
 

 
 
 
 
ASSOCIATION FOR CONSUMER RESEARCH 

 
Labovitz School of Business & Economics, University of Minnesota Duluth, 11 E. Superior Street, Suite 210, Duluth, MN 55802 
 
 
The Meaning of Border and Its Effects on Cross-Border Consumption

Emre Ulusoy, University of Texas - Pan American, USA 
 
Six emerging themes represent the meanings of border and the experience of crossing it: the paradoxical feelings of security and

ambivalence; resistance against the materialization of the symbolic; the border as a symbolic obstacle and consumption as reward;

border as fragmentation; border as privilege; and social construction of border reality.

 
 
[to cite]:

Emre Ulusoy (2011) ,"The Meaning of Border and Its Effects on Cross-Border Consumption", in NA - Advances in Consumer

Research Volume 39, eds. Rohini Ahluwalia, Tanya L. Chartrand, and Rebecca K. Ratner, Duluth, MN : Association for

Consumer Research, Pages: 892-893.

 
[url]:

http://www.acrwebsite.org/volumes/1010288/volumes/v39/NA-39

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/1010288/volumes/v39/NA-39
http://www.copyright.com/


892 / Working Papers

their age and gender and would make purchasing choices based on their own ideal affect. In Study 2, we investigated the role of affect in 
purchasing situations where giving gifts for other people or recommending others to purchase products or services. We predicted that people 
would make decisions based on ideal affect for others whom one is intending to give a gift or suggest buying (hereafter referred to as “ideal 
affect for targets”) rather than their own ideal affect when they make choices for other people. More importantly, we also examined whether 
people lay greater emphasis on affective factors when they engage in experiential purchases for others than in material purchases. 

Experimental methods and procedures were exactly the same between in Study 1 and in Study 2. There were two parts of the main ex-
periment in the present research. In the first part, participants’ ideal affect scores (ideal affect scores for targets for Study 2) were measured. 
In the second part, after few weeks later, participants were asked to complete the option choice task. This task depicted purchasing situations 
where people consume various experiential and material products. We chose a total of 20 categories to which people can easily access in our 
daily life: 11 categories for experiential purchases such as vacation places, movies, and hobbies and 9 categories for material purchases such 
as shoes, alarm clocks, and USB flash drives. For each of 20 item categories, we selected two stimuli as a pair; one is for HAP option and the 
other is for LAP option. Participants were asked to choose only one of two options in each pair for themselves in Study 1 and for others in 
Study 2. By calculating the number of HAP options chosen by participants in each domain, we could examine whether people make choices 
based on their ideal affect in Study 1 and ideal affect for targets in Study 2. 

The results of Study 1 demonstrated that people have different ideal affect depending on their ages and make purchasing choices based 
on their ideal affect in experiential purchases but not in material purchases when they make decisions for themselves. Consequently, the effect 
of participants’ age on purchase decisions was partially mediated by ideal affect for self only in the experiential purchases but not in material 
purchases. On the other hand, the results of Study 2 confirmed that people have different ideal affect for targets depending on targets’ age 
and gender, and more importantly, ideal affect for targets did predict choices not only in experiential purchases but also material purchases. 
Consequently, ideal affect for targets partially mediated the relationship between targets’ age and choices in both of experiential and material 
purchases. 

In conclusion, the overall results of the present research provide confirming evidence that people are likely to employ ideal affect as a 
basis of judgment and make decisions relied on it especially when they engaging in experiential consumptions regardless whether the target 
of purchases is self or others. 

Furthermore, the interesting reversal regarding material purchases observed in Study 1 and 2 indicate that people are likely to use differ-
ent strategies to make decisions for themselves and for other people especially in material purchases. Since the present research do not draw 
an absolute conclusion regarding why people show such self-other difference in material purchases, future studies need to be done to probe 
the underlying mechanism of this self-other difference. Lastly, the findings of the present research have valuable implications for the market 
place. For example, it will be of benefit for marketers who promote experiential goods such as tour packages and tickets for performance to 
understand ideal affect of their target consumers whom they intend to sell their products and to make promotions by emphasizing the affective 
states which will be elicited from consumer decisions. Moreover, this finding would be extended to gift-giving situations.
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The Meaning of Border and Its Effects on Cross-Border Consumption
Emre Ulusoy, University of Texas - Pan American, USA

Even though the U.S.-Mexico border represents one of the most voluminous consumer and product traffic in the world and thus com-
prises a prominent context for researching cross-border mobility and consumption, that border has not attracted deserved attention among 
academics. Further, much of the existing research on cross-border mobility and consumption takes a modernist view and focuses on economic 
and rational aspects of border crossing. Few studies take alternative views (e.g., postmodernist) to examine how the profound and in-depth 
meanings of border affect cross-border experiences, (im)mobility and consumption. Therefore, this study examines the perceived meanings 
of the U.S.-Mexico border and the interplay of these meanings with consumer cross-border experiences, (im)mobility and consumption. 

The term border has different meanings in different contexts, and these meanings change through time and space. In its broad sense, 
border is a separation of two entities from each other resulting in division, differentiation and dissimilarity. In addition to its conventional 
meaning, U.S-Mexico border has symbolic, socially constructed (Wonders 2006) and hyperreal meanings (Duarte-Herrera 2001). The mean-
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ings of border also vary in the process of globalization by the applications of debordering and rebordering processes (Stetter 2008) and by the 
engendered fragmentation of globalization (Fırat 1997). 

I draw on the data collected through 37 interviews with consumers who cross the U.S.-Mexico border, some frequently and some in-
frequently, to understand perceived meanings of that border in the local community.  Several intriguing themes emerged from the analysis. 
Generally speaking, consumers (re)interpret borders differently, and given their familiarity with the fluid and polysemous meanings of that 
border, their narratives contain paradoxical articulations of the meanings of border.

The first theme taps the paradoxical feelings of security and ambivalence. Seeking order, comfort, security, and pleasant consumption 
experiences, many people believe that these ideals are intimately linked to the U.S.-Mexico border.  Border is thus a vital component of their 
everyday lives. These people also report of structural influences that the border imposes upon them, leading to discomfort, feelings of self-
doubt, and stress when they get closer to the border.

The second theme is resistance against the materialization of the symbolic. Those who see the border as a means of order, security and 
comfort condemn the wall that the Bush administration intended to build between the U.S. and Mexico. These consumers consider the border 
to be crucial for maintaining order and security in the region, but allude to the proposed wall as a means of discrimination. They feel that the 
wall will render the symbolically ‘fair’ order to a visibly ‘discriminatory’ mechanism. Although they feel that no wall can stop them from 
crossing over, they fear that it will make the border more palpable and definite to local people’s detriment.

The third paradoxical theme introduces the border as a symbolic obstacle and consumption as reward. Local people encounter numer-
ous difficulties while crossing the border. They wait in lengthy lines everyday, sometimes under excruciating conditions. But once they are 
done crossing the border, they often indulge themselves in consumption experiences available on “the other” side. Therefore, the border is 
a symbolic obstacle in the way of alluring consumption time, and the act of crossing it generates a mysterious and thrilling experience. It is 
apparent from the narratives that such sensational swings would not be possible or the same if the border was to be removed.

 The fourth theme is “border as fragmentation.” Fırat (1995) argues that “fragmentation of the metanarrative allows the liberation and 
acceptance of indifferences, as well as putting an end to the dominance of any one regime of truth.” Consistent with this argument, inter-
viewees view (a) border as a force that symbolically maintains and intensifies these differences, and (b) globalization as a force engendering 
fragmentation and availing desired experiences of whatever, whenever.  Postconsumers are contemporary people who produce their selves 
and create their images within and through meaningful experiences they seek in life primarily through consumptions (Fırat 1997). Border-
crossers are prime examples of postconsumers. More specifically, Mexicans who cross the border, do so in part due to their liking for the 
‘American Dream’ and American lifestyles. Symbolically, the border represents such ideal images. 

The fifth theme is “border as a privilege.” Mexicans perceive border as a privilege since, for many, being able to cross the border and 
experience “the other” side (the U.S.) is a privilege. Crossing over to the U.S. makes Mexicans feel special, different, or even part of a supe-
rior social class in their native communities.

The last theme is “social construction of border reality and hyperreality.” Many Mexicans believe and articulate that U.S. is ‘better’ than 
Mexico in almost every aspect even when they do not see any difference between the two countries in terms of the quality and variety of 
products and services. Advertising and media play eminent roles in the construction of border hyperreality.
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It’s Smiling at Me: Satisfying Social Needs Through Consumer Products
James A. Mourey, University of Michigan, USA
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Carolyn Yoon, University of Michigan, USA

Beginning with imaginary friends and teddy bears in childhood, human beings demonstrate a fundamental need for belonging that con-
tinues across the lifespan (Baumeister & Leary, 1995; Maslow, 1943). Although social needs are often fulfilled through contact with other 
people, it seems plausible that consumer products could fulfill similar needs. For example, consumers might purchase goods and services 
hoping to attain love, affection, and emotional pleasure. Rather than calling a friend when feeling lonely, a person may choose to indulge 
in comfort food or shop online. Seeking social need fulfillment through products may, paradoxically, serve as a detriment to interpersonal 
relationship development and maintenance. The objective of the current research is to explore how the consumption of products, in general, 
can come at the cost of social relationships when products satisfy the needs customarily fulfilled by other people.

Just how far people supplement human interactions with product interactions is a matter warranting careful study. Research suggests the 
possibility of consumers developing relationships with nonsocial objects that mirror interpersonal relationships (Aggarwal, 2004). Fournier 
(1998) identified brands as viable relationship partners where one party in the exchange is a person who receives significant social benefits. 


