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authenticity; 3) existential authenticity, which describes one’s sensation in the whole purchasing experience vis-à-vis the offering alone, 
incorporates the concept of influential authenticity; 4) natural authenticity, which focuses on the natural state of an object, represents a 
unique dimension of authenticity.

In the second stage, we run four focus groups in a large university in Hong Kong. The four groups comprise a good mix of student 
and non-student informants. The purpose is to examine the conceptualization’s similarities and differences from a consumer’s perspective 
and to explore how the four dimensions may link to different consumption behaviors. Informants shares their past consumptions and 
views on various market offerings. Attentions were drawn to their perception of various conceptualization of authenticity describing 
marketing offerings, along with other marketing concepts, such as ethicality, loyalty, satisfaction, and quality. 

Some interesting insights are found. Consumers may use indexical authenticity in judging the quality of a marketing offering and 
the ethically of a purchase (e.g., counterfeits), but their satisfaction evaluation may be associated more with the iconic and existential 
dimensions. Natural authenticity is highlighted when the marketing offering is edible (e.g., ice-cream) or when it can be applied to the 
skin (e.g., skin care product). Furthermore, consumers focus on different dimensions of authenticity when describing different types 
of products and services. In general, the informants find that it is simple and easy to use the four proposed dimensions to describe the 
authenticity of their past consumptions.

This research contributes to the existing literature by reviewing fourteen existing conceptualizations of authenticity and synthesizing 
them into a simple and systemized four-dimensional framework. For academicians, our theoretically based framework eliminates 
overlapping categories in the existing conceptualizations and avoids confusion when one looks up the concept of authenticity. Perception 
of authenticity seems to be product category-specific. The framework should facilitate discussion from different stream of research 
on authenticity. Specifically, future research should explore which dimensions of authenticity are more important in different product 
categories. For practitioners, our framework gives them a simplified big picture as to the major dimension of authenticity that customers 
care about when they evaluate the authenticity of a marketing offering. From a strategic perspective, the four dimensions should be 
studied when offerings are positioned to be authentic.
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Experiential Consumption: A Look at the Performing Arts
Gail Leizerovici, Richard Ivey School of Business, University of Western Ontario, Canada

Today’s marketplace can be described as one which provides and sells experiences. Our economy has seen a natural progression 
from one which started with a focus on commodities during the early part of the 20th century, moving to a goods and services focus, 
with a final orientation on experiences (Pine and Gilmore, 1998). The question of what comprises positive experiences is difficult for 
consumers to articulate (Arnould and Price, 1993). Experiences are vague, and consumers do not necessarily know what to expect nor how 
to evaluate them. In the performing arts context, a more complicated question of how such experiences are received and assessed arises. 
Specifically, this context does not provide a tangible good for a consumer to take home at the end of a performance (except for the show 
program, for example). Arguably, the only “take-away” for the money rendered is the individual’s memory of that experience. 
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This research is, to the best of my knowledge, the first attempt to unravel the underlying mechanisms that influence why individuals 
choose to consume performing arts experiences and, what makes these experiences successful for those involved. A four stage process 
is proposed in order to demonstrate the underlying mechanisms. These four proposed stages are: 1) Engagement, 2) Absorption, 3) 
Attachment of Meanings, and 4) Moment(s) of Utopia. While literature in philosophy and psychology have touched upon these various 
concepts using a variety of language, the ultimate contribution of this research is to develop a parsimonious, comprehensive framework 
of the relationships among these concepts. At this point in the research, it is hoped that this framework will provide a better understanding 
of the uniqueness of performing arts experiences, while also providing some insight into how these experiences typically unfold.

In support of this framework, the first proposed stage is engagement and is defined as the individual’s willingness to attend the 
performance and therefore be involved in the impending experience. According to Arnould and Price (1993), individuals undergo a “rite 
of integration” when engaging in an experience-related event. Rites of integration can be defined as “planned social interactions that 
consolidate various forms of cultural artifacts…with the objective of achieving ‘a temporary sense of closeness’…” (Siehl, Bowen, and 
Pearson, 1993). This engagement can be further described as one where the individual allows a “letting be of the process” (Arnould and 
Price, 1993) and where a converging of moods can occur (Totterdell, 2000). This emotion or mood component is further supported in Joy 
and Sherry’s (2003) description of multi-sensory engagement. That is, the individual is not only aware of the surrounding environment 
and context in which they have become engaged in, but they have also submitted themselves to the impending power and emotion of 
the performance experience.

The next step proposed in this framework is absorption. This stage can be characterized by a complete focus and high level of 
involvement where the individual becomes disengaged from external distractions and constraints (Charters, 2006). According to Arnould 
and Price (1993), in a group consumption context individuals can experience an intensely positive experience due to the merging of actions, 
sharpness of focus, personal integration and awareness of enjoyment. Such intensity of experience and level of involvement reflects a 
high level of attention, interest and excitement, which can be a direct result of the individual’s physical and sensual engagement. This 
can be observed via emotional responses among audience members, as well as the underlying cognitive processes which characterize 
such events (Holbrook and Hirschman 1982).

Following the engagement and absorption stages, the next proposed level in this framework is described as attachment of meanings. 
Research has shown that people imbue goods with symbolic meaning to supplement concrete attributes (Hirschman and Holbrook 1982). 
This is done in order to facilitate in imagining alternate realities, subsequently allowing a certain degree of disengagement from “real 
world” boundaries or constraints. Such psychological processes are said to occur because individuals like to pretend that something 
else is happening during consumption. An example relevant to the performing arts context is when individuals choose to attend a 
theatrical production because they identify with a particular character and imagine that they are the actor (Hirschman and Holbrook 
1982). Performances are said to only acquire meaning because consumers attach meanings to them (Deighton, 1992). This imposition 
and attachment of meanings is what gives the consumer a greater level pleasure, allowing this process to facilitate their disengagement 
from external, worldly distractions.

The last stage in this framework is moment(s) of utopia. Utopia can be defined in this context as an ideal state. Literature in the 
areas of psychology and philosophy has also provided similar concepts to describe such a state, namely peak experience and flow 
(Csikszentmihalyi and LeFevre, 1989; Wild et al, 1995). This moment of utopia is a direct result of the build-up and integrative process 
proposed thus far (engagement, absorption, and attachment of meanings). Specifically, when the attachment of meanings is undertaken, 
and the individual perceives that their skill in interpreting and attaching these personal meanings matches the complexity of material from 
the multi-sensory input, then a state of utopia, flow or peak experience is achieved. When a moment of utopia, flow or peak experience 
is achieved, the temporal frame can be described as “standing still”. Time no longer has a salient influence on the individual at this 
particular moment; instead, one is completely immersed with the experience (Thompson et al., 1990).

Ultimately, this paper presents a conceptual framework suggesting a number of interesting avenues for future empirical work. 
The initial phase of the data collection is on-going, and involves the use of semi-structured depth interviews with both performers and 
audience members at local musical performances. Future work could explore additional performing arts contexts as well as a broader 
range of geographic locations.
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Adolescent Motivations to Watch Reality Television
Anthony Patino, Loyola Marymount University, USA

Velitchka Kalcheva, Loyola Marymount University, USA
Michael Smith, Loyola Marymount University, USA

Amongst the most watched programs on television today are reality programs (Nielsen 2008). For example, four of the ten most 
popular 2005-2006 television programs among viewers under 17 were reality programs, such as American Idol (Nielsen 2006). Because 
reality programs influence the buying behavior and consumption habits of adolescents (Strasburger, Wilson, and Jordan 2009), it becomes 
vital to investigate the popularity of reality television with adolescent viewers. We therefore conducted an exploratory study with the 
objective to examine adolescents’ motivations to watch reality programming. In the next section, we review earlier research investigating 
people’s motivations to watch television programming. 

Prior Research on Television Viewer Motivations
Television motivation research is based on the Uses and Gratifications Theory developed by Blumler and Katz (1974). The central 

tenet of the Uses and Gratifications Theory is that viewers differ in their motivations for media use (Blumler 1979). People make decisions 
as to what program to watch—and whether to watch television at all—based on the needs and wants they seek to satisfy.

Adopting the tenets of the Uses and Gratifications Theory, earlier research identified motivations of adult viewers across multiple 
television genres (McQuail 1987; Rubin 1984) and for reality television specifically (Barton 2009). Prior research however did not 
investigate adolescents’ motivations for watching reality programming. Studying adolescent viewers separately from adults is important 
for two reasons. First, there are significant age-related differences in social and cognitive development between adolescents and adults 
(for a review, see Roedder-John 1999), which are likely to result in dissimilar viewer motivations. Second, as previously discussed, 
research shows that adolescents are increasingly knowledgeable and influenced by reality television (Strasburger, Wilson, and Jordan 
2009). We therefore conducted an exploratory study that begins to address this gap in the literature. Because our study is designed to 
generate preliminary insights into adolescent viewer motivations for reality programming, we do not offer formal hypotheses. Next, we 
describe the sample and measures, and then discuss the results.

Method
A national random sample of 800 adolescents, ranging from 13 through 18 years of age, completed online surveys. The sample 

was obtained from the Harris Poll Online (HPOL) opt-in panel. Respondents were first asked “What is the name of your favorite reality 
television show? If you do not have a favorite reality television show, please type ‘none.’” Those who wrote the name of a program 
were then asked: “Why is [the listed program] your favorite reality television program?” Participants responded in their own words.

Results
Of the 800 respondents, 339 (46.13%) did not list a favorite reality program, and 30 (3.75%) listed a favorite program that was not 

a reality program. These 369 respondents were not included in the analyses. Of the 431 respondents who were included in the analyses, 
each listed on average 1.55 motivations. We divided the sample into two age groups: younger teens (12 to 15 year olds) and older teens 
(16 to 18 year olds), and analyzed adolescents’ viewer motivations separately for males and females within each of the two age groups.

Two coders who were unfamiliar with the objectives of the study were asked to independently code participants’ viewer motivations. 
Because of the exploratory objective of this research, we refrained from imposing an a priori structure on the data by suggesting 
content categories (viewer motivations) to the coders. We adopted the procedure described by Kaltcheva and Weitz (2006). First, each 
coder independently coded the responses to determine a set of relevant content categories. Next, through discussion, the two coders 
established a common set of content categories, and the definitions of those categories. Then, each coder used the established common 
categorization scheme and independently coded all responses. The intercoder reliability, evaluated with Perreault and Leigh’s (1989) 
reliability index, was 86%, which is considered to be an acceptable level of inter-coder reliability (Saldana 2009). The coders resolved 
disagreements through discussion.

Because both the independent (four age x gender groups) and the dependent (viewer motivation categories) variables in our study 
are nominal variables, the data was analyzed using correspondence analysis, which is known as “factor analysis for categorical data” 
(Myers and Mullet 2003, p. 305). Correspondence analysis creates a two-dimensional space. The categories of the independent and 
dependent variables are located in that space in such a way that categories with similar (dissimilar) distributions are close to each other 
(far apart) (Clausen 1998).

In our study, the two dimensions accounted for 88% of the variance. One viewer motivation—entertainment/excitement—was 
located in the center of the two-dimensional space, and it was approximately equidistant from all age x gender groups, suggesting that 
watching reality programs for entertainment is an equally important motivation for all adolescents. Other viewer motivations were 


