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Naturally Occurring Brands: A New Perspective on Place Marketing    We suggest community types are “natural brands,” because

their differentiated imagery has meaning that influences consumer housing choices.  Using an unpublished 20 year old study that

showed prospective residents compared image and meaning of small town  to suburbia and the city in choosing a home as a baseline,

in 2009 we tested whether the same associations made between community type, physical image, and meaning continue among

Millenials today.
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In the hostile acquisition conditions, a different pattern emerged. Hidden disclosure led to decreased evaluations (M=5.26) compared
with controls (M=5.89; p<.05). There are no differences under the good track record condition, it seems consumers infer an impression
management (or other insincere) motive for the affiliation with the CSM-firm.

To test our hypothesis on the effects generalizing to related brands, a series of ANOVAs with attitude toward each brand as the
dependent variable was conducted, revealing a similar 3-way interaction for the overlapping (toothpaste; F (1, 253)=4.249, p<.05) and
semantically related brand (dishwashing liquid; F (1, 253)=2.537, p=.081), but not for the functionally related (F<1) or dissimilar brand
(F<1).

References
Campbell, Margaret C. (1999), “Perceptions of Price Unfairness: Antecedents and Consequences,” Journal of Marketing Research,

36 (May), 187-199.
Cone Inc. (2004), 2004 Cone Corporate Citizenship Study, Boston: Cone, Inc.
Darke, Peter R. and Robin J.B. Ritchie (2007), “The Defensive Consumer: Advertising Deception, Defensive Processing, and

Distrust,” Journal of Marketing Research, 44 (1), 114-127.
Drumwright, Minette E. and Patrick E. Murphy (2001), “Corporate Societal Marketing,” in Handbook of Marketing and Society, Paul

Bloom and Gregory T. Gundlack, (eds.) Thousand Oaks, CA: Sage Publications, 162-183.
Friestad, Marian and Peter Wright (1994), “The Persuasion Knowledge Model: How People Cope with Persuasion Attempts,”

Journal of Consumer Research, 21 (June), 1-31.
Harrison, Joan, (2006), “Mission-Oriented Firms Change Hands,” Mergers and Acquisitions, 41(May), 30-31.
Hoeffler, Steve and Kevin Lane Keller (2002), “Building Brand Equity Through Corporate Societal Marketing,” Journal of Public

Policy and Marketing, 21 (1), 78-89.
Roehm, Michelle L. and Alice M. Tybout (2006), “When Will a Brand Scandal Spill Over, and How Should Competitors Respond?,”

Journal of Marketing Research, 43 (3), 366-373.

Naturally Occuring Brands: A New Perspective on Place Marketing
Christine Wright-Isak, Florida Gulf Coast University, USA

This work investigates the intersection of two powerful concepts in marketing research, which have rarely been thought to intersect:
brand and community.

Theoretical antecedents:
• Place Marketing: Kotler, Heider and Rein (1992) take a primarily macro view of places and their reasons for and tactics used to

market themselves. Their focus might be said to take place from the vantage point of the “self-interested place” for it emphasizes
economic causes and consequences in which marketing is called on to attract tourists, corporations and industries, or workers on
the basis of functional place attributes like tropical climate, low taxes and good schools. Although imagery is acknowledged to
be a factor useful in place marketing, they approach it tactically such that accidental benefits of historic or cultural heritage and
amenities are communicated to enhance imagery or overcome negative perceptions. Intended audiences include corporations who
will be employers and investors in local infrastructure, tourists and conventioneers who will add to local revenue streams,
government bodies who can provide aid or residents who constitute a workforce that can be used as an asset.

• Brand Communities: O’Guinn and Muniz (1997) focus on communities in marketing but not on the place dimension. They
borrowed the sociological concept of community to unpack the underlying symbolic phenomena affecting consumer loyalty to
brands. Their work describes episodic community with a very limited number of commitment dimensions. Schouten studied
Harley Davidson riders and the community that emerged offers the outlaw spirit of this brand as a benefit. More recently, Holt
(2003) applied the idea of belonging to a brand’s value set to understanding socio-cultural significance of brand meanings. All of
these used the term community to refer to communion of hearts and minds and not geographically. However, O’Guinn and Belk
did unite that idea with physical place in their study of Heritage Village (1989).

• Sociology of Communities: Sociologists and other consumer researchers have viewed place phenomena as patterned social
interactions of individuals that give rise to consistent sets of expectations about how daily life in a given place will occur–
culminating in particular characterizations of such places. At one end of a continuum of community studies we find ethnographies
of American place like The Social Order of the Slum in Chicago (Suttles, 1968) or Small Town in Mass Society (Vidich and
Bensman 1958). In-between the city and the town have been studies of suburbia like the Levittowners (Gans 1967). More episodic
but nevertheless place centered is the emergence of norms and periodic social structure centered on consumption in a swap meet
studied by Russell Belk, John Sherry and Melanie Wallendorf, (1988) or a flea market (Sherry1990). At the other end we find Perin
(1977) specifically examining the intersection of macro level geographic community and micro level behaviors among neighbors
in Everything in its Place: Social Order and Land Use in America.

Theoretical Synthesis
The intellectual convergence of these perspectives depends on acknowledging that the idea of a symbol that is so central to the concept

of brand is a phenomenon of meaning creation. Scholars often view symbols as existing manifestations of the outcomes of a process of
social investment of meaning in a tangible figure or item. Marketers conceive of brands as intentionally created clusters of meaning
signified with a mark that can be used to signal consumers about that cluster of meanings. Both perspectives tend to under-acknowledge
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the continuing interaction of expectation and actual experience associated with a symbol or a brand by consumers. We assert that the
“consumer” or the “follower” of a brand has an equal role with its purveyor in determining its significance.

We reason that the three main forms of small town, suburb or city each have a distinct constellation of meanings which makes them
symbols. If these three symbols are used by consumers to anticipate what kind of residential community life will take place within them
and if these anticipations affect how they choose where to live, then the community forms are potentially “naturally occurring brands.”
Whereas Kotler et. al. delineated how particular places might purposefully manipulate their features and images as brands (e.g. Chicago,
Sarasota), the three archetypal forms of community are not deliberately marketed. Thus the term “naturally occurring.” The nature of their
significance in consumer decisions adds the term “brands.” But for our reasoning to stand, we need to know whether consumers do in fact
share a common understanding of the meaning of these types and whether the constellation of meanings is transmitted to subsequent
generations within the culture.

This Research consists of two studies conducted 20 years apart. The first is a previously unpublished study comparing small town
community to the other two forms to ascertain the role of community stereotype in residence selection. The findings raised interest in the
theoretical intersection of place and community and brand as concepts. The second is recent research into whether the relevant images
and meanings of town, suburb and city consist of holds true among today’s Millennials. Also incorporated into the second study are some
measures designed to indicate how such understanding might be transmitted to new generations.

STUDY I: 1985 The study used a three year ethnography, and a set of 6-hour in-depth interviews with 20 newcomers to study the
small town form of community. The immediate 50 mile radius around the town in central NJ contained numerous instances of all three
types of place-community.

• Findings: a community selection process that perpetuates the typology. Newcomers to a region selected new homes from an array
of communities that they characterized using the town-suburbia-city constellation of images and meanings. In choosing a “small
town life” they desired the specific social contract of small town neighboring norms they intended to fulfill themselves.

• Identification of the community as a small town by using a commonly understood set of visual cues to the three types of community.
In response to unstructured questions respondents explicitly associated images of all three types of community with distinct and
separate sets of expectations neighbors would have toward one another.

• Moreover, many had never lived in a small town before, so experience was not how they learned the meaning of this type. Many
indicated their understanding arose from portrayals in American literature, cinema and television.

STUDY II: 2009–Investigating the Millennial Generation understanding of the set of community “brands.” If community types are
“naturally occurring brands” we can expect that each new generation becomes socialized to the meanings associated with them.

• The broad hypothesis is that Millennials, being at one or more generations away from the respondents in the original study, and
inhabiting a very different social and technological world than 1985 consumers, will not assign the same brand labels or meanings
to the three types of community in response to visual cues.

• A second broad hypothesis is that in addition to interpersonal or familial socialization processes cultural transmission of the
constellation of images and meanings associated with each type of community may also occur via television and literature.

• The research design: Used survey methodology to investigate how Americans understand these three types of community.
Approximately 200 surveys were fielded using both verbal and nonverbal stimuli. 130 were completed with college students up
to age 25, another 70 were completed with non-student adults over the age of 35.

• Study II is limited by region and by number of respondents, but provides a basis for a larger follow-up study across generations
and regions of the U.S.A.

FINDINGS: Analysis indicates the typology is understood by Millennials in the same way as older generations. They link unlabeled
pictures of each type of place-community with the “brand” label linked by the older sample consistent with the patterns found by Study
I. Briefly:

• Small towns–Main Street stores and homes, close-knit, supportive but controlling
• Suburbia–cul de sac arrangement of houses, “ticky-tacky,” good for kids but conformist
• Cities–anonymous, fast and noisy, sophisticated and socially “open” but ruthlessly competitive

Regarding extrafamilial cultural transmission of “brand” meaning, there was considerable overlap in the viewing of the same TV
shows, and reading the same books. TV Land network in particular has enabled Millenials to view the same shows (like “Mayberry RFD”
or “Ozzie and Harriet” or “Family Ties” as older generations.
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Trading between Effort and Money: Consumer Participation and Service Pricing
Lan Xia, Bentley University, USA

Rajneesh Suri, Drexel University, USA

Research in co-production suggests that businesses can treat consumers as partial employees and boost productivity. While some
consumers are motivated to do the work by the higher perceived control and convenience, co-production does require consumer effort
(i.e., non-monetary input). Little research has examined the process how consumers trade off their effort (i.e., work) with price. In this
research we examine factors influencing consumers’ tradeoff between work and money. Using 4 experiments, we showed that for the same
work, consumers want to save more but pay less. Further, this main effect is moderated by both consumer and service characteristics.

Conditions Under Which “Trivial” Attributes Become Important in Consumer Judgment
Na Xiao, Queen’s University, Canada

Peter Dacin, Queen’s University, Canada
Laurence Ashworth, Queen’s University, Canada

We examine conditions under which attributes that have little or no impact on the performance of a product, known as “trivial
attributes”, nevertheless have an important impact on product evaluation. Existing work on trivial attributes has shown that they can
positively affect product evaluation when they serve to distinguish the product from other comparable options (Carpenter et al., 1994) and
when they help justify a particular choice (Brown and Carpenter, 2000; Schlosser and Shavitt, 2002). In a similar vein, attributes that are
trivial because the meaning of the attribute is ambiguous or unknown can also positively impact product evaluation, primarily due to
conditions, such as a positive brand reputation (Broniarczyk and Gershoff, 2003) or expectations that marketers will adhere to
conversational norms, that cause consumers to draw positive inferences about the meaning of the attribute. Inferences based on trivial
attributes have also been shown to lower product evaluations when they lower perceptions of the ability of the product to perform its core
functions (Meyvis and Janiszewski, 2002).

In short, trivial attributes appear to impact product evaluations for two broad reasons: first, due to the inferences that consumers make
based on those attributes; and second, when trivial attributes help consumers make or justify a choice. We suggest that the impact of trivial
attributes in the latter case can be attributed more broadly to the ability of the attribute to fulfill contextually activated goals that are not
directly related to the performance of the product. In choice contexts, such goals relate primarily to the ease of making a decision (see
Bettman et al. 2008 for a discussion of choice goals). However, we argue that different contexts are likely to activate a broad array of
different goals that can, under certain circumstances, render a trivial attribute meaningful.

We propose that contextual goals are most likely to cause trivial attributes to become influential when these goals are anxiety-
provoking; that is, when they are important, unfulfilled, and their achievement is uncertain (Lazarus 1991). As individuals seek to reduce
their anxiety, we expect them to pay special attention to any product information that does, or could, aid in the fulfillment of the anxiety-
causing goal. In short, attributes that would ordinarily be ignored may take on special meaning when consumers are in a state of anxiety
caused by contextual goals unrelated to the core functions of the product. Finally, we further predicted that this effect should be moderated
by consumer self-confidence. Consumers who are particularly confident in their ability to fulfill their goals should be less likely to rely
on trivial attributes to help achieve additional contextual goals. We tested this in Study 2.

These hypotheses were investigated in two experiments. We used the same experimental paradigm in both: participants chose
between three different bottles of red wine. Four attributes were provided for each brand. Three of those were pretested to be non-trivial:
price, vintage, and alcohol content. The forth was pretested to be trivial and included information on whether or not the label displayed
the “picking time” of the grapes. Only one brand was said to include picking time information (participants were simply told whether the
label included picking time information or not–they were not given specific picking times). Importantly, the brand was counterbalanced
across participants, as was the order in which the attributes were presented.

Anxiety was manipulated in both experiments by varying aspects of the choice context designed to inspire impression management
concerns. In the low anxiety condition, participants were told that they were choosing a wine to take to an informal party. In the high anxiety
condition, the wine was for their future father-in-law. Manipulation checks across experiments showed anxiety levels did indeed vary
across these situations.

Study 1: Ninety-seven students participated in a 2-level (anxiety: high, low) between subjects design. We measured how much
participants thought about each attribute as they made their decision (along a 5-point scale). Participants also indicated how important each
attribute was to their decision by dividing 100 points across the four attributes. Results indicated that participants thought more intensely
about the trivial attribute (Ms=3.44 vs. 2.67; F(1, 95)=7.98, p<.05) and that the trivial attribute was more important to their decision (Ms


