
 

 
 
 
 
ASSOCIATION FOR CONSUMER RESEARCH 

 
Labovitz School of Business & Economics, University of Minnesota Duluth, 11 E. Superior Street, Suite 210, Duluth, MN 55802 
 
 
Roundtable Session: Giving, Sharing, Consuming: Connecting Consumer Behaviors

Domen Bajde, University of Ljubljana, Slovenia 
Jonathan Deschenes, HEC Montréal, Canada 
Marine Le Gall Ely, Université of Bretagne Occidentale, France 
Jean-Sebastien Marcoux, HEC Montréal, Canada 
Cele Otnes, University of Illinois, USA 
Julie Ozanne, Virginia Tech, USA 
Lucie Ozanne, University of Canterbury, New Zealand 
Nil Ozcagalar-Touloose, University of Lille, France 

 
With this roundtable, we hope to 1) expose ACR members to topics besides self-indulgent consuming, 2) identify the tensions and

convergences between the diverse consumers‘ behaviors 3) discuss the conceptual, theoretical and methodological implications and 4)

offer a platform for developing collaborative studies and further reflecting on the similarities and differences between gift giving and

charity giving, sharing and consuming.
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This roundtable is proposed to continue dialogue engaged in the 2011 gathering in Geneva on connections between giving, sharing and 
consuming practices and to bring them to a wider audience. 

Nowadays, associations, foundations and other NGO’s, but also families are supporting numerous social, health and cultural causes. 
Even if recent humanitarian disasters have confirmed the generosity of individuals, firms and States, they have also highlighted the need for 
actors involved in charity and humanitarian missions to find new ways to become known, to differentiate themselves and to create a special 
relationship with donators. The growing concurrence between charities and causes suggests the emergence of a donator who is more attentive 
to the social as well as economic issues of his or her behavior.

This phenomenon is also accompanied with tensions between giving outside/inside the private sphere (Bajde, 2006, 2009), between giv-
ing and sharing (Belk, 2010),  between giving/receiving and consuming (Marcoux, 2009; Le Gall-Ely and Urbain, 2011) as well as with the 
increasing interest for a more sustainable consumption (Bécheur and Toulouse, 2009). In view of the diversity of topics and the rising interest 
in these fields, it is now time to clearly stipulate the tensions and convergences between each topic.

This roundtable has been proposed to determine what can be done to best address the objectives, first defined in the discussions in the 
Observatoire International Don et Consommation1 (OIDC) research group created in Geneva (Switzerland) and Brest (France) and bringing 
together researchers from all over Europe and North-America.

The roundtable will follow on from the 1st colloquium of the OIDC that has taken place in Geneva in June 2011. The current roundtable 
will focus on the importance of studying the diversity of consumers’ behaviors and cultures, what obstacles or issues are specific to giving, 
sharing and consuming practices researchers, and how research projects can benefit from, and contribute to sharing knowledge with our col-
leagues based in other parts of the world. To meet this aim, the proposed panel consists of both senior and emerging researchers from all over 
the world interested in giving, sharing and consuming practices.

Background
Giving and sharing are without doubt topics of growing interest in consumer research, as well as in the fields of anthropology, sociology, 

psychology, economics and philosophy. A growing number of articles published in the Journal of Consumer Research has exposed research 
regarding these topics in recent years (e.g. Marcoux, 2009; Belk, 2010). Furthermore, the French National Research Agency (ANR) has fi-
nanced research on these topics and the French Marketing Association (AFM) has provided support to sponsor the latest Price, Free and Gift 
conference held at Tours University in 2010.

Furthermore, a book published in 2011 (Bergadaà, Le Gall-Ely, and Urien, 2011) is dedicated to essays and research on giving, demon-
strating substantial growth in the field. A number of ACR researchers are actively engaged in these research areas (including those named as 
participants for this roundtable) and further collaboration and dialogue are necessary to better understand how to facilitate developments in 
the future. 

Roundtable Purpose
Rather than focusing on one or two ‘experts’ in the field, the proposed roundtable will be interactive in nature to encourage a flow of 

dialogue between attendees. The proposed roundtable will: 

1. Encourage active and critical dialogue between persons engaged with giving, sharing and consuming research. Participants will 
discuss what has and has not been achieved in the past years (in both Europe and North America as well as in other parts of the world).

2. Identify the conceptual, theoretical and methodological tensions and convergences between these topics. 
3. Address what specific issues or obstacles consumer researchers face. How can we learn from one another to ensure these obstacles 

are minimized or removed altogether for researchers in the field? One particular aim is to see how researchers based in different 
continents could share experiences. 

1 http://www.oidc.unige.ch/
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Roundtable Structure and Content
The proposed Giving, Sharing and Consuming roundtable will encourage open dialogue from all panel members and attendees. The role 

of the discussant will be to ensure free-flowing dialogue and to lead the discussion as needed. We propose focusing on three discussion areas 
to help guide the session and ensure that contributions are made from all participants. The proposed discussion questions are:

1. What has been achieved, in consumer research, to understand the connections between diverse consumers’ practices as giving, 
sharing and consuming in the past? 

2. What related research will be forthcoming? (research nearly completed, books to be published…)
3. What avenues for high quality, high impact research collaboration exist among the attendees that can ensure that dialogue continues 

beyond the roundtable setting?  

Contributions and Implications
One of the key contributions of this roundtable will be its assessment of research regarding diverse consumers’ practices and their 

connections. With this roundtable, we hope to expose ACR members to topics besides self-focused consumption and identify the tensions and 
convergences between the diverse consumers’ behavior. Strategies to encourage high impact research on these issues will be discussed at the 
roundtable, offering participants alike opportunities to continue growing the field of giving, sharing and consuming research. We hope that 
the roundtable encourages collaborations between researchers by creating networks, facilitating research opportunities by the identification 
of a research agenda, and promoting further dialogue, and these collaborations will develop across borders.
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