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gaining an insider status, when the commercial nature of high-risk performances is taken into account, the marketplace availability of

the same performances, not just socialization and experience, can account for risk normalization and thus risk acculturation.
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control. We find this pattern for overeating related diseases (p<0.05), speeding-related car crashes (p<0.), smoking-related lung cancer 
(p<0.01), food hygiene issues (p<0.05), and MSG poisoning (p<0.01 for c and d). 

In contrast, risks with low potential-for-control (e.g., genetic-related cancer, avian flu, hard drive crash) did not show similar results. 
None of the low self-agency risks had any statistically significant interaction terms between self-control and probability or consequence. 
The necessity of self-agency for differential weighting to occur hints at some motivational process: when adverse consequences are 
not attributable to self-control failings, low-self-control individuals need not underweight consequences when formulating overall risk.

Study 3: Manipulating Felt Self-Control
Study 3 shows that manipulating one’s sense of self-control can cause the differential weighting of the components of risk. In this 

study, we induce different levels of felt self-control through an ease of retrieval paradigm (Schwarz et al 1991). Participants (n=133) are 
asked to recall two or ten instances in which they were able to ‘exercise self-control, discipline, or willpower in the face of temptation’ 
(2 instances=easy, 10 instances=difficult). The difficulty of the task is supposed to cause participants to infer that they are not very good 
at that particular action or behavior. After the recall task, subjects’ risk attitudes are elicited in the same manner as studies 1 and 2. There 
is also a control condition against which we compare the recall conditions.

Our results once again show that people with lower felt-self-control focus more on probabilities and less on consequences. In the 
‘hard recall’ condition, where subjects feel lower self-control, our regression analyses finds significant interaction terms between self-
control level (now a dummy variable) and risk components. We find that compared to the control condition, subjects who are induced to 
feel lower self-control weight consequence less and weight probability more (predictors sig. p<0.05 for heart attack and hypertension 
from overeating, speeding, drinking, smoking, and job loss from shirking. 

None of these interactions are significant for people induced to feel ‘high control’, suggesting that ‘high self-control’ people do not 
engage in differential weighting of the risk components.

Conclusions
Differential weighting of the components of perceived risk, probability and consequences, may differentially contribute to the 

estimation of risk for people with low versus high self-control. This is especially prevalent when defensive and motivated reasoning 
strategies are both possible and desirable. Such motivated processing may lead to the persistence of both risky and non-risky behavioral 
patterns, and also to irrational and counter-intuitive underestimations of overall threat by those individuals most at risk of being affected 
by specific negative outcomes.
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Extended Abstract
The theory of risk acculturation explains the process of normalization of risk through socialization and experience. According 

to Celsi, Rose, and Leigh’s (1993) great account of skydiving, risk perceptions become normalized with socialization to a subculture 
and through gaining experience and the participant achieves an insider status and thus accepted by the skydiving community. For an 
outsider, the risky activity is deviant and it requires learning and adaptation process to see it as normal. The risk becomes normalized 
through the process of socialization and thus gradually assuming/adapting the ideology of the subculture. The high-risk subculture is 
considered as a tight community that places properties of high-risk behavior within the realm of normal. With full acculturation to this 
community, high-risk performers learn to be risk managers and the differences among insiders and outsiders are limited to the stages of 
their socialization into the high-risk subculture and to the stages of their risk perception evolution trajectories. Furthermore, participants 
acculturated to risk also become able to attend higher-level transcendent motives such as flow, communitas, and phatic communion 
(Celsi, Rose, and Leigh’s 1993). 

Yet risk acculturation theory as it currently stands falls short of explaining the implications of the easier access to and participation 
into high-risk performances by an increasing number of people with various levels of experience in today’s marketplace. The availability 
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of the high-risk performance stages, service providers, and technological developments in the marketplace help novices to become high-
risk performers. In order to illustrate, personal GPS tracker devices provide location-based communication and notifies friends, families, 
or professional services such as rescue coordination services “all with the push of a button.” These devices are designed for backpackers, 
boaters, campers, cyclists, climbers, hikers, kayakers/canoeists, off-road enthusiasts, sailors, snowmobilers, and many others. This is 
an example of a case that enables people to rely on a technological tool to manage the risk of getting lost or being hurt. In other words, 
in this case, one can argue that risk is normalized through the help of a tool available in the marketplace. Furthermore, relying on such 
tools while lacking the necessary understanding and experience may create tensions within the (sub)culture. When people, with a variety 
of experience and skill levels and physical conditions, end up in situations that would require outside help, discussions arise as to who 
should pay for their rescue costs. Taxpayers raise their concerns over those rescues of inexperienced people who get lost in the wilderness 
due to their inexperience. After exploring the relevant consumer behavior literature including the more general acculturation studies 
(we don’t list the extensive review here due to space limitations), we came to realize that risk acculturation theory ascribes little or no 
potential for the increasingly commercial nature of such performances and its effects on the interactions among (insider or outsider) 
participants and non-participants. The aim of this study is thus to address this theoretical gap. 

The context of our study is commercially guided climbing expeditions on big mountains as part of the growing adventure industry. 
It provides a suitable area to explore marketplace dynamics of risk acculturation process. People with different backgrounds and various 
levels of experience hire professional mountain guides and use high-tech gear and tools to improve their chances to climb mountains 
and claim a mountaineer identity. We collected data through extensive participant observation and in-depth interviews within various 
mountaineering communities. Active participant observation for over five years took place at several high-altitude mountains in the 
world, including Elbrus in Russia, Everest in Nepal, McKinley in the US, and Aconcagua in Argentina. Our data set includes 17 on-site 
interviews with climbers who pay for guide services on the mountains and their guides. These on-site in-depth interviews were followed 
by 20 more off-site in-depth interviews with some of the same participants along with the new ones after their climbs. We focused on 
the commercial nature of the activity as a general topic in our conversations. Standard IRB procedures were followed to gather consent 
from the participants. The interviews lasted on average 50 minutes and were transcribed verbatim. We analyzed the field notes and in-
depth interviews that are close to 1,000 single spaced pages as a whole with the help of the Atlas data analysis software and through a 
hermeneutic and iterative process. We also incorporated extensive secondary data from sources including but not limited to mountaineering 
books, adventure magazines, and web blogs.

We found that participants in this high-risk leisure activity do not necessarily follow the path identified by Celsi et al. (1993) on 
their way to claim a high-risk identity. For many, marketplace provides a stage and an opportunity to experience such an identity with 
the help of high-tech tools, gear, and guide services. Thus, although they lack experience and never truly socialize into a mountaineering 
subculture, they normalize risk through the marketplace–the missing path in the prior risk acculturation conceptualization. Socialization 
and gaining experience are not very convenient since they both take time and effort. They instead take an alternate path which allows 
them to normalize risk and claim a mountaineer identity. Thus, we contend that risk acculturation occurs not only through experience 
and socialization but also through commercialization of services and tools (Figure 1). This is seen as an illegitimate short cut for some 
aficionados and results in conflicts and tensions rather than communitas. Furthermore, these participants never fully experience flow 
since they lack the necessary skills and delegate dealing with challenges to guides as commercial service providers. 
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Figure 1  Marketplace and Risk Acculturation
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The theoretical contribution of this study is therefore twofold. First, it unpacks the underappreciated commercial dimension in 
high-risk performances. Second, it explicates how marketplace dynamics in terms of commercialization and technology significantly 
shapes the risk acculturation process which is theorized as related only with experience and socialization to a high-risk consumption 
community. We further argue that this updated risk acculturation process does not necessarily result in higher end states such as flow, 
communitas, or phatic communion (Celsi, Rose, and Leigh 1993). Expanding the theory by accounting the commercialization and 
marketplace availability has significant implications to a variety of different areas not only for leisure activities (hiring a guide service 
to climb a mountain, using a GPS tracking device in wilderness, signing up for a rescue service before stepping to the outdoors) but also 
bigger picture items as encouraged by this ACR’s organizers, such as various financial investments through hiring a financial advisor 
or signing on a loan from a financial institution that is believed to manage the risk in an uncertain economic environment. Thus, we 
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believe the extended conceptualization of risk acculturation within marketplace will generate great interest and discussion within the 
ACR audience which help us improve this study significantly.
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Extended Abstract
The phenomenon of “prosumption” has attracted substantial interest both among researchers and practitioners since this term was 

first coined by Toffler (1980). In existent research literature, the phenomenon has been addressed from different perspectives. Here we 
explore the phenomenon of prosumption from the perspectives of role-based identity (Burke 1991) and social identity (Turner et al. 
1987), which is a rather novel approach to gain insight into the phenomenon. 

Prosumption can be defined as “value creation activities undertaken by the consumer that result in the production of products 
they eventually consume and that become their consumption experiences” (Xie, Bagozzi and Troye 2008). Furthermore, prosumption 
can be conceived as a process consisting of two phases: production and consumption. All the activities before the beginning point of 
consumption are included in the production process, and those after the point are included in the consumption process. Both phases 
consist of a flow of behaviors, appraisal of those behaviors and emotional experiences. The inputs to the prosumption process are time, 
effort and monetary resources. The outputs are experiences and values created through the prosumption process. 

The prosumption process is embedded in a social world that is constituted not only by formal rules, but also by the wide variety of 
conventions, habits and styles from different people. That is why our theoretical perspectives of role-based identity and social identity 
are so relevant to a deeper understanding of the whole process. Key aspects of these theories are people’ self-views emerging from 
the reflexive activity of self-categorization or identification in terms of roles (role-based identity) or membership in particular groups 
(social identity). 

For instance, from the perspective of role-based identity, a prosumer categorizes herself as an occupant of a role (i.e. a hostess), 
and incorporates into herself of the meanings and expectations associated with that role and its performance. A prosumption process 
can be, then, conceived as an identity control system that consists of a feedback loop (Burke 1991). The loop has four components: a 
standard (the set of self-meaning, a prosumer’s standard, e.g., to be a good hostess); an input from the social situation (including one’s 
reflected appraisal); a process that compares the input with the standard (a comparator); and an output to the environment (meaningful 
behavior) that is a results of the comparison. The system works by modifying output to the social situation in attempts to change the 
input (reflected appraisals) to match the internal standard. Prosumers increase their self-esteem and self-efficacy by performing a role 
well, because they go through a self-verification process by comparing the what a person perceives in the situation (reflected appraisal)
and the self-meaning held by the individual (standard) (Burke and Stets 1999). 

A social identity is a person’s knowledge that he or she belongs to a social category or group. Such a group-based knowledge may 
account for the closeness of the social relations among persons who are involved in the prosumption process. Our empirical context is 
bacalhau prosumption in Brazil. Bacalhau is a Portuguese word for a particular preparation of cod fish and is synonymous with salted 
and dried cod. It is the tradition that bacalhau meal is served as a centerpiece of family celebrations and social solidarity during important 
holidays such as Easter and Christmas. Great part of such kind of social gathering relies on symbolic interactive activities that show 
mutual appreciation, respect, and esteem among the members, helping shaping social identities. To sum up, one way to understand such 
a prosumption process can be to conceive it as a process where prosumers carry out various production and consumption activities in 
order to create, maintain and regulate their identities. 

We approached this empirical context in an explorative, discovery-oriented basis. Our paper draws upon 13 qualitative focus groups 
interviews that were developed with 104 consumers from different social classes, genders and geographic locations in Brazil. The guiding 
heuristic principle is that the informal discussion of all the phases of the prosumption process (namely, planning, shopping, desalting, 
cooking and serving) can bring to surface several aspects of role-based identity and social identity such as environments, perceived 
self-meaning, reflected appraisals from others and shared experiences and provide insights on how people interact in order to reinforce 
social identity in their groups assuming specific roles supported by rituals, behaviors and social connections. 

We found empirical evidence on role identity for every phase of the bacalhau prosumption. We verified that for each phase several 
quality standards are established by a person when she assumes the role of host of the dinner. These standards are controlled once 
different tasks are performed; if consistency is found between what was established and what was observed the role identity loop is 
closed and the person experiences feelings of self-accomplishment, pride and satisfaction. For instance, we have found out that for the 
shopping phase of the bacalhau prosumption the most common standards established are size of the piece of bacalhau, color, kind of 
package and expiration date. These pre-established standards are checked during the purchase of bacalhau and if this purchase meets all 
the standards established the host feels that the loop is closed, reinforces her self-accomplishment feeling and passes to the following 
phase. We also found empirical evidence that the prosumption of bacalhau involves meanings and interactive processes that are deeply 


