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600 / The Effects of Mortality Salience on Consumption

people under MS will be more satisfied with a chosen alternative if
they chose it from a large (vs. small) set. When mortality is not
salient, we expected to replicate past research showing that people
are more satisfied with options picked from small (vs. large) sets.

Study 1 was a 2 (mortality salience vs. control) X 2 (small vs.
large set size) design. MS was manipulated by asking participants
to think about their own death or dental pain. Participants were
presented with an assortment of six (i.e., small set) or 30 (i.e., large
set) chocolates on the computer screen (Iyengar and Lepper 2000).
They were asked to hypothetically choose a chocolate from the
given assortment. Participants then rated their anticipated satisfac-
tion with the option they selected and with the choice process. There
was a significant interaction between MS and set size on satisfac-
tion with the choice process. Participants in the MS condition with
30 options felt more positive about the choice process than did
participants with only six options. Participants in the control
condition felt equally positive in the small and large set conditions.
Also, the results indicate a significant interaction between MS and
set size on feelings of having too much or too little choice. In the
dental pain condition, participants with 30 options felt they had too
many options to choose from while participants in the six-option
condition felt they had too few to choose from. This effect was
attenuated in the MS condition, with both those having six-options
and 30-options feeling more comfortable with the number of
options available. This suggests that participants whose mortality
was made salient were not overwhelmed by larger sets.

Study 2 was a real choice situation. It was a 2 (mortality
salience vs. control) X 2 (small vs. large set size) design. MS was
manipulated using drunk-driving advertisements. In the MS (vs.
control) condition, participants read a print ad that explicitly
mentioned (vs. did not mention) death as a possible consequence of
drunk-driving. Participants were presented with an actual assort-
ment of six or 30 chocolates and asked to choose and taste a
chocolate from the assortment. Participants then rated their satis-
faction with the selected option and with the choice process.
Consistent with prior research, in the control group, participants’
satisfaction with the chocolate was lower in the 30- as compared to
six-option condition. In contrast, in the mortality salience condi-
tions, participants’ satisfaction was higher in the large set than the
small set. This same pattern was found for participants’ feelings
about making the choice. There was also a significant interaction
with regards to experienced regret. In the control group, partici-
pants experienced more regret at having selected the given choco-
late in the large rather than small set condition. The effect was
reversed in the mortality salience condition, with less regret exhib-
ited in the 30 option condition.

What is the underlying reason why this would occur? We posit
that the psychological benefits of more options override the costs
under mortality salience due to increased perceived control over the
choice environment. We expect that mortality salience increases
people’s desire for control and this then affects perceptions of
control over the choice context. In Study 3, we examine whether
mortality salience increases people’s desire for control. Indeed,
participants in the mortality salience condition expressed a greater
desire for control. This effect persisted even after controlling for
participants’ trait anxiety. Furthermore, the differences in desire for
control were not driven by mood.

These findings enrich the literature on both MS and choice.
We identify how consumers might use choice situations to exert
control and consequently deal with the anxiety produced from
mortality salience. Our studies identify MS as a moderator of set
size effects as well as explore when and how the benefits of “too
much choice” may override its costs.

“Shop ‘Til You Drop: The Effect of Mortality Salience on
Consumption Quantity”

Naomi Mandel, Arizona State University
Dirk Smeesters, Tilburg University

Since September 11, 2001, Americans have become increas-
ingly aware of their own inevitable mortality. Many people believe
that “danger seems to lurk in every corner of life, from children’s
toys to McDonald’s coffee, anthrax to secondhand smoke, West
Nile virus to SARS.” (Spencer and Crossen 2003). One way that
individuals cope with their existential concerns is through their
purchasing habits. For example, Mandel and Heine (1999) found
that consumers exposed to death-related information demonstrated
increased interest in purchasing luxury brands, such as Lexus and
Rolex, which may reinforce a consumer’s perceived value within a
consumer-driven culture. These results have also been replicated
among Japanese consumers (Heine, Harihara and Niiya 2002).
However, because the above researchers did not control for the
prices of the items chosen in their study, an alternative explanation
for their results is that mortality salient individuals simply want to
spend more money than do control individuals, regardless of the
status of the products purchased.

To investigate this possibility, the current research examines
whether exposure to death-related stimuli can affect the quantity of
items purchased, as well as the dollar value of the purchase. Unlike
the few studies that have previously addressed the effects of
mortality salience on consumers (e.g., Ferrarro, Shiv and Bettman
2005), this research focuses on the quantity of products purchased
and consumed, rather than consumers’ choices between a given
assortment of products. In a series of experiments, we demonstrate
that consumers who have been recently reminded of their own
impending mortality wish to purchase higher quantities of products,
such as food and drinks, than do their control counterparts. We also
examine several possible explanations for our results. The various
explanations we test are all derived from Terror Management
Theory, because mortality salience can affect individuals through
various paths.

In Study 1, the mortality salient (MS) group wrote a short essay
about their thoughts regarding death, while the control group wrote
a short essay about going to the dentist (both of which should result
in negative affect, but not necessarily death-related thoughts).
Participants were then told to circle all of the items from a prepared
grocery list that they intended to buy in the next week. MS
participants selected significantly more total items (M=30.64 vs.
23.28; F (1, 30)=7.47, p<.01) than did control participants, includ-
ing significantly more fresh vegetables, fresh meats, canned meats,
and frozen foods, as well as snacks and drinks. Therefore, it is
unlikely that our participants simply wished to “eat, drink, and be
merry” (Ferrarro, Shiv and Bettman 2005), since they increased
their consumption of both healthy and unhealthy foods. Study 2
utilized the same manipulation as study 1, but asked participants to
imagine that they were hosting an informal party for friends, and to
circle the items on a hypothetical shopping list of items they might
buy for a party. MS participants selected more items from the
grocery list (M=25.64 vs. 22.73; F (1, 384)=4.84, p<.05), spent
more total dollars (M=$139.85 vs. $125.02; F (1, 384)=4.70,
p<.05), and spent a higher percentage of their budgets (M=131% vs.
113%; F (1, 384)=5.84, p<.05) than did control participants. Study
3 replicated these results with individuals’ choices of snacks and
drinks, and also established self-esteem as a moderator. The MS
effect was more pronounced for low self-esteem individuals than
for high self-esteem individuals.

The goal of study 4 was to examine whether activating
mortality salience also activates the cultural norm of conspicuous
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consumption, causing individuals to purchase more as a way to
prove their value to society. If this explanation holds, we might
expect that activating mortality salience should also activate con-
structs related to consumption and materialism. Therefore, partici-
pants should be more likely to complete word fragments with words
related to shopping, money, and/or eating. We also altered the
control manipulation (from “dentist” to “pain”) to control for an
unintended alternative explanation for our prior results: that people
simply don’t like to think about eating immediately after going to
the dentist. And while we replicated the main effect of mortality
salience found in studies 1-3, there were no significant differences
in the number of word completions of investment words, shopping
words, or eating words as a result of the MS manipulation. There-
fore, the cultural norm explanation was not supported.

Study 5 explored whether MS individuals wish to consume
higher quantities in the present time frame because they have a
higher discount rate. In other words, perhaps because they believe
that they might die soon, they would rather spend their money on
items that can be consumed immediately, rather than to save their
money, which will be useless to them upon their deaths. If this
reasoning is true, they should be willing to spend more money than
control subjects in order to consume a product now, rather than at
a later date. Following a procedure similar to that of Loewenstein
(1988), in one condition we asked participants how much they
would be willing to pay to speed up delivery of a purchased item,
and in a second condition we asked participants how much less they
would be willing to pay in order for the delivery of an item to be
slowed down (from its expected delivery date). Manipulations were
as in study 4, resulting in a 2 (Prime: death vs. pain) X 2 (Delivery
Change: Slow down vs. speed up) between-subject design. As
predicted by the “die broke” explanation, MS participants were
willing (in both the slow-down and speed-up conditions) to pay a
higher premium than were control participants to receive both an
iPod (M=$39.33 vs. $25.31) and a gift card (M=$27.29 vs. $18.52)
immediately, rather than later.

In sum, we demonstrated consistently the effect of MS on
consumption quantity, using different manipulations of MS and
different measures of consumption quantity and spending. We also
tested various explanations for this effect. The results indicated that
consumers engage in higher consumption and spending, not be-
cause they want to endorse a predominant cultural norm (i.e., the
norm of consuming), but rather because they want to “die broke”.
Consumers may also want to boost their self-esteem by spending
their money to make them feel good again. Therefore, effects were
more pronounced for low self-esteem consumers than for high self-
esteem consumers.
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Ordinary Resistance as a Parasitic Form of Action:  A Dialogical Analysis of Consumer/Firm
Relations

Dominique Roux, Paris 12 University-IRG, France1

INTRODUCTION
Holt’s (2002) article on dialectical relations between consum-

ers and brands has usefully stressed the centrality of the market as
the locus of construction of people’s identities. Postmodern as well
as critical approaches of resistance tended previously to overem-
phasize either consumers’ freedom through emancipatory projects
(Firat and Venkatesh 1995) or the market’s domination through
imposed codes and seductive practices (Murray and Ozanne 1991).
But it seems as inaccurate to idealize consumer power, as it is to
overvalue market dominance. In challenging the first perspective,
poststructuralist approaches have unveiled the mechanisms by
which individuality is originally constructed by social fields that
tend to shape and reproduce a system of tastes (Bourdieu 1984). As
a consequence, consumers are neither ontologically free to choose,
nor ontically free to escape socially constructed mental structures
acquired primarily through language (Elliott and Ritson 1995). For
that reason, individuals are constrained, most often unwittingly, by
a web of power-based relations.

Conversely, the taken-for-granted hegemony of firms needs
also to be reconsidered. Firms mainly owe their existence to a
sufficiently long-lasting willingness on the part of consumers to
buy their offerings. They can be challenged both by dissatisfied
consumers who denounce their social or commercial practices
(Kozinets and Handelman 1998) and by alternative forms of com-
munities, which create shared solidarity upon adversary actions
(Giesler and Pohlmann 2003; Hemetsberger 2006). Both parties–
firms and consumers–are in fact indissolubly linked by common
interests (Holt 2002). Moreover, since each interpretation seems to
be shaped by a particular socio-ideological framework, they tend to
conceal the inherent nature of power–which is both dialogical and
dialectical and cannot be grasped, except in a simplistic manner,
from a single perspective. As Foucault (1982) pointed out, resis-
tance must be regarded as the telltale sign of power relations, just
as power relations should be considered as inherent elements of
social relations. But resistance is also a contingent reaction: though
coextensive with human interplay, it does not necessarily happen
everywhere, all the time, among all consumers or in opposition to
everything. It represents a specific type of response that occurs at
the intersection of individuals and their interpretations of a situa-
tion. It acts as a sometimes vehement, but other times silent,
denunciation of the discourses and practices of power (Hirschman
1970).

In accordance with this dialogical conceptualization of power
and resistance, this paper first puts forward a theoretical framework
capable of grasping and classifying a wide range of resistant
behaviors that have been identified and depicted in recent consumer
research literature. Three levels of resistance are suggested–each of
them corresponding to a specific means used by firms to make
consumers act in expected ways: against the discourses and codes
they mobilize through brands and advertising; against the practices
and mechanisms they deploy; and finally against firms themselves,
rejected as relationship partners.

The paper then defends the idea that uncovering the dynamic
and dialectical process by which consumers interact with markets
requires going beyond an analytical and often static standpoint. To
this end, a phenomenological research approach was chosen as best
suited to the exploratory nature of the study. A two-stage procedure,
involving introspective essays followed by three in-depth interview
sessions, was adopted over an 18-month period. Eight consumers
whose profile was delineated as reflexive and critical-minded were
recruited by networking through colleagues. The aim of the inves-
tigation was to examine which dynamics resistance followed over
time, and how it could be related to biographical information. The
results are discussed in the third section, in accordance with this
constructed and dialectical perspective of resistance. They reveal
the importance of the psychic economy of individuals (Bourdieu’s
concept of illusio) through the way people act and respond to firms’
strategies.

THEORY
The existing literature on consumer resistance covers a wide

range of critical or emancipatory positions adopted by consumers.
Writers of a primarily Marxian inclination tend to stress the ideo-
logical domination of the market and the consequent need for
reflexivity and code-conscious distancing (Hetrick and Lozada
1994; Murray and Ozanne 1991). Within this perspective, consum-
ers are perceived as targets, victims of semiotic formatting through
advertising discourses, fashion and constructed mythologies (Barthes
1972; Baudrillard 1998). Exaggerated systems of status differentia-
tion are thus exposed as the result of a constant production of signs.
Some authors also accused the system of taking control of the desire
of individuals (Dichter 1960), transforming them into conformist
and other-directed personalities (Riesman 1950). More recently,
other commentators have elaborated approaches to emancipation
based upon consumer practices and “bricolage” in a fragmented
world (de Certeau 1984; Firat and Venkatesh 1995). Such contribu-
tions highlight the various ways in which consumers appropriate
goods, discourses and codes in a subtle and creative manner through
individual or collective actions (Elliott and Ritson 1995; Thompson
and Haytko 1997; Thompson, Pollio, and Locander 1994). Resis-
tance to cultural ideologies is thus manifested by the ability of
consumers to decipher and contest meanings embedded in products
and services (Duke 2002), sometimes beyond their own conscious
awareness (Moisio and Askegaard 2002; Thompson 2004). Com-
munal consumption has also revealed its emancipatory and oppo-
sitional power by generating, around a shared outlook, dialectical
positions of differentiation and integration/exclusion (Giesler and
Pohlmann 2003; Hemetsberger 2006; Kozinets 2002; Muniz and
Hamer 2001). Nevertheless, if consumption can be conceptualized
as an arena where individuals collect a range of cultural components
for constructing their personal or social identities, very little re-
search has given prominence to the interactive construction of
resistance (Holt 2002). As made clear by Giesler and Pohlmann
(2003), the prevailing static approach to consumer emancipation
and the lack of a dynamic perspective calls for new studies able to
capture the tensions between consumers and markets.

CONCEPTUAL FRAMEWORK
Of particular relevance to the present research context are

Foucault’s writings on power (1982), which emphasize the dialogi-
cal nature of social relations and the inescapable and structural

1Funding Acknowledgement:



Advances in Consumer Research (Volume 34) / 603

presence of forces and tensions therein. In this work, we extend his
interactionist model of power by examining how resistance is
produced as a response to the practices, discourses and even
existence of firms. Our conceptual framework supports the idea that
resistance would benefit from being analyzed as a diachronic
process.

Micro-Physics of Power
Beyond Weber’s ([1968] 1921) macro-level conception of

political and sovereign power, Foucault (1982) has depicted a
micro-level theory of power as the very essence of social relations.
Power is defined by Foucault as the ability to govern the actions of
others and to structure the scope of their activities. Power works on
the field of possibilities of active subjects by prompting, inducing,
diverting, facilitating or impeding their room for maneuver. It is
always a means of acting on other people’s actions and controlling
their behavior. Yet power is not violence, nor does it imply
submission. On the contrary, power exists only in relation to free
subjects who face a wide range of potentialities and have various
ways to react. When situations are completely determined, as in
slavery, there are no power relationships, only force or physical
constraint. Hence, power and liberty are not mutually exclusive;
rather freedom is the necessary condition for the existence of
power. According to Foucault, power relationships and insubmission
are structural components of social interplay:

‘Power relations are rooted deep in the social nexus, not
reconstituted ‘above’ society as a supplementary structure
whose radical effacement one could perhaps dream of… A
society without power relations can only be an abstraction’
(Foucault 1982, p.208)

In social relations, this micro-physics of power can be located
anywhere, although some institutions are more likely than others to
exert this type of disciplinary control over individuals (Foucault
1975). Prisons, schools, army camps, hospitals and churches in
particular combine both discursive and non-discursive practices
that aim at breaking in bodies and commanding souls through
internalized mechanisms. Constant self-examination, evaluation
and confession are examples of how the micro-physics of power
contributes, through individualization, to the binding of subjects to
themselves and to ensuring their submission to others. In line with
Foucault’s approach, the disciplinary power of marketing practices
has been analyzed by Marsden (2001) in terms of three main
instances: market research information technology as a tool of
surveillance; segmentation as a means of categorizing and labeling
individuals; and advertising as a way of channeling prescriptive and
corrective messages. In contrast to Weber’s theory in which power
is considered predominantly as domination, Foucault’s approach
gives a less rigid, deterministic and top-down reading of the
distribution of forces. Although institutions and organizations may
try to exercise power through disciplinary techniques, subjects are
likely to free themselves from these constraints. Power and rebel-
liousness do not confront each other in a simple oppositional
relationship, but exist in a permanent state of provocative tension.

Strategies of Legitimization By Firms and Consumer Tactics of
Resistance

By considering the position of manufacturers and retailers,
Emerson (1962) and Pfeffer and Salancik (1978) showed how the
uncertainty of consumer markets threatens the long-term domi-
nance or even survival of firms. By refusing to buy their products,
consumers can adversely affect the achievement of company objec-
tives. They have power over firms to the extent that firms depend

on their cooperation. Because power is primarily founded on
dependence, Pfeffer (1981) suggests that legitimization is a rel-
evant strategy to alleviate the vulnerability of firms, by trying to
persuade consumers that their offerings are of particular impor-
tance for them. To this end, they draw on consumer representations
and attempt to alter them in favor of their own interests. They
mobilize information, expertise, and selective interpretation of
rules, language and symbols to present their corporate decisions as
coinciding as closely as possible with the presumed outlook and
thinking of their targets. Such legitimization tactics are likely to
succeed insofar as they suggest consonant decisions, so reducing
the gap between consumer objectives and those of the company. In
order to persuade consumers to make the hoped-for decisions, firms
can act at three levels (Bourgeois and Nizet 1995): through the
products and services they offer; through procedures whose enact-
ment and performance must appear fully to respect consumers’
freedom of choice; and by presenting themselves as valued partners
in the exchange process. These three levels of legitimization are
also implicitly the echo chambers in which consumer discontent is
amplified. As shown in Table 1, we propose analyzing the motives
for consumer resistance as specific responses to different compa-
nies’ modes of action. First of all, the content of presumed relevant
and congruent decisions presented to consumers are swept aside by
consumer claims to freely chosen codes and signs. The repudiation
or avoidance of products and brands (Fiske 1994), engagement in
oppositional practices, and rejection of mass-marketed meanings
and discourses exemplify some reactions of this type. Secondly,
consumers can also feel saturated and repelled by the manipulative,
if ineffective, advances made by companies (Fournier, Dobscha,
and Mick 1998). Selling tactics and “capture plans” are resisted in
the name of autonomy and ethics. Complaints, negative word-of-
mouth, retaliation, boycotts, subversion and “culture jamming”
(Handelman 1999) are among the expressions of dissatisfaction,
feelings of harassment and moral sanction applied against compa-
nies. And finally, consumers get to the point of questioning the very
existence of certain companies as acceptable current trading part-
ners and as responsible actors for future generations. Whereas firms
urge consumers to trust them, consumers often choose to ignore or
avoid them, and instead opt for voluntary simplicity, patronize
alternative distribution channels such as second-hand markets or
favor gift-giving and consumer-to-consumer exchanges.

RESEARCH METHODOLOGY
Consistently with the exploratory and discovery-oriented na-

ture of the research, the methodology consisted of a survey carried
out over an eighteen month period in a major European capital city.
Informants were selected via a “snowballing” technique, initiated
by asking colleagues to introduce the researcher to acquaintances
they felt to be resistant consumers. A brief definition of resistance
was given to identify potential informants, following Fournier’s
(1998) conceptualization of it as a continuum of opposing forces,
ranging from avoidance behaviors to active revolt. Eight volunteer
participants of varied gender, age, origin and religious affiliation
were finally recruited after agreeing to participate in the two-stage
research program.

Stage 1 consisted of a diary study in which participants were
asked to note down over a 6-month period (1) perceptions, judg-
ments and feelings they could express in relation to their day-to-day
life experience as consumers, and (2) example accounts of what was
likely to trigger their distrust, dissatisfaction, irritation and other
negative emotions and opinions about the discourses, offerings and
practices of companies. Through introspective essays, they were
also encouraged to recall, as far as they could, how they had come
to react in such a way, against what in particular, and why. They
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were also asked, in terms of possible reflexive changes in their
consumption choices, what had evolved over time.

Stage 2 consisted of three in-depth interview sessions, each
lasting from one to three hours. The first interview aimed at
bringing out more information about the events and stories re-
counted in the introspective essays, in order to acquire a clear sense
of the informants’ perceptions and meanings. In particular, special
attention was paid to potential changes they might have noticed
over time in their own feelings toward the functioning of the market.
The second interview was guided by a set of questions related to
their general consumption choices, life styles and values. This
phase was helpful for understanding how their stories could be
related to the critical attitude to consumption expressed and enacted
in their day-to-day lives. The third interview consisted of a conver-
sation about salient autobiographical elements, i.e. the socioeco-
nomic, family, cultural and religious environment in which they
had grown up. This stage provided further information for a deeper
understanding of informant backgrounds, sensitivities and ways of
reacting. The profile was also supplemented by additional inter-
views with informants’ acquaintances in order to triangulate across
sources. The interviews took place in the homes of the participants
and were loosely structured. All interviews were recorded and
transcribed before they, as well as the diaries, were analyzed in
terms of content.

Despite the small size of the sample, respondents were almost
equally distributed by gender and age, and belonged to several
occupational categories (see Table 2). No claim of representative-
ness is made here, since the research objective was to gain deep
insight into their individual trajectories using a biographical frame-
work for analysis. However, several criteria were used to ensure the
trustworthiness of the research. The first criterion was persistent
and prolonged engagement, which is one of the basic techniques for
obtaining a rich description in a research field (Geertz 1973;
Lincoln and Guba 1985; Wallendorf and Belk 1989). In this
qualitative in-depth study, reliance was placed on lengthy acquain-
tance with the personalities and stories of informants. Secondly,
triangulation was made across sources and methods, using different
ways of capturing what informants meant. Thirdly, feedback was
obtained by submitting the author’s conclusions to the informants.
Most respondents agreed with these conclusions, and any that were
questioned were re-examined. Finally, variety and contrast were

taken into account for recruitment, with respondents chosen se-
quentially and selectively in a constant comparative method and
search for varied ideological beliefs and critical positions in relation
to consumption (Glaser and Strauss 1967).

FINDINGS

Conflicts of representations, denunciations and levels of
resistance

The accounts of the informants present themselves as acts of
enunciation and of denunciation of what places them in opposition
to the discourses and practices of firms. From this standpoint,
introspective essays and interviews have functioned, as Boltanski,
Thévenot and Porter (2006) show, as opportunities for revealing
conflicts that individuals maintain with the commercial world and
for justifying values they defend. The main claims underlying their
critiques chime with the three levels of resistance referred to in the
theoretical approach: resistance to the stratagems deployed by
firms, that threaten their autonomy; resistance to promises, injunc-
tions and temptations that hamper their freedom; and, ultimately,
choosing consumer practices more in keeping with their own
system of representations, their values or sometimes their utopias.
Secondly, their discourses also reveal how different psychic econo-
mies transmit dominant tonalities to their modes of reaction, of
which we attempt to sketch the main elements from their personal
trajectories.

Resisting Stratagems, Pressures and Manipulation
“Grandmother, what big teeth you have got! “All the better to
eat you up with.”

The first salient theme of the testimonies brings to light the
sense of pressure and manipulation that the respondents perceive on
the part of firms. Following the deconstruction made by Cochoy
(2004) on the snares used by the wolf in Little Red Riding Hood,
consumers are aware of the “capture devices”, sometimes crude and
often visible, which firms use against them. Three types of practice
are thus denounced. Echoing the long-established but still relevant
findings of Vance Packard (1957), advertising discourses appear
first always as the prototypical instrument of their seductive and
dishonest intentions, as indicated by the following example:

TABLE 1
Company levels of legitimization and consumer expressions of resistance
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“…You know the Taillefine de Lu biscuits from Danone?
They chose a name that makes you think it’s diet product, but
in fact they’re laughing at us. The more you eat, the fatter you
become!” [Sandra]

Secondly, some respondents denounce “tricks designed to
justify higher prices for non-recognized benefits” in brands [Patrick].
The status and effects of fashion in particular are arguments that
they dismiss in favor of reasoning based on the use value of a
product and its value for money. Finally, some respondents particu-
larly blame sales techniques, which they denounce for their heavy-
handed approach and which reveal, not uncynically, paradoxical
realities. For example, they draw a parallel between the “humanized
robots” that companies use for their vocal servers and the “robot-
ized humans” working in call centers “who articulate stereotyped
discourses” [Sandra]. Among some respondents this dehumaniza-
tion creates a sense of general discomfort, which sometimes gives
rise to intense aggressiveness towards remote sales services depart-
ments accused of “transforming people into selling machines for
other people who have become buying machines.” [Barbara]

Resisting Discourses, Promises and Temptation
“The serpent deceived me, and I ate”-Genesis 3:13

The second resonant theme concerns the content of decisions
that firms suggest to consumers. Numerous illustrations insistently

evoke the lack of congruence between the images and representa-
tions conveyed by advertising, brands and companies, and the
values of the respondents. They feel themselves interpellated in
registers that do not correspond to them and which seem to negate
their feelings, personality and individuality. Echoing the criticisms
of the Frankfurt School on mass culture (Horkheimer and Adorno
[1944] 1972), the various comments often call into question the
multinationals and the uniformization they produce. To this largely
cultural resistance to advertising and the media are added other
criticisms in different registers: economic and political (the effects
of globalization), environmental (pollution and destruction of re-
sources) and spiritual (anti-materialism and a refusal of excessive
commoditization). As a result, resistance is experienced in accor-
dance with three registers, of which the ethical underpinnings are
clearly perceptible:

- first, not to give in and to fight against a loss of autonomy
that is perceived as a weakness. Recalling the biblical story
of the serpent, the temptation is primarily experienced as a
loss of self-control,

- next, to draw satisfaction, pride and spiritual elevation from
the strength of character that enables these attempts at
seduction to be repulsed,

- finally, to accede to a sense of justice that covers various
forms of condemnation of firms–their perceived power, the
ideological representations they are accused of conveying,

TABLE 2
Summary of respondent characteristics
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or what they do to vulnerable sections of the population such
as children or socially disadvantaged layers. Or, as one of
the respondents expressed it:

“While visiting the Greenpeace website or those of other
ethical vigilance associations, I see also those which sell
GMOs without saying so, or which break the labor laws, or
employ children, or make junk products, none of which they
mention in their advertising. And I sanction them by not
buying their products.” [Daniel]

Selective Consumption: Modulating the Choice of Products
and Channels

Since the practices and discourses of firms are central to
consumers’ themes of resistance, their choice of consumption is
built or is modified over time according to their changing relation
to the market. The procession of representations and lived experi-
ence lead them to avoid the products, brands and firms which
become distant from their value system, in accordance with a
distinguishing process (Bourdieu 1984). This reasoned identifica-
tion of a non-self, marked out and kept at a distance, leads them
tailor their repertory of consumption through rejection and avoid-
ance or by selecting alternative partners, whether they be compet-
ing companies that are more respectful at the economic, social or
environmental level, or other market or non-market exchange
networks. Thus some respondents say that they turn towards
sustainable commercial products [Barbara, Elisabeth], some prefer
to supply their needs from secondhand markets [Daniel, Marc,
Sandra] or through barter [Daniel], and others tend to reduce their
consumption [Marc, Vath, Patrick]. The practices chosen are in any
case not mutually exclusive and reflect rather an idiosyncratic
blending of micro-practices consistent with their preoccupations.
While Holt (2002) has shown how individuals on the margins of
society construct themselves in and through the market, we attempt
here to show how ordinary consumers, professionally and socially
well integrated, question the meaning of their actions, try to find
acceptable compromises and reorganize their mode of consump-
tion by mobilizing devised selective repertories within, but also
outside of, conventional distribution channels. In contrast to mili-
tants attached to alternative associations, who engage in serious,
costly efforts highly oriented toward the type of resistance they
support (Ferrando Y Puig 2005), these “ordinary” consumers try to
cobble together sufficiently satisfying solutions and make use, in an
opportunistic and irregular fashion, of the various means that best
meet their material and symbolic needs.

No Escape but the Choice of Arms
While Kozinets (2002) and Holt (2002) have good reasons for

doubting that consumers can escape the market, it is nonetheless
interesting to observe, in day-to-day life and apart from extraordi-
nary situations such as Burning Man, how they accommodate
themselves to their dissatisfaction with market society. At a psy-
chological level, the testimonies mainly reflect three types of
coping strategy in response to the tensions which their relations
with the market give rise to–confrontation, avoidance, and rea-
soned adaptation–which, depending on the circumstances, some-
times coexist. These adaptive strategies reflect some of the major
dimensions of coping (Lazarus and Folkman 1984), with the first
two tending to be based on emotion (aggressive emotional release
or avoidance/disengagement), the third arising more from a posi-
tive adaptation based on information, evaluation and judgment.

Save Our Souls: Resistance as a Path to Salvation
Some interviewees mainly manifested an attitude of defiance

in relation to the market, which was expressed in aggressive forms
of practices and discourses [Sandra, Barbara, Daniel]. Their com-
ments reveal the moral discomfort produced by their immersion in
a society, which they felt they had not chosen. Conscious of being
unable to escape it, but nevertheless constrained to participate in it,
they tend to make their choices on the basis of combative postures,
as if the blacklisting of certain firms and products or boycotting the
market as a whole helped, through an intense emotional release, to
relieve their conscience. Strong moral or religious sensibility in fact
betrays a powerful sense of guilt either in relation to the feelings that
the market cynically conflicts with, or in relation to the weakest
social groups, which they feel they have robbed of a degree of
happiness. This guilt then seems able to be considerably attenuated
through a critical and distanced attitude towards consumption, as
was expressed by one of the respondents:

“When one buys a product, one should ask oneself whether it’s
toxic, whether or not it contributes to polluting the planet over
and beyond the immediate advantages it brings, who it was
made by, how much the workers from the Third World were
paid, and how many local jobs it’s going to destroy.” [Elisabeth]

As Kozinets and Handelman (1998) have shown on the subject
of individual boycott practices, resistance can represent a form of
moral hygiene and be a means of self-transformation as a corollary
to the hope of transforming the world.

The Three Wise Consumers: “See No Evil, Hear No Evil, Speak
No Evil”

In contrast to the preceding correspondents, others develop a
form of voluntary ignorance and mental deafness in relation to
situations that disturb them [Maria, Vath]. This tactic serves to save
the psychological effort which would consist of taking the risk of
exposing themselves to messages in order then to be obliged to
protect themselves from the emotional consequences of the content
(tempting psychological stimuli and the conflicts that stem from
them). As expressed by one of these two respondents:

“I don’t look at ads. I see them, of course–on TV, in the street,
in newspapers, but I’m not interested in them. Unconsciously,
I don’t want to be aware of trends or novelties. This enables me
to think, in a way, that I resist the various techniques used by
advertising to manipulate us and tempt us.” [Vath]

Forewarned is Forearmed: Positive and Reasoned Modes of
Adaptation

Some consumers, on the other hand, stress the importance of
adopting an informed, vigilant and adaptive attitude toward con-
sumption [Elisabeth, Marc, Patrick]. Their reactions reveal fewer
negative emotions–anger or avoidance–in favor of considered
observation of the mechanisms of marketing functioning and a
rational analysis of their scope of action. For them, consuming is a
game in the sense of illusio (Bourdieu and Wacquant 1992): an
investment in the field of consumption which is not clearly codified,
but the implicit recognition of which matches up to the energy it
involves. These aware consumers, mobilizing their intellectual or
cultural capital in decoding the practices and discourses of firms, try
correctly to anticipate the tactics deployed–no longer being influ-
enced by the latest advertising claims and constantly deconstructing
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the stratagems used. Having the appropriate outlook and attitude for
understanding the world of marketing, they enjoy participating in
the game–not the game of believing the claims of the “adversaries”
and of submitting to them, but of remaining actively present in the
competition to which they feel themselves invited and whose scope
they perceive. Resisting is experienced as an adventure, which calls
for a vigilant attitude: against the ease suggested by the prevailing
discourse, they thus set up a necessary reflexivity of which the
stakes are precisely those of deciphering the day-to-day workings
of the market.

DISCUSSION
The biographical backgrounds of the respondents make clear

the strong links between the socio-psychological details that have
shaped them and their modes of reaction as consumers. The field of
consumption is therefore but one specific site of expression of their
learned predispositions or habitus (Bourdieu 1984). Some respon-
dents recognize themselves to have been instinctive rebels since
childhood and their relation to the world of marketing is one
situation among others where their propensity to resist is mani-
fested. This tendency to revolt can be acquired in reaction to a
parent, a milieu or an imposed education. For example, Sandra
implicitly recognizes that her manner of purchasing is strongly
colored by an almost structural vindictiveness in regard to firms–
which she views as incompetent, unsatisfactory, and ultimately
persecuting–as if the animosity that she says she feels toward her
mother was displaced onto other more abstract and substitutive
entities. Conversely, resistance can derive for some correspondents
from their identification with parents who are themselves anti-
authority, committed, militant or simply attached to certain ideas or
values. Thus Daniel’s parental home, where the outside world is
seen as threatening and full of traps, was able to train him to acquire
the intellectual and cultural resources needed for an effective
decoding of reality. Barbara reveals that the artistic milieu in which
she grew up helped her discover her own clothing codes without
having felt the need to conform to fashion, nor to have suffered the
consequences of doing so in her relations with her peers. Similarly,
among those respondents who favor avoidance over confrontation,
philosophical, religious or spiritual trajectories can be found at the
root of their tendency toward detachment and psychological dis-
tance. Vath, for example, feels himself to be strongly influenced by
Buddhism, which both in regard to the world of marketing and in his
life in general encourages him to distrust desires and the potential
suffering that accompanies them. Maria makes numerous refer-
ences to the Catholic education she received during childhood in
support of her wish to distance herself from advertising discourses
viewed as enticing.

 While social class and income criteria do little to cast light on
the results, the same cannot be said of age and the cohort effect it
results in. Thus the oldest respondents are influenced by the very
duration of their consumption experience. Born in less economi-
cally advanced times, they testify to a degree of disorientation in
relation to the acceleration of technology and the overabundance of
products, but also acknowledge an acute sense of wastage linked to
the increasingly ephemeral nature of commodities [Maria, Patrick,
Marc]. Conversely, the youngest, immersed in today’s shifting and
evolving system are more aware of the spatial dimension of the
world they inhabit. The abolition of distance by the media in general
and the Internet in particular gives them a consciousness of univer-
sal belonging, which often makes them more sensitive to geo-
graphically distant peoples [Vath, Barbara, Elisabeth]. Between
these two groups, young adults refer to their educational aspirations
for their children, in whom they wish to instill an awareness of
consumption that is as reflective and rational as possible, and for

whom they already weigh up the harmful consequences of uncon-
trolled development [Daniel, Sandra].

CONCLUSION
The aim of this article was to give another perspective on the

exploration of consumer resistance strategies, of which many
recent works have described the practices and modes of operation.
In line with interactionist and contingent approaches to power
(Foucault 1982), this paper proposed examining more closely the
finely woven fabric of relations between consumers and the market,
and going to the source of their resistant postures, using an in-depth
approach drawing on their life histories.

As summarized in Figure 1, the main results of the research
could make a contribution in terms of three points. First, resistance
works like a reverse discursive mirror on the legitimation processes
of firms, and does so at three levels: it dismantles the procedures
used by companies to make consumers act in accordance with
corporate interests; it deconstructs the meaning of decisions offered
to them–discourses, products, codes–which they feel fail to corre-
spond to their own value systems; and ultimately they question the
legitimacy of companies as valid exchange partners.

Secondly, in view of this reflexive capacity for decoding
practices and discourses, the tactics of resistance vary, depending
on the respondents, between confrontation, avoidance and rea-
soned adaptation. Their psychological profiles predispose them
either to engage in the game with offensive or even aggressive
energy; or to adopt defensive attitudes based on inertia, evasion or
calculated ignorance; or to compose and assemble selective con-
sumption/non-consumption within and outside of the conventional
channels by mixing different supply systems.

Thirdly, individual commitments to the game depend on the
intellectual and cultural capital that they are in a position to
mobilize and which their own dispositions shaped by the environ-
ment predisposes them to use. In all cases, confrontation, avoidance
and positive adjustment participate in a struggle against certain
market realities and in using this to construct an identity-project
(Castells 1997). From this angle, the conclusions drawn by Holt
(2002) deserve to be re-examined. Although the market does not
seem to be threatened overall by the resistance which it lives on and
recycles, it does however seem to be parasitized by the critique that
it helps feed.

The discourses and devices of firms participate in an exacer-
bation of decoding reflexes, deconstruction and critical distanciation
by consumers. Permanently playing with signs can both produce
experts and give rise to habituation, saturation and disenchantment.
The standard forms of frustration, retreat or guerilla warfare noted
in this research are certainly not constructive or politically effective
in the way emphasized by some observers or defenders of political
consumption (Micheletti 2003). Nevertheless it would be a mistake
to underestimate their interest or impact on the pretext that these
acts are expressed only in the private sphere and develop in a
sporadic and unstable fashion. Work on defection (Hirschman’s
‘exit’ 1970) and retaliation (Huefner and Hunt 2000) has already
invited us to pay attention to opposing or reactive behaviors that
crystallize an often silent and invisible rejection of the dominant
ideology of consumption.

Though apparently inconspicuous and harmless, these behav-
iors do represent resistance as we defined it. Moreover, their covert
nature makes them particularly dangerous for companies, which
could easily underestimate their offensive potential. Indeed, many
research avenues remain unexplored concerning the analysis and
assessment of what de-consumption, alternative ways of acquisi-
tion, boycotts, negative word-of-mouth or disloyalty all together
represent in terms of monetary losses and for firms and the overall
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marketing system. Where the market’s capacity for recuperation
and regeneration has been emphasized as dependent on the very
existence of resistance (Holt 2002), it can be said also that these
forms of resistance live, in the manner of a parasite, at the expense
of the actions and resources of firms whose everyday existence it
nourishes. As in biological eco-systems, parasites, though having
detrimental effect on their hosts, play however an important part in
the regulation of populations. One suggestion, deriving from this
metaphor and paralleling Holts’ (2002) conclusion, would be that
only those companies operating with respect and authenticity are in
a position to resist consumers’ deeper critical vigilance.
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ABSTRACT
This study explores how the dynamics of consumer culture

and globalization interact with Islamic beliefs, rituals and behaviors,
and revive and modify local rituals in order to fit with modern
consumption-driven lifestyles. Specifically, we focus on urban
Turkey and discuss how Ramadan rituals are being reinvented,
modified and reinterpreted at the marketplace. We argue that the
commercialization of Ramadan is neither an instance of cultural
imperialism nor an instance of postmodern disorder. Rather,
commercial logic and consumerist ideology hybridize Western and
non-Western traditions and practices, creating new expressions of
existing rituals.

INTRODUCTION
Across the Muslim world, there are numerous signs that

Ramadan, a time of fasting, prayer and reflection, is transforming
from a religious month to a cultural and commercial holiday. The
spirit of capitalism is felt in practices ranging from the marketing of
specialty items (e.g., fasting calendars, lanterns) emblazoned with
company logos to the Ramadan feasts promoted by restaurants and
hotels, the Ramadan greeting cards, the Ramadan sweepstakes, and
the Ramadan themed shopping malls and supermarkets. During the
holy month in 2005, to the surprise of many, a shopping mall in
Dubai even featured “a Ramadan display with an uncanny resem-
blance to a nativity scene, complete with moving camels, a village
elder reading stories and a desert scene” (Fattah 2005). It appears
that Ramadan has taken on the commercial trappings of Christmas
and Hanukah and is transforming from a religious ritual to a holiday
marked by consumption. Intrigued by these developments, our
paper explores how the dynamics of consumer culture and global-
ization interact with Islamic beliefs, rituals and behaviors and
reshape them to fit with modern consumption-driven lifestyles.
Specifically, we focus on urban Turkey and discuss how Ramadan
rituals are modified, reinterpreted, and reinvented in the market-
place. We begin our paper by offering a brief review of the literature
on holiday rituals and their transformation under the logic of
capitalism and consumerism. Next, we present the findings of an
ethnographic study conducted in the fall 2005 in the cities of Ankara
and Istanbul in Turkey and outline the market and consumption
related actors, activities, and experiences observed in the enactment
of the Ramadan ritual. We conclude by discussing the implications
of commercialization of rituals for consumers as well as consumer
researchers.

RITUALS AND THE CONSUMER CULTURE
Following the interest in rituals as incidences of symbolic

consumption (Belk, Wallendorf and Sherry 1989; Holbrook and
Hirschman 1982; Rook 1985) several studies investigating numer-
ous consumption rituals appeared in the marketing literature (see
Otnes and Lowrey 2004 for a recent anthology). Much of this work
deals with the nature and implications of consumption during ritual
occasions such as Christmas (Belk 1989; Sherry and McGrath
1989), Thanksgiving (Wallendorf and Arnould 1991), birthday
parties (Otnes and McGrath 1994), and wedding (Lowrey and
Otnes 1994). In contrast to Rook’s view of rituals as “extremely
resistant to innovation or deviation” (1985, p.253), many studies
demonstrate that rituals, ritual artifacts and ritual meanings are

subject to dynamic changes (Goodwin, Smith and Spiggle 1990;
Otnes, Kim and Lowrey 1992), that rituals are influenced by and
influence social and cultural contexts (Belk 1989; Otnes and Scott
1996), and that new rituals can arise as a result of rapid social
changes (Kreinath et al 2004).

Studies of consumption rituals observed in non-Western con-
texts provide more insights into understanding the dynamism of
rituals and the relation between rituals and structural developments,
such as the effects of modernity and globalization. For instance, in
their study of the Chinese religious rituals practiced in Singapore,
Kiong and Kong (2000) show that because conditions of modern
living–smaller dwellings with new spatial arrangements–altered
the conceptions of sacred space, related rituals had to be redefined
and even replaced by invented rituals. Similarly, work on henna
night (Ustuner, Ger and Holt 2000) and dowry (Sandikci and Ilhan
2004) rituals in Turkey reveal that both rituals went through a
period of demise, mainly as a result of changing lifestyles and roles
of women, but then were reinterpreted and recontextualized in
accordance with the conditions of modern living.

Another set of studies focus on the effects of globalization and
discuss how Western-originated rituals get adapted in non-Western
contexts. Prominent in this research stream is the work on Christ-
mas and its global spread. As these studies document, Christmas is
celebrated in non-Christian countries as diverse as Japan, India,
Trinidad, and China (Bodenhorn 1993; Miller 1993; Moeran and
Skov 1993; Kimura and Belk 2005). Yet these are creolized or
hybridized adaptations, which help incorporate Christmas into
local culture. Similarly, Creighton’s (1993) work, which offers an
exegesis of Valentine’s Day in Japan, reveals how foreign rituals
are not just adopted but domesticated.

Overall, research suggests that modernity, capitalism and
globalization influence rituals in two major ways. On the one hand,
one can observe revitalization of certain local rituals, resulting in
reinterpretation of a disappearing or already lost rite through the
lens of the contemporary consumerist lifestyle (e.g., henna night in
Turkey). On the other hand, some rituals travel to cultures that did
not historically observe them. In such instances, the ritual often gets
reinterpreted in the imported context and is experienced through a
combination of ‘original’ and ‘new’ artifacts, scripts and perfor-
mances (e.g., Christmas in Japan). Whether proof of Western
cultural imperialism and global homogenization or instances of
hybridization and local appropriation, both the spread of Western
rituals in non-Western countries and the revitalization of local
rituals in new forms in diverse parts of the world are eminent.
Furthermore, what is also eminent is that these processes are aided
by multinational as well as local companies and media, who gain
significant financial benefits from such adopted or reinvented
rituals.

Indeed, commercialization surfaces as a key vector underlying
the experience of rituals, be it Christmas or Ramadan, and the
synergy between celebration and commerce continues to grow
strong. Commercial logic and consumerist ideology hybridize
Western and non-Western rituals, creating new forms of traditions.
We argue that Ramadan in Turkey, and in many other Muslim
countries, have become a mix of local and global, old and
contemporary, religious and secular artifacts, performances, and
meanings.



Advances in Consumer Research (Volume 34) / 611

THE STUDY
Each year, during the ninth month of the lunar calendar,

Muslims perform their religious obligation of Ramadan fasting. For
a whole month, from sunrise to sunset, adult Muslims whose health
permits abstain from food, drink, and sexual activity. Many modern
Muslims consider Ramadan “the most important of the ritual
duties” and “even if a person does not comply with the requirements
of five prayers a day, observance of the fast is still likely” (Rippin,
1993, p. 133). Ramadan is regarded as a time for reflection and
spiritual discipline, for expressing gratitude for God’s guidance and
forgiveness of past sins, for acknowledgment of human dependence
on God, as well as remembering and responding to the needs of the
poor and hungry (Esposito, 1991). The month of Ramadan tradi-
tionally includes post-sunset feasts (iftar) and celebrations that are
usually rather private and family centered (Jomier, 1991, cited in
Keenan and Yeni, 2003) and followed by special night prayers.
Nightly dinners are commonly provided for the needy, but here too,
the focus tends to be on parents, children, friends and community
alms-giving.

However, in recent years performance of Ramadan rituals in
Turkey began to take place more in the public space and in a visibly
consumption-oriented manner. For instance, five-star hotels offer
lavish Ramadan feasts, Ramadan festivals take place in high-traffic
historical sites, and shopping malls transform into Ramadan themed
environments offering a variety of shopping and entertainment
experiences. Underlying such changes are both state agencies and
private companies who cooperate with each other to revive the
interest in public celebrations of Ramadan and attract visitors.
Indeed, more and more, Ramadan looks like other Western-origi-
nated holiday rituals such as the New Year’s, St. Valentine’s Day,
and Mother’s and Father’s days that are already celebrated in
Turkey but almost exclusively as holidays of consumption.

In this study we focus on three contexts that Ramadan celebra-
tions take place. First, we look at Ramadan festivals organized by
the Istanbul municipality. Each year, the municipality organizes
three major festivals at three different sites: in the square next to the
Blue Mosque, which is a major tourist area in Istanbul; in Feshane,
a historical building converted to a convention center in the late
1980s; and, Talimhane, a recently renovated historical street next to
Taksim square, which is both a commercial and tourist area. The
second context that we explore is shopping malls, specifically,
Bilkent Shopping Centre and Migros Shopping Mall in Ankara.
Bilkent Centre is located in an upper class neighborhood whereas
Migros Mall is located in a lower class district. Both places can be
accessed by public transportation. Finally, we focus on up-scale
hotels and restaurants in Istanbul and Ankara that offer iftar meals.
These feasts were initially offered only by the five star hotels and
up-scale restaurants. Observing their success, nowadays, several
establishments provide iftar meals to a variety of market segments
at a variety of prices.

 We collected data in the fall 2005, before, during and after the
month of Ramadan. The primary data collection method employed
was an ethnographic participant observation of the different con-
texts. Observations were made in Istanbul and Ankara, in several
shopping malls, Ramadan festival sites, streets, hotels and restau-
rants. Informal interviews with retailers participating to the differ-
ent festivals as well as with the shopkeepers in the malls were
conducted. Moreover, a collection of secondary data sources,
comprising of advertisements, magazines, newspapers and Internet
websites, informs our analysis. Once the data collection was over,
the authors independently went through the field notes, photo-
graphs and the visual archive in order to identify conceptual
categories and themes. Next, the categories and themes identified

were discussed among the authors and any disagreements were
resolved.

RAMADAN FESTIVALS
Since the takeover of the governance of Istanbul by the

Islamist Party after the 1992 local elections, the municipality has
been organizing Ramadan festivals. Although there are some
variations across the festivals conducted at different locations, what
these festivals commonly involve are a wide selection of food and
ample opportunities for shopping and entertainment. The munici-
pality promotes the festivals as an attempt to revitalize the spirit of
“old” Ramadans and constructing a space that brings together
people from all social classes and creates a sense of community
(Istanbul Bulteni, 2005). As no entrance fee is charged, indeed
people with limited income can visit the festival areas; however, in
order to partake in the joy of the festivals one needs to spend money,
i.e., on food and entertainment activities.

The biggest and oldest of these festivals is the one held at the
square next to the Blue Mosque. During October 2005, for a whole
month, the area was transformed into a big market place, packed
with more than hundred stands selling food and beverages as well
as all kinds of paraphernalia. In each day of the Ramadan month,
thousands of visitors crammed the square before the sunset and
waited until the time that daily fasting would be over. After the
meals were eaten shopping and enjoyment of various cultural
activities began. The activities included religious panels addressing
different aspects of Ramadan and Islam as well as artistic perfor-
mances. The performances mostly included traditional art forms,
such as karagöz (traditional shadow show) and meddah (an earlier
form of stand-up shows), which have been very popular during the
time of the Ottoman Empire but were long forgotten in the modern
era. On the other hand, for those who were interested in shopping,
the stands offered a wide range of selections from religious objects,
such as Qurans and spiritual books, to electronic appliances and
Chinese-made decorative ornaments. Moreover, several local and
global companies promoted their products by distributing samples
and other promotional materials. As in other festival areas, the
stands were built in the style of the traditional Ottoman houses and
the vendors were dressed in traditional Ottoman attires. Replicating
the Ottoman house transformed the stalls into stores that tell stories,
places that create a memorable consumer experience (Kozinets, et
al., 2002).

Similar activities and goods were visible at the festival con-
ducted at Feshane. Past the entrance gate to the building, one was
confronted with the food court named as the “Ottoman Street.” Here
as well, all the food stalls were in the form of miniature replicas of
traditional Ottoman houses. After the iftar meal, visitors enjoyed
their coffees and teas in a traditional coffeehouse located near to the
food court. Next to the coffeehouse was a small theater where plays
and concerts were performed. However, this entertainment was
available only to those who paid the $10 cover charge. The main
building, on the other hand, was almost like a trade show; several
companies were busy promoting their products and services to the
wandering visitors. For example, banks promoted credit cards
while mobile phone companies advertised their new fares. Not only
information but also certain goods were distributed freely. Unilever
Company, for example, distributed bowls of its newly launched
instant soup and cups of Lipton brand flavored teas. There were also
several brands of cars and motorcycles on exhibit. Many people
waited in line to be photographed standing next to their dream car
or motorcycle, while others posed with Celik, a cute robot function-
ing as the symbol of a local appliance manufacturer. At both festival
places, a very popular activity was being photographed as an
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Ottoman sultan. For $10, one could be easily transformed to a sultan
or his wife, complete with the period attire and look, and immortal-
ize this instance with a color photograph. Couples as well as
families rushed into, creating long queues every night. Candy and
beverage stalls spread all over the festival areas were very popular
as well.

While the Blue Mosque and Feshane festivals had a more mass
appeal, the Talimhane festival claimed to offer a more “authentic”
and exclusive Ramadan experience. The stalls placed alongside the
street were again in the form of replications of the traditional
Ottoman houses. However, instead of selling food and cheap
paraphernalia, these stalls hosted craftsmen who were invited from
all over Turkey by the municipality in order to promote and sell their
art to the tourists as well as the upper-middle class residents of
Istanbul. Along with handicraft replications of Ottoman art and
jewelry the decorations used in the area attempted to create a more
“authentic” revival of the past. Several real-life size black and white
photographs portraying scenes from everyday life in the Ottoman
period were placed next to the stalls. For example, visitors drinking
Turkish coffee and smoking hookahs were sitting in front of a
photograph of a traditional coffeehouse, while at the background of
the visitors resting on an Ottoman style couch was a photograph of
a living room of an Ottoman house. Moreover, actors dressed in
Ottoman style dresses were strolling along the street, posing fre-
quently with visitors to be photographed. Overall, for a month
Talimhane was transformed to a nostalgic Ottoman neighborhood
complete with the images of the Ottoman house, the grocery store,
the coffeehouse, the spice store, and the whirling dervishes.

Taken as a whole, the municipality, by creating these festive
consumption spaces, makes Ramadan an attractive event to the
retailers, residents and tourists. In the mean time, the municipality
also profits as it rents the stalls for around $10.000. Through the
intersection of sacred (religion and history) and profane (shopping
and leisure), public authorities and retailers, attempt to sacralize the
ordinary commercial commodities (O’Guinn and Belk, 1989),
most of which are commonly available. Similar to theme parks like
Disneyland, a “dedifferentiation of consumption” is evident as
different institutional spheres become increasingly interconnected
with each other (Bryman, 1999, p.33). This tendency is also evident
in the Ramadan festivals as we see a tendency for eating, shopping
and leisure to become “inextricably interwoven” and very difficult
to separate (Bryman, 1999). Through a selective portrayal of
history (Goulding, 2000), the Ramadan festivals also resonate with
the trend of the “commodification of history” (Barthel 1996), which
involves consumption practices related to the past. This themed
past however, is cleansed from all the negative effects that may
break the marketable theme and thus, places present a simulation of
the Ottomans’ glory.

SHOPPING MALLS
Shopping malls become another site for the revival of the

commodified version of the Ramadan ritual. The literature provides
evidence that shopping malls have become venues for activities
other than shopping and destinations in their own right (Bryman,
1999). Malls nowadays, provide a wide variety of services, such as
restaurants, banking facilities, cinemas and leisure facilities for
children, allowing individuals to participate in activities other than
shopping (Sandikci and Holt, 1998). During the month of Ramadan,
both of the shopping malls that we examined were turned into
festive places themed with Ottoman symbols. Similar to the festi-
vals organized by municipalities, the malls after iftar provided live
music, shadow shows, and plays for the children.

The main entrance of the Migros Shopping Mall was deco-
rated with some massive gold colored Tulips, which welcomed the

visitors with a reference to the old Ramadan days. The mixture of
gold and tulips reminds the entrances of the luxurious Ottoman
palaces with their renowned gardens and rich interiors, often
described as paradises on earth. Located next to the main entrance
were a miniature of the Blue Mosque in purple color and a miniature
of an Ottoman neighborhood. The interior of the mall was further
decorated with lively colored fezzes, which were initially used by
the Ottoman soldiers and then were adopted as an everyday hat by
the Ottoman men. Lively colored ribbons similar to the ribbons hold
by the Ottoman army band were hanged between the fezzes. The
corridors were decorated by purple lanterns, which connoted the
lanterns used to light the streets in the Ottoman Empire. The
decorations combined the pre-modern symbols of the most signifi-
cant era of the Turkish history with modern and fashionable colors,
such as turquoise blue, green, red and purple.

Apart from the decoration, the mall was transformed into a
festival space after the post-sunset iftar feast. A traditional coffee-
house, with its stools and small tables, was set up on the third floor
of the mall. In the same area, a small stage, where traditional
performances (e.g. karagöz and meddah) and live music were
performed, was built. Individuals could watch these activities from
the upper floor as well, where the food court is located. Addition-
ally, small stands were located all over the mall, which sold
nostalgic candies and beverages (e.g., cotton candy, toffee apple,
cotton halva).

Although the decorations in the Bilkent shopping mall were
less spectacular, the atmosphere was similar. Here as well, a stage
to host various performances was built. With Oriental lanterns and
fabrics, Turkish carpets, a wooden carriage full of Ramadan can-
dies, straws sprinkled down on the floor and waitresses dressed in
Ottoman clothing, the place was reminiscent of the Ottoman past.
The spirit of Ramadan also transformed the supermarkets located at
the malls. Ramadan streets featuring different stands selling snacks
eaten when breaking the fast, such as olives, dates and pitas, were
built inside the supermarkets in both malls. The decorations at the
Migros supermarket were an extension of the decorations used
inside the shopping mall, colored fesses and ribbons, gold tulip-like
decorations and different kind of lanterns were placed all over the
shop. In the supermarket at the Bilkent shopping mall, there was a
Ramadan Street comprising of stands made to look like the facades
of the Ottoman houses. A wide variety of snacks and products that
were related with Ramadan were available for purchase.

Overall, both malls attempted to create a simulation of the pre-
modern agora or bazaar. The prehistoric market was essentially
social, characterized by crowds, close physical context, and highly
personal interchange, which provided for an exciting, festive envi-
ronment (Gumpert and Drucker, 1992). Malls nowadays attempt to
replicate the feeling of market through design and atmospherics, re-
creating a simulated controlled “urban” environment (Gottdiener,
2001). Likewise, shopping malls, through the commodification of
social experience, seek to re-construct the spirit of the publicly-
celebrated Ramadan experience, an experience that has lost its
public appeal during the making of the modern republic. The
Ottoman theming allows consumers to experience the collective
but forgotten past through fantasy, similar to Disney’s Main Street,
which allows consumers to experience a suburban town in America
(Holak and Havlena, 1991). But although nostalgia draws from the
past, it is clearly a product of the present. As Panelas (1979) argues
nostalgia is always evoked in the context of current modern fears
and anxieties. Shopping malls resolve the modern societies’ anxi-
eties through providing security in all their entrances, offering a
controlled environment cleansed from the unexpected events (pick-
pocketing, street fights etc.) that contaminate the municipality
festivals.
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HOTELS AND RESTAURANTS
From fast-food chains like McDonalds to luxurious five star

hotels, restaurants offer different menus in a variety of price ranges.
The most conspicuous consumption of iftar feasts occurs in five star
hotel and restaurants, which through advertising try to create an
alternative “elite spirit” of Ramadan. The market offers to its’ elite
Muslim followers the ability to experience the sacredness of the
month at an exclusive environment. However, rather than being
available to anyone wishing to attend (Procter, 2004), luxurious
hotels and restaurants re-produce differences in class positions, as
iftar dinners cost $30 or more per person.

Similar to the other contexts, hotels and restaurants promote
the revival of the ritual by emphasizing the Ottoman references. For
example, the advertisement for Polat Renaissance Hotel portrays
the Blue Mosque in the days of the Ottoman Empire. The picture
shows Ottoman merchants gathered around the garden of the
mosque dressed in the attires of that epoch. The ad attempts to draw
an analogy between the mosque and the hotel by alluding to the fact
that religious centers were also commercial centers in the pre-
modern times (Ibrahim, 1982). Similar to the religious centers of the
Ottoman epoch, the hotel creates a sacred centre in their commer-
cial space. The hotel claims an “authentic” revival of the past and
welcomes its visitors to the most “authentic” experience of Ramadan.
Another five star hotel in Istanbul, Ceylan Intercontinental, associ-
ates its brand name with the word iftar. Just after sunset when the
fasting is over, televisions channels declare the end of the fast by the
announcement “Now, it is the time for Iftar”. Alluding to the
announcement, the Ceylan Intercontinental advertisement reads
“Time for Ceylan in Ramadan”. The ad also features the character-
istic signature of the Ottoman Sultan in the form of a music note,
which further emphasizes the courtly quality of iftar at Ceylan
Intercontinental.

The Ramadan feast at the five-star hotels and up-scale restau-
rants included a plethora of dishes, starters, main dishes and sweets,
which reflect the abundance of choices presented to the modern
consumer. Consumers enjoyed their iftar either in set menus or in
American style buffets. The choice of a menu dining was not limited
to a single fixed menu. Rather, hotels and restaurants offered at least
four different menus in order to respond to their customers’ tastes.
Moreover, individuals could create their own customized menus.
The food offered was a combination of the rich cuisine of the
Ottoman Empire and a variety of options among Turkish and World
cuisines (e.g. Mexican, Italian and Greek cuisine). The consumer
was not limited to the local tastes of his/hers country; rather, food
acquired a global taste. Not only the choices of the food, but also the
presentation of the food created an elite feast. The food is often
served in copper cutleries, which used to be the tableware at the
Ottoman Empire. Live traditional Turkish music also was per-
formed throughout the feast. In some of the restaurants, even
Whirling Dervish performances were carried out. Some restaurants
revived traditions that were long forgotten, such as “Di? Kirası”.
During the Ottoman times, when a family invited visitors for the
iftar feast, the hosts also gave small gifts to their guests. Modern-
izing this ritual, an upscale restaurant, Asitane offered gifts like
silver cigarette cases and amber rosaries to its patrons.

The nostalgia created in these contexts are based on an elite
longing for the past, a longing for the lives of the Sultans and the life
at the Ottoman palaces, rather than a longing for a collective past
(Holak and Havlena, 1991). Ottoman Sultans enjoyed all aspects of
the imperial glory such as the art, leisure and richness of the cuisine,
without having to wait for the sacred month of Ramadan (Sakaoglu
and Akpinar, 1999). Through their sophisticated decorations, selec-
tion of dishes and entertainment activities, the up-scale restaurants

and five-star hotels attempted to create a simulation of a Ramadan
celebration at the Ottoman palace. Thus, although Ottoman theming
was present in all three contexts that we discussed and similar
cultural motifs were used to invoke the Ottoman past, their differ-
ential use enabled companies to differentiate the offerings in order
to appeal to different consumer markets (Gottdiener, 2001).

CONCLUSION
This study contributes to the literatures on rituals and global-

ization by studying how rituals are modified, reinterpreted, and
reinvented in the marketplace. We discuss how the interaction of
the global and local revive and transform the practices and the
meanings of Ramadan ritual. In their study of Christmas celebra-
tions in Japan, Kimura and Belk argue that Western holidays like
Christmas, Valentine’s Day, and Halloween, which have complex
cultural ideologies behind them, “threaten to displace traditional
local holidays” (2005, p.325). However, we argue that in some
cases, rather than displacing, they might revive and modify existing
local rituals. Our findings indicate that the commercialization of
Ramadan is neither an instance of cultural imperialism where
Western life forms erase local life forms under the disguise of
globalization (i.e., McDonaldization, Ritzer, 1995), nor an instance
of postmodern disorder, characterized by liberating experiences
and themes erasing the limits of the modern project (i.e.,
Disneyization, Bryman, 1999). Ramadan is rather like “traffic in
things” (Jackson, 1988) and a process of glocommodification
(Ram, 2004). Jackson (1998) argues that commoditization is like
traffic, in which various agents encourage the revival and transfor-
mation of meanings and responses. Similarly, Ram (2004, p. 27)
discusses global commodification as a dual process that “combines
structural uniformity with symbolic diversity”.

At the symbolic level, there are distinctive characteristics that
differentiate the ritual of Ramadan from other holidays and create
a unique experience for the Muslim followers. Different forms of
post-sunset iftar feasts and celebrations together with the use of the
symbols of the Ottoman Ramadan festivals encourage a local
heterogeneity. On the other hand, contemporary rituals are still
edited in accordance with the needs of the profit-oriented industries
(Schmidt, 1991), and thus reproduce the deep-seated social
relationships involved in their production and consumption (Ram,
2004). The global consumerist ideology facilitates and strengthens
the consumption of “sacralized” commodities in the form of products,
services, places, and experiences, and offer consumers a new
occasion for shopping and leisure. Ramadan turns into a
“glocommodified” (Ram, 2004, p. 27) ritual, combining a variety
of symbols connoting religious values and beliefs as well as
markers of global consumption ethos. Theming, which underlies all
three contexts we discussed, operate as a major instrument of
commodification.

Although this glocommodifed ritual encompasses many
features that appear to fit postmodern theories, many modern
foundations shape the ritual. Unlike, Beardshow and Bryman
(1999), who argue that themed environments include many of the
reassuring securities of modernity such as physical safety, comfort
and hygiene, we argue that more powerful actors such the nation
state and the existing social hierarchies reproduce modern
foundations. Our results indicate that local municipalities and the
market have forged close ties for the revival of the religious ritual.
Municipalities transform religious and historical places into
temporary commercial markets. While the local government profits
from organizing the sites, retailers profit by finding another channel
to market their products. However, what underlies this cooperation
is not only the profit motive, but also the state’s political ambitions.
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The Islamist party, which controls the governance of major cities as
well as the country, emphasizes both the religious and Ottoman
values for the contemporary Turkish identity and takes advantage
of any incidence that can be converted into some form of cultural
and religious propaganda. As Kopytoff (1986) argues the
commoditization of holidays is significantly related to “the cultural
and ideological premises that suffuses its working”. Thus, in
contrast to postmodernist theories, rather than an erosion of the
state’s ability to forge national and in this case religious identities
(Firat and Dholakia, 2003), the nation state becomes a primarily
agent in the revival of the ritual.

A second feature that contradicts the liberating experiences of
post-modernity is the reproduction of social structures, which
creates a deprived experience of the ritual for many individuals. In
contrast to the conceptualization of festival celebrations as being
available to anyone who wishes to attend (Procter, 2004), Ramadan
festivals reproduce social inequalities. For example, the luxurious
feasts in five-star hotels and restaurants and certain forms of
entertainment in the municipality festivals, which require payment
of a cover fee, limit accessibility. Rather than acting as a ritual that
emphasizes ultimate unity and equality of all believers before God
(Esposito, 1991; Creighton, 1993), Ramadan festivals reinforce
accepted social hierarchies.

Overall, this study offers an initial attempt to explore the forms
of revival and modification of local rituals in the marketplace. As
this study was primarily composed of an analysis of representation,
more insights can be gained through conducting in-depth inter-
views with the agents that have the power to edit rituals, as well as
the individuals, who consume these rituals. Questions of how
rituals influence each other and how consumers make sense of the
local and the global, the past and the contemporary, offer a range of
opportunities for further research.
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INTRODUCTION
Sponsorship as a marketing tool has grown remarkably during

the last two decades, especially with respect to the endorsement of
worldwide sports events. Besides the FIFA World Cup™ or the
Olympic Games, the Formula One is the only event with a compa-
rable global character taking place in 17 countries all over the
world, ranging from Brazil to Japan, from Australia to Italy and, for
a short time, the US. It consequently stands to reason, that especially
many big international companies use Formula One as a platform
for building, strengthening and holding up their brand equity. With
its extension to Shanghai in 2005, the Formula One has become
fully globalized.

The Formula One Circuit is financed predominantly out of
sponsorship money, while TV broadcast and entrance fees are of
only minor importance. In the past, the Tobacco Industry has been
one of the biggest contributors to the Formula One. Since the
European Union ordered the tobacco companies to back out of the
sponsorship deals by 2006, the teams now have to find new business
partners. Consequently many global players like Emirates, Red
Bull and Intel are entering the Formula One. However, companies
that engage in Formula One sponsorship have to be sure about the
effectiveness and efficiency of their engagement. Companies ex-
pect an effect of sponsorship on the brand, more specifically on
brand awareness and on brand image dimensions. Brand awareness
relates to the strength of a brand in memory, and the likelihood and
ease with which the brand will be recognized or recalled under
various conditions (Silverman et al. 1999). Brand image is defined
as “perceptions about a brand as reflected by the brand associations
held in consumer memory” (Keller 1993). The favorability, strength
and uniqueness of brand image permit the brand to be strategically
differentiated and positioned in the consumer’s mind.

In the present paper, I take a closer look at the Formula One
activities of Toyota and its impact on the brand awareness and brand
image dimensions in the German consumer market. In the last
decades, the Toyota Motor Corporation (TMC) has been subject to
several studies and been a main attraction to both competitors and
the scientific communities (e.g. Womack et al. 1990). While the
specific capabilities of TMC in technology, total quality manage-
ment (Kaizen) and efficiency (Kanban) contributed to its current
dominant position in most world markets (above 10 percent market
share world wide), its market position in Germany remains weak
(about 4 percent market share in 2004; Frank 2004). Especially in
Germany, Japanese brands are valued for their functional attributes
but are evaluated poorly concerning the non-attribute based image
such as personality and character, attractiveness and likeability
(Vogel et al. 2006). One of Toyota’s most important aims in the
Formula One is to improve its non-attribute based image (Toyota
2005).

I contribute to the literature by analyzing (1) antecedents of
sponsorship recall that can be explained through prominence heu-
ristics and involvement, (2) consequences of sponsorship recall on
the evaluation of brand awareness and brand image dimensions that
are explained with mere exposure effects. (3) Both antecedents and
consequences are analyzed for two measuring points using a panel
of 2.116 (1.131) consumers. (4) Finally, I take a look at the change
of brand awareness and brand image between the two measurement
points and assess, whether the “fit” between the image of formula

one and the sponsoring brand plays a critical role in the process of
image transfer.

THEORETICAL BACKGROUND AND
HYPOTHESES DEVELOPMENT

As sponsorship became more and more important in terms of
growing budgets since the late 1980s, research on sponsorship had
been intensified accordingly to this development. Five research
streams (nature of sponsorship, managerial issues, measurement of
sponsorship effects, strategic aspects, and legal and ethical issues)
have been identified by Cornwell and Maignan (1998) and updated
by Walliser in 2003 including later–primarily European–research.
In this study, the issue of measurement of sponsorship effects is
addressed.

Measurement of sponsorship effects is still a topic that is of
growing interest to both the scientific community and practitioners.
Sponsorship has been found to affect (1) brand awareness (e.g.
Quester and Thompson 2001), (2) brand image/associations (e.g.
Javalgi et al. 1994; Pope and Voges 1999, ), (3) employees (e.g.
Grimes and Meenaghan 1998), (4) purchasing intention (e.g. Bennett
et al. 2002; Pope and Voges 1999, 2000; Speed and Thompson
2000), (5) and even investor relations and stock market prices (e.g.
Cornwell, Clark and Pruitt 2004; Cornwell and Pruitt 2001). Espe-
cially the potential influence of sponsorship on brands has been
subject of several studies (e.g. Grohs et al. 2004; Gwinner and Eaton
1999; Javalgi et al. 1994; Speed and Thompson 2000).

However, the analysis of the effect of sponsorship on brand
image over time has been only subject of very few research works
(e.g. Quester and Farrelly 1998; Becker-Olsen and Simmons 2002;
Grohs et al. 2004; Pitts and Slattery 2004). A reason for that could
be the lack of sound theoretical underpinning of the effects of
sponsorship.

For instance, Cornwell, Weeks and Roy (2005, p. 21) claim,
that research on sponsorship effects “is lacking theoretical frame-
works of how sponsorship works in the minds of consumers” and
provide a number of theoretical explanations of sponsorship ef-
fects. More precisely, they identify a number of processing me-
chanics that provide a theoretical explanation of sponsorship on a
cognitive, affective and behavioral level (Cornwell, Weeks and
Roy 2005, p. 22).

For my investigation of effects in the context of Formula One
Sponsorships, I draw back on (1) prominence heuristics, (2) the
mere exposure effect and (3) balance theory.

(1) Prominence heuristic, as analyzed by Pham and Johar
(2001), proposes that well-known brands are recalled more fre-
quently in comparison to less known brands. They claim, that
sponsorships for brands that are less known should be avoided,
when other–well known–brands are engaged in a sponsorship in the
same field.

More specifically, sponsorship recall is influenced by existing
knowledge about the brand, and the involvement of a particular
person with the product category of the brand and the sponsored
event. Following the heuristic of brand prominence, one can argue
that high brand equity–which is defined as difference in consumer
choice between the focal branded product and an unbranded prod-
uct given the same level of product features (Yoo et al. 2000) will
make it more likely that a specific sponsor is recalled. This rationale
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is confirmed by the findings of Pham and Johar (2001). Therefore,
one can hypothesize that

H1A: The higher the brand equity of a specific sponsor, the
more likely it will be recalled.

Furthermore, it could be expected that product-related in-
volvement and involvement with the specific event will lead to a
higher probability, that a person will recall the sponsorship stimu-
lus. In a low-involvement condition, consumers will process the
stimulus less intensively (Krugman 1965, 1966). This rationale is
confirmed by the findings of Grohs et al (2004). Hence, it is
proposed that

H1B: The higher the product-related involvement, the more
likely the sponsorship will be recalled.

H1C: The higher the event-related involvement, the more
likely the sponsorship will be recalled.

(2) The mere exposure effect suggests that in absence of other
stimuli (Baker 1999), repeated exposure to a stimulus will lead to
an affective reaction (Zajonc 1968). Sponsorship is–similar to
advertising–often directed to respondents in a situation where they
pay low attention to the stimulus (e.g. because of concentrating to
the event). Therefore, it has to be repeated several times in order to
attract the attention of a respondent’s mind (Baker 1999). Existence
of the mere exposure effect is confirmed by several studies (e.g.
Bennett 1999; Olson/Thjømøe 2003).

On the basis of the existence of mere exposure effects, it is
proposed that if a person is able to recall Toyota as a Formula One
sponsor or advertiser, the awareness and image of the brand (as
defined in the introduction of this article) will be significantly more
favorable than for persons that do not recall the any of those two
stimuli. This is in accordance with findings in existing literature
(e.g. Bennett 1999). Hence, I hypothesize that

H2A: If a sponsor is recalled, its brand awareness will be
significantly more favorable.
H2B: If a sponsor is recalled, its brand image will be
significantly more favorable.

(3) The attitude toward the event (i.e., event image) is sup-
posed to influence the processing of the sponsoring stimulus. Many
authors claim, that a “fit” between the sponsored event and the
sponsoring brand is essential to realize an image transfer (e.g.,
Cornwell et al. 2005; Dean 2002; Hastie 1980). However, learning
is less likely to take place if sponsor and sponsored event are already
perceived as “congruent”. Following balance theory (Heider 1946,
1958), I propose that a positive distance in evaluation of the event
relative to the brand in t=1 will lead to an increase in awareness and
image transfer (increase in favorability of brand dimensions) in t=2.
According to balance theory, people that identify a sponsor to be
associated with an event or team in the first place and have a
relatively negative opinion about the sponsoring brand in compari-
son to the sponsored event will evaluate the brand more positively
over time. Based on assimilation-contrast theory (Sherif and Hovland
1961), a decrease in favorability of the brand dimensions is ex-
pected, if the brand is evaluated better than the event in t=1 using
the same explanation as above. Since the brand is evaluated more
positively than the event in the first place, the knowledge of a
relatively negative cue (i.e., that the brand is engaged in sponsoring
an event with a negative image) will lead to a less favorable
evaluation of the brand in t=2. No effect is expected for a “fit” i.e.
a relatively similar evaluation. Therefore, it is hypothesized that

H3A: A positive difference in evaluation of the event image
relative to brand awareness/brand image leads to an
increase in brand awareness/brand image favorability.

H3B: A negative difference in evaluation of the event image
relative to brand awareness/image leads to a decrease
in awareness/brand image favorability.

METHODOLOGY

Questionnaire Development and Pretesting
To measure the respondents’ perceptions with regard to brand

awareness and brand image a pool of sample measures was gener-
ated based on literature review (see appendix). The items were
pretested using a sample of 20 German undergraduate marketing
students. These subjects did not participate in the following field
survey. Regarding question content, wording, format and layout
there were no signs of any misunderstanding reported by the
respondents.

Measurements
On that basis a questionnaire was developed consisting of

three different parts. In the first part, the respondents were asked to
name car brands they could remember from (1) advertising and (2)
sponsoring a Formula One team. Following Baker et al. (1986) and
Keller (1993), I decided against asking for ad/sponsorship recogni-
tion, since the unaided awareness of a brand is supposed to be a
required condition for the purchase of more complex products e.g.
cars. Moreover, the measurement of recognition would be subject
to several biases, e.g. interest of a person in the brand (Bennett et al.
2002, p. 177) and, more importantly, to a bias in the second survey.

In the second part, the respondents were asked to evaluate
several brand related constructs (brand awareness, brand equity and
several image attributes) for Toyota and one of 13 other brands.1

These brands were only included in the questionnaire to avoid a
possible identification of the questionnaires purpose in the second
survey. Sponsor-related variables were measured using multi-item
scales. All items are measured on 7-point Likert-type scales, with
anchors of 1=strongly agree and 7=strongly disagree. Based on Yoo
et al. (2000) 3 of their items were used to measure a sponsor’s brand
awareness and 4 items to measure brand equity. Several items from
Verhoef et al. (2004) and from the Allison-Fisher Barometer of
Awareness and Imagery (as described in the article of Scott and
English (1989), see appendix for the list of items) were used to
measure brand image and the image of the sponsored event.
Conceptualizing brand image, Park and Srinivasan (1994) postu-
late that brand image consists of an attribute related dimension and
a non-attribute component. I follow Park and Srinivasan (1994) and
postulate that brand image (in the case of automobile brands)
consists of two dimensions: Functional trust, which consists of
attributes that are closely linked to quality and hedonic image which
is built by attributes that represent the personality and imagery of a
consumer.

Finally the respondents were asked for their interest in cars in
general, their involvement with the Formula One and socio-demo-
graphics.

Sample and Data Collection
To test the hypotheses, data was collected via internet. A

questionnaire was mailed to 40,927 E-Mail addresses in Germany.

1These 14 brands were selected because they account for 86.06 %
of the German car market in 2004. The remaining 13.94 % if the
market contains several niche producers with little relevance to the
market as a whole.
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The population was chosen based on a selection of E-Mail ad-
dresses that is representative to Germany concerning age, gender
and region with support of CIAO Online Surveys. A total of 4,173
respondents answered the first survey in January 2005, 2,116 of
them also participated in the second survey in July 2005 (one week
after F1 season height in Hockenheim, Germany), equaling a
response rate of 10.2 % (50.5 %). 48.1 % (51.4 %) of the participants
were male, average age of the participants was 38.9 (standard dev.
11.6) and 38.5 (11.9) in the second survey. The first dataset was split
into two equal parts. An exploratory factor analysis was conducted
and all constructs were identified as proposed above. One item was
eliminated from the brand awareness construct due to low indicator
reliability (BA2) and from the event image construct (IF1) for the
same reason. The results of the confirmatory factor analysis with
the second part of the dataset are depicted in table 1 below.

RESULTS
To test the effect of brand equity and involvement on the recall

of Toyota as a sponsor of a Formula One-team, a logistic regression

was conducted with the dichotomous variable “recall” as depen-
dent, and brand equity, product-related involvement and event-
related involvement as independent variables for one measuring
point. Studentized residuals, Cook’s Distance and multicollinearity
were examined to determine if assumptions of logistic regression
were violated.

As can be seen from table 2, all three constructs exhibit
statistically significant positive influence on the likelihood a spon-
sor is to be recalled. The influence of event-related involvement is
highest, followed by brand equity and product-related involve-
ment. All three Hypotheses H1A, H1B and H1C are confirmed, also
with the replication using the second dataset. The model fits well
since only four iterations were needed until no further improvement
of the likelihood was achieved (improvement<.001) and the likeli-
hood-ratio test led to highly significant results. Nagelkerke’s R2

(NR2=.232/.184) is satisfying.
The effect of Ad and Sponsorship recall on the dependent

constructs is tested by conducting a MANCOVA. The required
assumptions were checked as discussed in existing literature (e.g.

TABLE 1
CFA of Constructs

Factor Indicator Indicator Alpha Composite Average Variance
Reliability Reliability Extracted

Product-related IP1 0,834 0,889 0,886 0,723
involvement IP2 0,753

IP3 0,581

Event-related IE1 0,955 0,952 0,954 0,875
involvement IE2 0,937

IE3 0,733

Event image IF2 0,869 0,906 0,910 0,673
IF3 0,529
IF4 0,874
IF5 0,712

Brand equity BE1 0,692 0,936 0,951 0,829
BE2 0,865
BE3 0,914
BE4 0,845

Brand awareness BA1 0,581 0,768 0,663 0,498
BA3 0,415

Attribute-based F1 0,908 0,940 0,938 0,754
image (functional) F2 0,925

F3 0,699
F4 0,626
F5 0,613

Non-attribute-based H1 0,752 0,927 0,930 0,691
image (hedonic) H2 0,694

H3 0,623
H4 0,696
H5 0,803
H6 0,579

Goodness-of-fit statistics: CFI (0,942); TLI (0,933); RMSEA (0,071); SRMR (0,035).
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Tabachnik and Fidell 2001 pp. 282 and pp. 329). Since the assign-
ment to different groups (dependent on recall of the independent
stimuli) could not be randomized by default, group sizes vary
strongly. Therefore, the dataset was reduced in order to achieve
equal group sizes (random samples from the larger groups). The
constructs are not normally distributed and homogeneity of vari-
ances of the dependent variables was slightly different. According
to Olson (1974, pp. 894) and Bray and Maxwell (1985, pp 33), these
violations can be accepted if the dataset is large enough and the
group sizes are equal. As described in table 3 below, cell size in the
first dataset is 270 (2x2x270=1040 total) and 196 (2x2x196=784
total) in the second dataset.

Unweighted means of the item scores were used as values for
the dependent constructs. The construct of event-related involve-
ment interacts with the independent factors, therefore only product-
related Involvement is used as a Co-Variable. Results of the
MANCOVAs of the two measurements indicate significant main
effects and an insignificant interaction effect. The influence of
product-related involvement is also significant in both surveys.
Following Cohen (1988), the strength of the effects is rather small
(only ad recall yields the 5.9 % level of a middle-sized effect).

Follow-Up-ANCOVAs were conducted to determine the ef-
fect of the stimuli and Co-Variable on each dependent construct. As
can be seen from table 4, all main effects are significant for each
construct. However, the strength of the effects differs largely. In the
first round, the effect of ad recall on brand awareness and non-
attribute-based image is much higher than in the second survey, on
the contrary, the effect of sponsorship recall is much stronger in the
second survey. Since Toyota was relatively successful in the

Formula One Season 2005 up to the measuring point in late July (57
points compared to a total of 8 points in the 2004 Season), this offers
a possible explanation of the increase in sponsorship effect. The
weakening of the ad effect could be explained due to the fact that
one of the most expensive advertising measures of Toyota–the role
of media presenter of the German Soccer League “Bundesliga” –
was absent for more than a month because of the season break.

Lastly, post-hoc-tests were conducted to check, whether the
hypothesized effects show into the proposed direction. As de-
scribed in tables 5A (first survey) and 5B (second survey), the
knowledge of a stimulus leads to a significantly better evaluation of
each brand construct. Therefore, our Hypotheses H2A and H2B can
be confirmed.

Finally, I take a look at the change of brand awareness and
brand image dimensions between the two measuring points. As
proposed in Hypothesis H3, we a more positive evaluation of the
brand Toyota in t=2 is expected if the image of Toyota is evaluated
relatively worse comparing to the image of Formula One in t=1.
Only consumers are included in this analysis that could at least once
recall Toyota as a Formula One sponsor. Results in table 6 show that
only the group that evaluated Toyota relatively worse comparing to
Formula One (“positive distance”) in the first place has a significant
awareness/image enhancement, giving support for Hypotheses
H3A and H3B.

IMPLICATIONS AND DISCUSSION
The findings of this study confirm that sponsorship recall is

significantly influenced by perceived brand prominence (brand
equity) and both product- and event-related involvement. There-

TABLE 2
Logistic Regressions of drivers of Sponsorship Recall (measuring times 1/2)

Independent Variable Coefficient b (Significance) S.E.

Product-related involvement -0.139***/-0.099*** 0.038/0.037

Event-related involvement -0,383***/-0.335*** 0.029/0.028

Brand equity -0.112***/-0.134*** 0.033/0.032

***p<0.01; **p<0.05; *p<0.1; Nagelkerkes R2=0.232/0.184; Model ended after four/four iterations.

TABLE 3
Results of MANCOVA (first dataset/second dataset)

Effect Factor Wilks-Lambda F-Value Eta-Square (η2)

Main Effect Ad recall 0.923/0.952 27.326***/12.051*** 7.7 %/4,8 %

Sponsorship recall 0.980/0.960 6.752***/9.947*** 2.0 %/4,0 %

Interaction Effect Ad recall x 0.997/0.990 0.946/2.366* 0.3 %/1,0 %
Sponsorship recall

Co-Variable Product-related 0.938/0.978 21.450***/5.283*** 6.2 %/2,2 %
involvement

***p<0.01; **p<0.05; *p<0.1; n1=1040/n2=784
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TABLE 4
Results of Follow-Up-ANCOVAs (first dataset/second dataset)

Faktor Brand awareness Attribute-based Image Non-attribute-based
(Functional) Image (Hedonic)

Ad recall 53.058*** (5.1 %)/ 46.453*** (4.5 %)/ 63.261*** (6.1 %)/
10.973*** (1.5 %) 34.288*** (4.6 %) 21.590*** (2.9 %)

Sponsorship recall 5.840** (0.6 %)/ 18.368*** (1.8 %)/ 3.071* (0.3 %)/
19.858*** (2.7 %) 19.380*** (2.6 %) 4.609** (0.6 %)

Ad recall x Sponsorship 0.642 (0.1 %)/ 0.396 (0.0 %)/ 2.691 (0.3 %)/
recall 0.009 (0.0 %) 1.049 (0.1 %) 5.220** (0.7 %)

Product-related 28.992*** (2.9 %)/ 26.952*** (2.7 %)/ 0.036 (0.0 %)/
involvement 0.464 (0.1 %) 5.502** (0.8 %) 1.173 (0.2 %)

F-Values (η2 in Percent) of Follow-Up-ANCOVAs; ***p<0.01; **p<0.05; *p<0.1.

TABLE 5A
Results of Post-hoc-Tests (first dataset)

Dependent variable Ad recall Sponsorship recall

Brown-Forsythe MV (SD) Brown-Forsythe MV (SD)
Yes No Yes No

Brand awareness 53.736*** 3.11 (1.48) 3.81 (1.56) 16.597*** 3.26 (1.54) 3.66 (1.56)

Attribute-based image 42.368*** 2.74 (1.32) 3.28 (1.32) 33.969*** 2.76 (1.32) 3.25 (1.33)
(functional)

Non-attribute-based 67.555*** 3.62 (1.41) 4.33 (1.32) 3.887* 3.88 (1.45) 4.06 (1.37)
image (hedonic)

***p<0.01; **p<0.05; *p<0.1; MV=Mean Value; SD=Standard Deviation

TABLE 5B
Results of Post-hoc-Tests (second dataset)

Dependent variable Ad recall Sponsorship recall

Brown-Forsythe MV (SD) Brown-Forsythe MV (SD)
Yes No Yes No

Brand awareness 12.739*** 3.12 (1.48) 3.49 (1.47) 18.526*** 3.08 (1.45) 3.53 (1.49)

Attribute-based image 31.731*** 2.75 (1.29) 3.28 (1.33) 21.268*** 2.79 (1.30) 3.23 (1.34)
(functional)

Indir. effect Ad Recall x Sponsorship Recall

Non-attribute-based No Ad Recall .450n.s. 4.18 (1.40) 4.09 (1.37)
image (hedonic) Ad Recall 6.732** 3.48 (1.38) 3.84 (1.34)

3.166* 3.84 (1.34) 4.09 (1.37) No Sponsorship Recall
24.750*** 3.48 (1.38) 4.18 (1.40) Sponsorship Recall

***p<0.01; **p<0.05; *p<0.1; MV=Mean Value; SD=Standard Deviation
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TABLE 6
Regression of distance (Event-image-Brand) on change of brand evaluation

Group with positive Group with low distance Group with negative
distance (aFit) distance

Brand awareness -0.116* -0.073n.s. -0.004n.s.

Attribute-based image -0.236*** -0.029n.s. 0.071n.s.

(functional)

Non-attribute-based -0.167*** -0.051n.s. 0.038n.s.

image (hedonic)

Standardized Beta, ***p<0.01; **p<0.05; *p<0.1

fore, the sole measure of recall does not offer an unbiased conclu-
sion of sponsorship effectiveness. Moreover, the impact of spon-
sorship on the brand has to be separated statistically by other
possible influences. A first attempt was made in this paper by
including advertising recall as a complementary promotion action
of companies. The change of brand awareness and brand image
dimensions over time was found to depend on the relative evalua-
tion of event image vs. brand image in the first place. This result is
in accordance with balance theory and attribution-contrast-theory
but contradicts empirical results of other authors (e.g. Speed and
Thompson 2000; Dean 2002).

Further research should focus on gaining insights about how
the sponsorship message is processed by consumers. Possibly
experiments are particularly suitable to deepening the understand-
ing about processing of the sponsorship message in comparison to
field studies. However, especially from a practitioner’s perspec-
tive, rigorously conducted field studies in a real context can lead to
an improvement of current sponsorship evaluation practice which
is often based on recall measures solely or evaluation of broadcast
time. The use of panel data is adequate to analyze individual
responses (e.g. change in attitudes or behavior) over time.
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APPENDIX
List of Items

Product-related involvement
IP1 I am very interested in cars in general
IP2 I know a lot about cars
IP3 I regularly catch up on news about new car models
Event-related involvement
IE1 I regularly watch Formula One
IE2 Formula One is important for me
IE3 Formula One means a lot to me
Event-Image
IF1 Formula One stands for sportiveness
IF2 Formula One is likeable
IF3 Formula One is unique
IF4 Formula One is attractive
IF5 I can identify myself with the Image of Formula One
Brand Equity
BE1 It makes sense to buy X instead of any other brand, even if they are the same
BE2 Even if another brand has the same features as X, I would prefer to buy X
BE3 If there is another brand as good as X, I prefer to buy X
BE4 If another brand is not different from X in any way, it seems smarter to purchase X
Brand Awareness
BA1 I can recognize X among other competing brands
BA2 Some characteristics of X come to my mind quickly
BA3 I can quickly recall the symbol or logo of X
Attribute-based Image (Functional)
F1 I can trust X
F2 I can rely on X
F3 X is a really dependable car
F4 Cars of Brand X last a long time
F5 Cars of Brand X are excellent in workmanship
Non-attribute-based Image (Hedonic)
H1 Cars of Brand X are good looking
H2 X builds cars with personality and character
H3 Cars of Brand X are sporty
H4 Cars of Brand X are attractive
H5 Cars of Brand X are desirable
H6 Cars of Brand X are young
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EXTENDED ABSTRACT
In 1994, the advertising campaign for Stolichnaya vodka

appeared in the U.S. consumer magazines. The original works of
young Russian artists were united into a campaign with the slogan
“Freedom of Vodka.” The ads attracted attention with colorful
images created in the style of what a few in the U.S. have been
familiar with as Russian Lubok, Russian Constructivism, and
Socialist Realism. The Stoli advertising campaign is a juncture
where several topics that have been the preoccupation of recent
advertising studies, such as the predominance of visual imagery in
contemporary advertising, the relationship between art and adver-
tising, and the changing nature of advertising in postmodern age.
The campaign provides a ground for advancement in the analysis of
advertising. This article establishes a new visual figure of speech
called “semiotic tension.” Semiotic tension is the syntactic relation
that binds two elements in their negative relation to each other. The
specific quality of semiotic tension is the affective interpretive
pleasure of tension. The moment of closure is focused more on the
recognition of tension than the emergence of a coherent semantic
solution. The dominant syntax of the Stolichnaya ads is based on the
juxtaposition of opposites, driven by the basic antagonism of
addressing North-American consumers with an anti-capitalist, So-
viet-style aesthetics.

The time of the binary division between the “hard-sell” adver-
tising with its logic and the “soft-sell” advertising, with its emo-
tional appeal, is long gone. Instead, advertising together with the
western affluent societies became more colorful, faster, louder, and
more complex. The science of semiotics offered a set of tools to
make this new world readable: as Saussure defined it, “a science
which studies the life of signs at the heart of social life” (1974, 16).

In our analysis of the Stolichnaya campaign we want to
demonstrate a semiotic process that has been neglected in advertis-
ing semiotics so far. We suggest a layers of tension model, that
emphasizes an advertisement feature charged by a tension between
elements within the ad. First, tension can be constructed on the level
of re-contextualization, based on the use of referent systems in the
ad. The second level of tension can occur in setting up the syntac-
tical relationship between the relevant elements of the ad. While we
take on a structuralist perspective in the textual mechanism of the
ad, we do not assume a requisite resolution of the tension between
the elements. In this aspect, we adhere to a post-structuralist
perspective, emphasizing a more active reader in the negotiation of
meaning and the possible openness of realized meanings.

Semiotic tensions are similar to the ad feature of resonance,
developed by McQuarrie (1989), McQuarrie and Mick (1992).
They define the rhetorical figure of resonance as a repetition of
elements within the ad which echo with one another and lead to a
multiplication of realized ad meanings. Resonance does not include
simple ambiguity or opaqueness, but a doubleness of elements.
Semiotic tension is also based on a syntactic relation, but, rather, the
echo rests upon the negative feature of oppositions than the resonant
positive feature of sameness. Metaphorically, the two semiotic
features share a similar force binding two elements and can be
distinguished as adhesion based on tension and cohesion based on
resonance. Contrary to resonance, semiotic tension emphasizes
more the interpretive process than the final semantic result. Based
on the aesthetic theory of Berlyne (1971) and Meyer (1956) we

argue that for a positive affective aesthetic response to an ad the
activated expectation is temporarily inhibited. In the semiotic
tension model the disparate elements are the cause of the inhibition.
Contrary to the post-structuralist position of permanently inhibited
closure, we see the moment of closure in the perceived tension.

All the images of the 1994 Stoli advertising campaign have
several features in common, such as original art stylized to look like
early Soviet propaganda arts and the slogan, “Freedom of Vodka,”
written across each image. On the macro level, these features create
a common tension in each image, such as a negative echo between
the goals of public agitation, aiming to change the mentality of the
whole human being versus commercial agitation, aiming to change
one aspect of life, the purchasing patterns. Another persistent
semantic tension is between the different meanings of freedom to
the Soviets and Americans. While ideological propaganda claimed
that Soviets were free from the oppressive forces of capitalism and
hailed a freedom from unemployment, the U.S. ideological propa-
ganda elevated freedom of choice, especially in the consumer
goods realm; free to choose Stoli over other vodka. In addition, each
ad contains individual tensions created by relations between ele-
ments that have to do with the meaning of symbols in a different
cultural contexts.

The 1994 Stoli advertising campaign can be viewed as an act
of symbolic cannibalism where representations of the enemy’s
ideology are appropriated. On an ideological level it definitely
helped that the old enemy was brought down and lost the power of
a latent threat. However, the old symbols still regained a certain
charge, defined in a symbolic opposition.

We argue in this paper, that the quality of the campaign
remains abstruse when analyzed in a post-structuralist and
postmodern perspective. To see the Stoli ad as another example of
a free-floating signifier chain is missing the point of a connected-
ness between the sign elements that comes from the negative echo
of semiotic tension.

With our paper we nourish the hope for a more semiotically
enlightened analysis of advertising that remembers again the vir-
tues of methodological pluralism and gets over the choking
postmodern fixation.
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