mode of curing the economic ailments of the country.

Conclusion

Our preliminary findings suggest that the populist mode of institutionalization
of marketplace has a discursive mode of constitution. Marketplace as a so-
cial object is configured through politio-cultural meaning-making. Once a
particular entity (MNCs and globalization) is otherized by a hegemonic Hin-
dutva discourse, such an exclusion becomes systemic and structured. The
structuration of a hegemonized discourse engenders institutions and iden-
tities shaping the marketplace. It is our observation that Patanjali’s neo-
Swadeshi discourse encouraged home- grown businesses to appeal to In-
dian consumers with Swadeshi appeal, reshaping the market in favour of
Swadeshi businesses. Such a discursive hegemony is the precursor to reshap-
ing of markets and at times engendering a new market. Our findings show
that many start-ups of Indian origins have positioned themselves as “made
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in India, made for India” aligning with PM Modi’s ‘Make in India’ and ‘Self-
reliant India’ campaigns. It is however interesting to note that such start-ups
are still heavily dependent on global capital for funding. This aspect where
materiality of capital is in direct conflict with discursivity of discourse, is an
area that needs to be explored by in future research. As shown in figure
2, ‘globalization’ and ‘Swadeshi’ remain two mutually constitutive discourses
that are antagonistic as well as co-constitutive. For the success of Swadeshi
populism, globalization as a discourse needs to be dislocated, however, such
a hegemonic closure involving rejection of global capital appears distant.
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Evolving brands as agile and closed
systems: Branding to organize
“st(r)agility”

Jan Lies FOM Hochschule Dortmund

Evolutionary economics attempt to explain dynamics within economy,

markets and corporations. This contribution asks what evolutionary think-

ing means for traditional change management when closed systems the-

ory becomes applied. Closed systems exclude direct interventions so

that traditional management is ruled out. Resistance groups in change,

but also brand communities are one popular example for the existence,

relevance and power of closed systems within corporations. Evolution-

ary management is suitable to provide alternative change management

approaches. For this reason, agile branding will be characterized as an

applied alternative to traditional change, which turns out to be ineffec-

tive in a world of closed systems. Hence, brands will be conceptualized

as meso-driven systems. Their function is to incorporate agility into corpo-

rations if they are applied as constructive mutual learning approaches

which learn and teach contemporary values. Brands are agile as they

are steadily observing their environment to incorporate up-dated val-

ues. Consequently, brands contribute to secure market positions by be-

ing strategic. Contemporarily, the rising meaning of purpose-led brands

within Corona crises is one impacting example for brand agility. Para-

doxically, they stabilize corporations as social networks at the same time,

as they provide orientation and identification. Thus, branding provides

stability. It is agile and strategic: “st(r)agility”
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Introduction

This contribution asks what evolutionary thinking means for change manage-
ment and evolving societies. For this reason, agile branding will be charac-
terized as an applied alternative to traditional change, which turns out to
be ineffective in a world of closed systems. Closed systems exclude direct
intervention so that traditional management is ruled out. Thus, it is asked
if evolutionary management is suitable to provide alternatives to traditional
change management approaches. Hence, brands will be conceptualized
as meso-driven systems. Their function is to incorporate agility into corpo-
rations if they are applied as constructive learning approaches which learn
and teach contemporary values. Brands are agile as they are steadily ob-
serving their environment to incorporate up-dated values. Consequently,
brands contribute to secure market positions by being strategic. The claim of
customers that “their” brand contribute to the management and solution of
the Corona pandemic crises is an impacting example of brand agility. Para-
doxically, they stabilize corporations as social systems at the same time, as
they provide orientation and identification. Thus, branding provides stability.
It is agile and strategic: “st(r)agility”.

Evolutionary economics as managing corporate dy-

namics

Evolutionary economics evolve since the late 19th century (Witt, 2016). It
thinks different in comparison to traditional economy, which is impacted by
thinking in equilibriums, rational choice and efficiency. Contrarily, evolution-
ary economics view markets and their environments as a disequilibrium. Evo-
lutionary economics are focused on innovation and uncertainty (Herrmann-
Pillath, 2011).

Evolutionary economics are not like a unique research model, neither do
they include standards of definitions. But there are some typical research
patterns to be met. One frequently met thought of evolutionary economics
are biological processes, especially evolutionary biology and Darwinism in
evolutionary economics by applying the idea of the “survival of the fittest”
including the evolving process driven by variation, selection and retention
(Witt, 2016, p. 548).
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Evolutionary economics as applied management lead to a broad de-
bate on change, re-engineering, agility, and many other ideas regarding
evolving corporations, markets and their environment (Lies, 2012). Taking
“change management” as one major debate leads to a multiplicity of pub-
lications which tend to clarify what (corporate, organizational and/or en-
vironmental) changes are and how they are handled, e.g. as far as the
scope (be it incrementally or radically) or the rate of occurrence is regarded
(be it punctually-radically or continuous-incrementally) (By, 2005). Conven-
tional change management attempts to extensively and sustainably opti-
mize structures, functions and processes aiming to control costs or other suc-
cess related indicators. It is assumed that any action is individually planned
in order to satisfy needs efficiently (Scott et al., 2000).

Another contemporary debate on corporate change represents agility.
Agility was introduced in the early 1990s and started as an open process of
IT project management to accelerate it and to regard the claims of stake-
holders, e.g. clients or other departments. Today “agility” is also discussed
beyond IT management in order to integrate corporate dynamics (Hobbs &
Petit, 2017). Agility management combines and involves project manage-
ment with dynamic, iterative and self-organizing elements. “Agile” became
a hypernym for a number of tools and methods which are more flexible than
traditional project management methods (Schröder & Möller, 2016). Here,
the term “stragility” is introduced as an approach for strategic, agile and
people-powered change (Auster & Hillenbrand, 2016). “Marketing agility
refers to the extent to which an entity rapidly iterates between making sense
of the market and executing marketing decisions to adapt to the market.”
(Kalaignanam et al., 2021, p. 36). Open questions regarding the brand con-
sistency occur if marketing operates in an agile manner which will be dis-
cussed below.

Evolutionary management as applied systems theory — cyber-
netics 1.0 and 2.0

Dopfer et al. (2004) apply systems theory to the evolution of economies in
order to conceptualize the debate of economic complexity. The idea of
economies or corporations as systems is not new at all. Barton et al. (2004)
find a maturity of systemic thinking since the 1970s. “Systemic thinking” is
neither a linear program nor a specific approach, but an evolving process
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Figure 7: Comparing systemic thinking 1.0 and 2.0

of conceptualizing work and progress of entities (Willemse & Ameln, 2018).
Dopfer et al. (2004) provide a micro-meso-macro-systemic architecture. The
micro level analyzes the actors who originate and adopt rules. A rule with
its population constitutes the meso level. An economic system (macro) is
constituted by meso populations. Systems are understood as knowledge
structures. They frame systems which are viewed as rules, which organize
for example economic or political systems.

To shape a characteristic “systems thinking”, it is fruitful to retrace a major
conceptual shift within systems theory from cybernetics of first and second
order, which are both parts of systems theory (Lies, 2011). Systems of first or-
der (or cybernetics of 1st order) are approaches to analyze the processes
and interdependencies of specific entities to derive planning from. Systems
are mechanically viewed and examined by entire control loops (M. Jack-
son, 1993). The following table (see 7) summarizes core aspects of systemic
thinking (Kast & Rosenzweig, 1972; Mele et al., 2010; Willemse & Ameln, 2018),
which also characterize shifts within evolutionary management:

The traditional view of management is shaped by this idea of cybernet-
ics. Applying this to change management, the efforts of change manage-
ment depend on direct interventions by means of top-down management
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measures. They imply the tradition of management as a cycle or regulatory
system to be met in early systems theory, a part of the so-called “first order
systems theory” (Mele et al., 2010). Here, systems are understood as open
systems which enable rationally planned, direct interventions. . . . In contrast
to the analyzing and planning theory of 1st order cybernetics, the 2nd order
cybernetics relocates its focus of analysis. Bertalanffy is known as a found-
ing father of systems theory. He derived insights from biologic systems and
applied them to organizations as systems: Organizations are viewed as or-
ganisms and less mechanical. It is the theory of distinction by observing and
comparing systems and their environment (Bardmann, 2018). A systems the-
ory is an approach to analyze a phenomenon seen as a whole and not as
simply the sum of elementary parts (Mele et al., 2010). “A system by defini-
tion is composed of interrelated parts or elements. This is true for all systems
. . . mechanical, biological, and social. (—) The whole is not just the sum of
the parts; the system itself can be explained only as a totality.” (Kast & Rosen-
zweig, 1972, p. 450).

Systems evolution as an occurrence and changing character of
systems

If systems are assumed as the conceptual foundation of the evolving econ-
omy, especially markets, corporations and their environment which are con-
stituted of systems, too, they need to clarify what systems are and how (new)
systems evolve.

Systems imply a specific collectivism of their members, i.e. congenial per-
ception and operations. C. L. Jackson et al. (2006) conceptualized psycho-
logical collectivism including the following sub-dimensions: Basically, prefer-
ence is required where individuals believe that collective efforts within spe-
cific groups will generally be superior to individual efforts. Norm acceptance
is another aspect that unites participants of a system whereby team mem-
bers comply with group norms to foster harmony. Last but not least there is
goal priority, which will later be named “code”, where team members care
more about the goals of those groups than the ones of their own. The criteria
for the constitution of systems and the sub-dimensions create the evolvement
of systems.

Systems are neither uniform nor static. They are as manifold and devel-
oped as multi-facetted organizations and features of social institutions exist.
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A first step of social structures to become a system is a “quasi system”. Quasi
systems start to shape criteria of a mutual topic and affiliation processes
which are ongoing (Willke, 2000). Roth distinguishes five types within systemic
evolution (1999). Systems evolve from quasi systems to completely integrated
systems. The ability of self-organization makes them become vivid and ob-
servable systems. In preparation for the introduction of closed systems below
and in line with Luhmann, it is assumed here that only autonomous entities
fulfil the required criteria for closed systems. This assumption will become im-
portant as soon as the power of brand communities will be introduced which
is outer control of the branding corporations.

Closed systems as corporate and social agility

Evolutionary management often means that the application of autonomous
operating systems as (internal) dynamics is discussed (Donaires & Martinelli,
2019). The concept of boundaries helps to understand the idea of open and
closed systems (Kast & Rosenzweig, 1972):

• Open systems can be viewed as transformation models. In dynamic
relationships they exchange information, energy and/or material with
their environment. Questions regarding organizations’ ability to adapt
to changes in environmental conditions are often asked here (Mele et
al., 2010). “(—) there is host of organizational phenomena that can-
not be explained as open systems phenomena, but that can be ex-
plained through autopoietic systems theory’s concept of organizational
closure. Organizational culture, for example, cannot be adequately ex-
plained by invoking the principles of open systems theory.” (Magalhaes
& Sanchez, 2009, p. 7)

• In closed systems there are no exchanges of information and matter,
only exchanges of energy. What exactly “energy” means within the ap-
plication of closed systems to organization is to be discussed. It may be
interpreted as a providing “order” (Lies, 2012: 361), e.g. as knowledge-
based structures as mentioned above. Order means the viable system
of individuals, institutions, their processes, functions, cultures and values
impacting their contemporary reality that evolves steadily.

Open systems theory, following Bertalaffny, was influential in the 1970s and
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1980s in understanding complex social systems in their environment. In con-
trast, the closed systems view, following especially Maturana and Varela, em-
phasizes the importance of self-reference and autopoiesis (M. C. Jackson,
2016). “The concepts of open and closed systems are difficult to defend
in the absolute. We prefer to think of open-closed as a dimension; that is,
systems are relatively open or relatively closed.” (Kast & Rosenzweig, 1972,
p. 450). Luhmann contradicts: A system is either autopoietic, or it is not. It is
not able to be slightly autopoietic. Gradual openness is not valid (Luhmann,
2011, p. 33).

The impacting relevance of systems as evolving entities becomes appar-
ent through a focused look at closed systems. After his so called “autopoietic
turn” Luhmann supposes systems to be operationally closed (Seidl & Mor-
mann, 2014). Thus, direct interventions into sub-systems through “manage-
ment by decision” are not valid. Here, the power of stakeholders as systems
are located.

Systems operate by specific codes – within the economy this code is (non-
)property and within the market it is (non-) payment (Luhmann, 2011). Sys-
tems decide autonomously how to perform codes as they are autopoietic.
This autopoiesis is a concept developed through the pioneering work of Mat-
urana and Varela (2012) in biology and enables the distinction between liv-
ing and non-living systems (Magalhaes & Sanchez, 2009). Self-reference and
autopoiesis enable to terminate the opposition between open and closed
systems (Mele et al., 2010).

Nevertheless, systems depend on the evolvement of their environment by
observation to organize (new) rules which determine systemic operations.
Thus, they are structural coupled, e.g. by language which couple social
and psychic systems. Thus, observation is the core process for systems to
derive operations (outside-in thinking) (Luhmann, 1984). Here, the theoretical
basis of brands as social systems driven by constructed meaning is located
(Franzen & Moriarty, 2015), which will become important when brands are
conceptualized as systems.

Viewed from traditional management of organizations it is difficult to imag-
ine that there exists an impacting system of communication beyond “real
actors” which make it unlikely that direct intervention succeeds (Willke, 2005,
p. 2ff). But there are various examples that illustrate the existence and rel-
evance of closed systems within organizations beyond cultures mentioned
above: Managers as “old boys networks” or employees as “brand ambas-
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sadors” are just two examples. Resistance groups within change manage-
ment processes are another popular example of such closed systems. If
corporations are understood as closed systems, this requires to analyze al-
ternatives to traditional management within the systems theory of the sec-
ond order (Luhmann, 2013). Corporations and their sub-systems (sites, units,
teams—) always continue to develop (Charlton & Andras, 2003). Luhmann
states: “Autopoiesis is accordingly possible only if the system is in a constant
state of uncertainty about itself in relation to the environment (—).” (Luh-
mann, 2011, p 30) Summarizing, agility according to Luhmann means above
all —

1. to steadily observe the environment in order to detect differences be-
tween the own system and others.

2. to state that operations are only derived from system’s rules (autopoiesis)

3. to develop alternatives to top-down management by intervention (op-
erationally closure).

4. to mutually align operations to the expectations of each other (contin-
gency)

5. to facilitate making psychic processes observable, i.e. to enhance com-
munication

Agility is regarded as a “dynamic capability” that enables an organization
to detect external unanticipated changes (Yang & Liu, 2012). This capability
is detailed in the Luhmannian concept of closed systems, which make him to
a “hidden champion” of agile management (Lies, 2020). The challenge of
management is not the manner how to change systems, but how to achieve
a sustainable stabilization of such (Schumacher & Rüegg-Stürm, 2012). Agile
requirements and brand continuity occur as a paradox (Kalaignanam et al.,
2021). For this reason, brands will be introduced as systemic evolutionary
management in the following.

Systems theory as agile brand management

Tropp (2014) indicates marketing as a system, since it develops a specific
meaning. It is related to specified roles and functions that lead to operational
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closure of systems and, thus, cannot be controlled externally. To introduce
brands as systems and/or systemic artifacts, a short review of the evolving
debate on branding follows. It retraces the evolution of brands as media
(e.g. the brand as a logo) to brands as systems (e.g. brand communities).

Evolving brands

To understand this evolutionary view of branding, a short overview on the
evolving debate of branding is provided in the following. The history of brand
management is frequently reviewed (e.g. Bastos and Levy (2012); Roper
and Parker (2006)): The idea of the brand started as a sign of its owner and
brands became central to marketing - since about 1920 (Low & Fullerton,
1994). Brand management meant “brand building”. Later the brand rep-
resented image rooting in the identity of its corporation (since about 1940).
Since about the 1980s, the meaning of emotions and values beyond the
function of the product or other brand objects was emphasized aiming to
gain brand loyalty. Here, the notion of brand orientation rises. “Brand orien-
tation can be regarded as a strategic approach where the brand becomes
the center around which the organization’s processes are created through
interactions of stakeholders” (Sepulcri et al., 2020, p. 99). Brands sustain stake-
holder relations as long-term capital assets and turn social values into brand
equity (Wood, 2000). Brands stabilize relations and turn from the communica-
tive to the behavioral focus, characterized as identity-based, brand-guided
behavior of corporations (Kernstock, 2012). According to this development
since about the 2000s, the importance of the community and systemic view
of branding rises. Brands are discussed as evolving stages lasting from quasi
brands to fully integrated systems (Roth, 1999).

Brand paradigms: turning from products to systems

The snapshot of the multi-facetted discussion of branding above is structured
by several contributions with providing “eras” (Oh et al., 2020) or “paradigms”
of branding (Louro & Cunha, 2001). Consequently, several branding paradigms
evolved. Brand paradigms (see 8) can be characterized as a deep-seated
way of seeing and managing brands (Louro & Cunha, 2001):

The shift from product paradigm to the adaptive-systemic paradigm indi-
cates that brands today showcase the relevance of evolutionary economics
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Figure 8: Tab 2: Paradigms and views of branding
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for managing dynamic corporations. In the early eras of branding they were
characterized as media, e.g. brands as logos or names. Later brands be-
come systems. Brands today are also understood as social forces impacting
the perception of markets. This means that the character of brands in a world
of evolving systems is not clear yet:

• Brands as systemic artifacts: Brands aren’t systems, but institutions or arti-
facts of systems, e.g. media, codes or communication tools/processes.

• Brands as systems: Brands include an object (e.g. a product, corpora-
tion or destination) as well as a group of customers (as its brand com-
munity) and constitute the brand that operates harmonizing and/or
conflicting within specific social networks, which constitute systems, e.g.
brand communities.

This hybridity of branding – brands as media and brands as systems –
needs to be discussed to clarify the role and character of brands in an evolv-
ing world of systems.

The fluid character of brands: Media and/or systems

At first glance, it seems theoretically to be contradicting that brands are both
media and systems. From a practical point of view, the question if brands are
media or systems is important as they implicate different opportunities and
requirements for the effectivity of the brand management:

• Brands as media are passive. They are systemic artifacts or institutions.
Their function is to observe and to get observed, e.g. from customers
or other stakeholders. They refer to the inside-out paradigm of brand
management. Here, brands provide a dynamic impetus. However, they
are static as media aren’t vivid.

• Brands as systems are vivid and start to communicate. They start to
evolve due to their own rules and are out of control of the manage-
ment. They refer to the outside-in paradigm of brand management, as
they are able to impact the brand’s corporation. Brand communities -
and not the information channels - impact the operating relevance of
brands.
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From the theoretical point of view, this duality is not suitable, as only sys-
tems possess the ability to organize themselves (Hüllemann, 2007). Neverthe-
less, these views “brands as media” and “brands as systems” are not con-
tradictory as soon as a dynamic observation of systems is applied. Brands
evolve and, besides, brands contribute to the evolution of their branding
corporations and beyond if are just fashions are mentioned. For corpora-
tions and customers it is crucial to understand when and how new brands as
systems occur:

• The occurrence of a new code and function: In contrast to biological
systems, social organisms are “born” by ideas. “Ideas” are not easy to
define as they may include ideas as “creative inspiration”, “thoughts”,
“notions”, “conclusions” and many more processes within the psychic
system (Bretschneider, 2012).

• The engagement of participants: Schmitt (2012) provides a psycholog-
ical process model which conceptualizes the relational paradigm of
brands: 1. Identification, 2. Integration, 3. Experiencing, 4. Signifying
and 5. Connection. — Brands are suitable to be perceived as identity
signals, as symbols which invite to connect with brand communities de-
scribing. The connection of individuals to a brand community frames a
group of users and/or fans sharing specific values incorporated by the
brand. This model means that brands become “human-like” institutions.

This psychological process model seems to match with the sociological
debate regarding the constitution of social identity, which provides a dy-
namic social-individual model of consumption and branding. (Jenkins, 2014)
conceptualizes a dynamic interplay of groups as entities of participants with
relationships (self-identification of collectivity) on the one hand, and cate-
gories as observed and characterized entities identified by viewers, e.g. per-
sons of special waging groups (third person identification of collectivity) on
the other hand. Brand communities start to communicate and, thus, begin
to interact and produce mutual knowledge. A new systemic order emerged.
According to Kapferer (2008) brands become “vivid”.

Branding as applied systems: micro, meso, macro

If brands as systems are assumed, a broad range of applied systems theory
is to state. Returning to the micro-meso-macro structure of systemic think-

572



ing, the following examples of brands within systems - characterizing it as a
dynamic system - can be found (see 9).

In the following, brands will be discussed as meso-driven systems which
are suitable for both stabilizing and dynamizing corporations as systems. They
showcase the insight that evolving economy is meso-driven.

Brands as meso-driven meaning systems: values for stabilization
and dynamization

Thurm views brands as specific systems mutually framed by corporations and
customers (Thurm, 2000). Generally speaking, brands are systems consist-
ing of social networks which organize themselves according to their values
and thus impact the behavior of the brand community (Otte, 1993). The
view that brands are social systems implies that brands follow a shared code.
These codes are not standardized, as brands provide distinct values, e.g.
“lifestyle”, “purpose” or “aesthetics”. Strong brands are community-driven
as they enchant their stakeholders (Füller et al., 2008) and, thus, represent
their shared values. The over-individual co-ordinating outcome of brands
corresponds with Dopfer et al. (2004) view that economic systems are meso-
driven. Brands impact themselves and other stakeholders (micro-level). Be-
sides, brands shape markets and even societies, if just “green brands” are
regarded (macro-level).

Social networks as markets meet the brand view of negotiated brand val-
ues, e.g. fashions or “life style”. Forming the stakeholders’ point of view, they
get involved in this process as they seek to reinforce their claims: social move-
ments are not just political coded networks, but also lifestyles which impact
brands. Here, the contemporary claims of stakeholders and their power to
brands become showcased with purpose-led brands. “Purpose” mean aims
beyond markets, e.g. sustainability or other ethic values. For example, cus-
tomers want “their” brands to contribute to crisis solution. Brand communities
forced branding corporations to adopt their behavior in order to contribute
to crisis prevention. Popular brands, e.g. a perfume retailer, experienced a
heavy digital firestorm when they decided to open its doors within the pan-
demic crisis. After the firestorm, the corporation apologized and closed its
site doors. Thus, brand communities forced corporations to re-decide an ed-
ucate their management what brand compatible behaviour means (Lies,
2021).
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Figure 9: Selected research of brands as systems
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Bronnenberg et al. (2019) distinguish the following dimensions of eco-
nomic brand values: 1. Brand equity and consumer demand (e.g. aware-
ness, consideration, search), 2. Consumer brand loyalty (e.g. evidence for
brand choice), 3. Brand values to firms (e.g. measuring brand value) and
4. Contributions to firm strategies (e.g. branding strategies to increase rep-
utation). These approaches of measuring brand values include two major
views: The customer view and the corporate view. If systems are united and
at the same time separated by specific codes, corporations need to deal
with the existence of “multi-rationality”. The assumptions of multi-rationality
and contingency (see above) provide the nucleus for corporate agility and
stabilization. Consequently, brands effect both stabilization and agility of sys-
tems:

• Brands as stabilization: Brand stabilize mutual relations by providing ori-
entation and identification enabling reputation.

• Brands as dynamics: On the contrary, brands become agile by mutual
observation and perceived gaps leading to the derivation of action.

Both impacts of brands represent the power of systems that mutually con-
trol themselves without any direct intervention. It is fairly typical for Luhmann’s
systems theory that brands are paradox as they represent agility and stabi-
lization at the same time: They are agile institutions when they provide dy-
namic competency of corporations by increasing opportunities to observe
the currently valid stakeholder values and stabilize the relations with brand
communities. This mechanism serves stabilization as they organize order by
shaping the meaning. Accordingly, they are also strategic as the contribute
to secure market positions: st(r)agility.

Brands as dynamics: Applied evolutionary branding

Wu & Ardley (2007) applied evolutionary theory to brands. The ability of
brands to survive depends on their fitness of reproduction in a hostile envi-
ronment. The task of the corporation is to enable brand mutations to survive
and prosper. Evolution and branding include at least four dimensions: 1.
Brand building and 2. brand renovation assume that corporations possess
brand control to impact their environment. Both dimensions mean to af-
fect the environment by providing observation plots for others. In contrast, 3.
brand emergence and 4. brand evolution include the power of stakeholder
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Figure 10: Viewpoints regarding corporate brand control and market dynam-
ics. Source: in further development of Rindell and Strandvik (2010)

communities and assume, thus, limited brand control of corporations which
corresponds with the idea of brands as closed systems (see 10).

Thus, brand renovation and building become part of traditional brand
management by intervention. Brand evolution and brand emergence are
valid as evolutionary brand management. They bridge brand management
and change management when branding becomes an interaction process.
They are suitable to impact the branding corporation, e.g. regarding pro-
vided product features, production processes and/or provided values. The
connection between change management and branding so far is a marginal
note within change management. The following table provides an overview
of selected contributions analyzing brands as change management (see
11).

If brands mean shared value and require an ongoing synchronization of
corporate identity and values of third parties to keep stakeholders as mem-
bers of selected brands (de Chernatony & Cottam 2008), the crucial mean-
ing of brands as teaching and learning systems becomes obvious. “Value
synchronization” means mutual learning and teaching of corporate and stake-
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Figure 11: Branding as change management

holder values and operationalize the processual agility within brand as sys-
tems.

Branding as transformative learning

The probably most apparent discussion about the congeniality of branding
and education can be discovered within knowledge management. “One of
the major motivations to interact with a brand community is knowledge ex-
change. Frequent social interactions of community members provide oppor-
tunities to learn. Therefore, it can be expected that a stronger identification
with the community is positively associated with brand knowledge.” (Fuller et
al., 2008: 612f.) There are many examples where corporate communications
mean education and, thus, knowledge management: Internal communi-
cation as information providing, the translation and adoption of brand mes-
sages to different stakeholders, brands as stored brand knowledge, advertis-
ing as storytelling and applied didactics by transferring news through narrat-
ing, and many more (Lies, 2015). The process of learning controlled by public
relations is mutually conceptualized. The inside-out process of brand edu-
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cation (“brand-u-cation”) is shaped by the traditional paradigm of brand
planning (Lies, 2021):

• Inside-out education: The traditional derivation of target groups by plan-
ning strategic objectives, the conceptualization of brand values and
messages and its campaigning, e.g. within advertisement or digital so-
cial media marketing following the planning cycle of management.

• Outside-in education: Referring to brands as aesthetic-driven social move-
ments and brands as steady actualizing social systems.

Didactics is characterized as the science of teaching and learning, while
on the contrary pedagogic analysis is outlined as questions of bringing up.
Accordingly, didactics are often understood as one area of pedagogic (Kron
et al., 2014). The idea of education fundamentally changed in the last cen-
tury: Four categories of educating theories are popular. They have to be
viewed as streams of discussions which are not isolated, but influence each
other (Olusegun 2015, Riedl 2004; Terhart 2005):

• Educational theories: Teaching as educational encounters of selected
teaching tasks and the learning generation popularly discussed in the
1950s. The teacher defines selection, arrangements and explication of
classes related to the knowledge of students. Methods of teaching are
less important here. Consequently, teaching becomes moral-practical
arts.

• Learning and teaching theories: Since about the 1960s, they argue from
the teacher’s point of view and focus on the psychological process of
learning. The teacher as the “lecturing intelligence” within a given set-
ting of learning groups and curriculum. The applied teaching has to be
measured and controlled. Instead “educational encounters” teaching
becomes a “rational task-related teaching-learning-process”.

• Communicative interaction theories are understood as counter-reaction
to the theories mentioned above. Classes become social interaction;
education turns from “instruction” to “interaction”. Only one contribu-
tion to this discussion is the approach of pedagogical relations with the
item of symmetric communication, mutuality and more aspects to bal-
ance the “give-and-take” within teaching and learning (Bönsch, 2006).
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• Systems theories and transformative learning: Due to these theories,
knowledge isn’t real, but constructed. Teachers cannot instruct learn-
ing, but initiate learning processes. Systems theory belongs to the con-
structivist theories. One contemporary development referring to the
constructivist theories is the approach of transformative learning. The
term “transformative” refers to the learning outcome which crucially
depends on the (self-) reflection of experiences enabling the change
of individual frames (Mezirow, 1997).

In the following it will be shortly retraced that brands as education evolve
congenially with the development of education: As mentioned above, brand-
ing as a management tool operates to generate brand awareness as a need
to establish recall and recognition within the “bombardment” of marketing
messages (Aaker, 2012). Thus, branding becomes a marketing technique
containing didactic aims. Education applies several principles to increase
learning success, e.g. principle of elementary reduction, principle of illustra-
tion, principle of relational mutuality ((Lies, 2015; Reusser, 2008; Riedl, 2004) —
see 12).

Brand communication and its methods and tools implicitly or explicitly ap-
plies these principles. Against the background of educative principles, brand
events, fashion cycles or digital brand communities represent the ongoing
network based on educating brand values. Conceptually, systemic “brand-
ucation” (Lies, 2021) is an approach which last beyond markets or crisis.
Brands represent negotiated values. Thus, they serve as platforms for sustain-
ing authentic brand activism (Vredenburg et al., 2020). It, thus, avoids woke
washing if brands and their communities steadily mutually teach and learn
their values and facilitate social processes, e.g. with “purpose” or “green”
values.

6. Conclusion: Evolutionary management as agile

branding to organize st(r)agility

Evolutionary economics within systems theory is much more than a theoreti-
cal debate. The approach of closed systems as a core concept of evolving
economies provides a conceptual room to explain the contemporary role of
branding. Closed systems are supposed to be operatively separated. Brands
as brand communities are able to become closed systems which heavily
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Figure 12: Branding as (transformative) education
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impact their corporations both positively and negatively. They are ambidex-
trous as they are an alternative to traditional change management. Besides,
they are at the same time a systemic force which are outer control of man-
agement because systems are operationally closed — in theory and prac-
tice. Theoretically, brands as closed systems mean st(r)agility, as they provide
stability by orientation, identification and, thus, customer loyalty. At the same
time, they mean agility aiming to update contemporary values and to orga-
nize its necessary processes and functions. Hence, brands become part of
the change management. Both make brands contribute to strategic market
positions. Accordingly, brands are st(r)agil. For the practice of branding this
means that brand management requires educative competencies. This in
turn means that the practice of brand management evolved and changed:
Branding not only means media management by developing brand logos
or messages to arrive at a certain position. Branding today means mutual
learning and teaching and, thus, depends on sociability. Social media and
content marketing become transformative education systems to mutually
evolve brand values. Knowledge management is the congenial bracket of
evolutionary management and branding. This is an evolutionary branding
competency which is yet to be developed.
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Flying High or Freefalling?
Transformation of Marketing Systems
by Commercial Drones

Stefanie Beninger IE University Karen Robson University of Windsor

A new technology - drones - has tremendous promise to enable mar-
keters to transform existing marketing systems. Drones often take the shape
of airplanes or helicopters and vary drastically in size. Due to their versatility
and ability to operate outside of traditional marketing offerings, commercial
drones are uniquely poised to make a significant contribution to marketing
systems. For example, drones have potential to overcome gaps in the criti-
cal domains of the internet, healthcare, energy, and water provision, among
others. For example, drones are currently delivering needed medicines to
rural areas, conducting needed surveying in the wake of environmental dis-
asters, and supporting firefighting actions. Drones could therefore transform
the lives of many by facilitating delivery of key products and services and
provide much needed support in moments of crises.

Yet, the use of drones brings up concerns that require careful consider-
ation. While drones can provide a number of crucially needed services in
more sustainable ways, they also have potential to inflict harm, such as phys-
ical and financial harm. For example, drones can threaten privacy, disturb
wildlife, or interfere with passenger airplanes while, if they crash, drones can
injure people or cause wildfires, among other concerns. Despite these com-
pelling issues, scant research yet considers the implications of marketing with
drones in the commercial domain (Beninger & Robson, 2020). Marketing
scholars have also been called upon to understand marketing systems, in-
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cluding their technological evolution and its dynamics and delivery systems
(Layton & Duffy, 2018). Towards addressing these gaps, this study qualita-
tively surveyed drone experts around the globe while drawing on an array
of secondary data to explore the benefits and harms of the commercial use
of drones. The results provide detailed insights into commercial drones, with
implications for our theoretical understanding of the role of technologies in
transforming marketing systems.
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Societal Transformation through B2B
Brand Activism

Sommer Kapitan Auckland University of Technology

Joya Kemper University of Canterbury

Jessica Vredenburg Auckland University of Technology

Amanda Spry RMIT University

A social stance can help B2B brands gain more legitimacy, awareness,
and stronger positioning in a heavily interconnected marketing system. Insti-
tutional theory posits that the need to remain legitimate can drive organiza-
tions to adopt a given set of practices (Scott, 2014). In this vein, organizations
gain stability, survival, and institutional legitimacy when they imitate the be-
havior of those operating in the same institutional environment (DiMaggio &
Powell, 1983). This a compelling driver for B2B brands.

Key to building B2B brand value, B2B brand activism, draws on B2C brand
activism (Vredenburg et al., 2020) to achieve a novel avenue of co-creation
and shared vision for stakeholders (Beverland et al., 2007; Guenther & Guen-
ther, 2019) through the adoption of socially-oriented innovations, operations,
and engagement, which communicate the brand’s values and benefits and
in turn achieve legitimacy for the B2B brand (Gustafson & Pomirleanu, 2021).
Importantly, pressure arises from all stakeholders to respond to social prob-
lems, and not only from customers of B2B offerings. Thus, B2B activism efforts
can stem from any stakeholder in a bid to remain legitimate.

Through depth interviews with 15 B2B brand and B2B service brand practi-
tioners, our findings reveal that B2B brand activists tend to view social problem-
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solving actions and messaging as part of interdependent and shared ac-
tions, rather than taking an independent stand. In this way, B2B brand ac-
tivism is shaped by and also shapes responses within a broader network. We
add to an expanding set of literature which evolves B2B brand value beyond
a more singular focus on dyadic buyer-seller exchange (Bonnin & Alfonso,
2019; Gustafson & Pomirleanu, 2021). This disparity is likely because practices
evolve alongside pressure to act in most market systems, and especially in
systems characterized by shared information and pooled investment in re-
sources and technology, such as the B2B context (Finch et al., 2015; Layton,
2015).

More recently, branding has been shown to facilitate positive market and
societal system change while still pursuing profit (Spry et al., 2021) and still
having to make difficult choices when conflicting stakeholder demands arise
(Iglesias & Ind, 2020). Thus, while it is beyond the scope of this paper to
argue these moral perspectives, strategic B2B brand activism suggests a shift
in thinking towards a first and foremost benefit for society.
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