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SESSION OVERVIEW
The importance of relationships between consumers and brands 

is made manifest by the amount of attention that the topic has re-
ceived from researchers and practitioners alike (Fournier 1998). We 
propose a session exploring dynamic consumer-brand relationships. 
These consumer brand journeys start with firms’ strategic efforts to 
strengthen ties with consumers, and consumers’ agency defining 
brand relationships in their own terms. Consumer-brand intimacy 
creates a sense of inclusion (we-ness) that enhances brand loyalty 
and brand equity. Inevitably, inclusion necessitates exclusion (other-
ness) that sparks controversy and consumer resistance. As consumer-
brand relationships escalate, dialectical wars and oppositional dis-
courses generate within consumers and between consumers and their 
brands. At the extreme, relationships become dysfunctional when 
consumers engage with brands in disruptive ways, or when firms 
abuse the trust of consumers. The studies in this session unpack the 
tensions between brand acculturating forces and consumer agency 
that may result in brand loyalty, opposition, or brand abandonment.

In the first paper, the authors propose a model to explain firms’ 
roles in initiating and supporting consumer-brand relationships. 
In the second paper, researchers explore consumer’s agency inter-
preting brand cultural objects (Schroeder 2009) and show how the 
strengthening of consumer-brand ties inevitably results in ingroup-
outgroup dynamics and exclusion. A third paper explores disrup-
tive consumer-brand relationships illustrating the manner in which 
consumers normatively excluded from high-end brands still use 
those brands in anti-normative ways in order to express aspirational 
pseudo-identities. In a fourth study, the authors investigate what hap-
pens when valued brands do bad, and consumers engage in repair 
processes to continue the relationship to avoid the potential loss of 
identity related with a breakup.

The presenters take a variety of interpretive approaches and 
methodologies to analyze data from four very different contexts 
(tailgating, Starbucks, a South African subculture, and Volkswa-
gen community). Together, the studies shape a lively conversation 
on consumer-brand relationships in the form of a “brand journey” 
from the initial steps towards building intimacy to the dissolution 
of ties. These papers further our understanding on consumer-brand 
relationships, exploring a purposely broad the spectrum of relation-
ships to illustrate what happens at and beyond the boundaries of 

consumer-brand ties. Brand journeys have significant managerial 
and theoretical implications, and our session aims to generate discus-
sion and raise questions, such as: How are brand communities and 
brand-engaged subcultures created and maintained, leveraging brand 
cultural objects and consumers’ active negotiation of meaning? How 
do the respective roles of firms and consumers impact the nature 
and strength of consumer-brand relationships; what is the interplay 
between these relationship partners and the consequences of their 
interplay? How does “good” and “bad” consumer and firm behavior 
impact consumer-brand relationships and their boundaries?

The Game Day Experience: Consumers, Brands and 
Brand Celebrations

EXTENDED ABSTRACT
Brand communities are embraced by marketers and consum-

ers alike for the keen ability of those communities to enliven the 
brand and keep it connected with its users. Beyond the experience 
of community, the present research seeks to explain how events 
engage communities in support of the brand. Prior studies of Trek-
kies and their conventions (Kozinets 2001), Harley Owner Group 
(HOG) members and their rallies (McAlexander et al. 2002), or dis-
tance runners (Thomas et al. 2013) theorize the import of community 
member interactions. In particular, those studies find roles for shared 
rituals and norms to sustain community engagement and interaction 
of members over time through various mechanisms. While much is 
understood about how relationships between consumers and brand 
contribute to brand loyalty, there is an opportunity to explore roles 
for the firm in contributing to and sustaining consumer-brand rela-
tions beyond brand actions themselves. One mechanism that seems 
to be impactful in the development and continuity of community for 
some brands is the orchestrated gathering of community members to 
celebrate the brand.

Through an ethnography of collegiate tailgating, we explore 
roles for firms in supporting consumer-brand relationships. More 
specifically, we seek to explain roles for firms in constructing and 
executing events for brand communities in service to developing re-
lationships to the brand through events orchestrated on behalf of the 
community, and to foster relationships with other fans. Collegiate 
tailgating is often a university orchestrated event where the univer-
sity invites alumni, donors, and fans to celebrate the brand around a 
football contest. While colleges are a unique form of brand, many 
firms aspire to create loyalty similar to that fans have for their favor-
ite athletic teams. The zeal of fans for athletics is not lost on univer-
sity officials who recognize home football games as opportunities to 
engage with various stakeholders in support of broader university 
goals and objectives. And, many universities have developed formal 
organizations to orchestrate such events. Consider this account:

We have an Office of Special Events and Protocol… [w]e 
formed an Ad Hoc committee…It was probably a 15 or 17 person 
committee. It had alumni on it… [University] trustees…security per-
sonnel from the NFL…It was a very diverse group, and they studied 
the whole game day experience at Blackthorn because, intuitively, 
we felt that it could be better. We were getting a lot of feedback 
around the tailgating and the pregame activities that wasn’t really 
positive...This group did their work and they broke it down into three 
buckets – safety and security is number one; hospitality is number 
two; and communication is number three…[The] report had about 
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22 major global recommendations…. [Game Day] has become, in a 
short period of time I’m proud to say, an industry best practice within 
college [football], because we’ve taken a lot of elements of the pros 
and adapted [it] to what is Blackthorn. So we’ve cherry-picked the 
best ideas from different folks, selected the ones that made sense 
here, and applied it to Blackthorn, so it’s a uniquely, genuine Black-
thorn experience.  ~ Game Day Executive

Blackthorn recognizes their varied constituents (e.g., home, vis-
iting, and competitor fans; neighbors; Athletics; Academic depart-
ments; Development) and seeks to address the diverse needs repre-
sented among them through an orchestrated Game Day experience. 
Within this highly orchestrated event, participants are provided op-
portunities to engage with formal and informal activities which serve 
to enhance brand engagement. 

We have identified four themes that reflect the experience of 
Game Day as an orchestrated brand event for communities: connec-
tivity, ceremony, congregation, and contiguity. Connectivity reflects 
the consumer-consumer and consumer-brand bonds generated and 
sustained through the Game Day experience and manifesting most 
prominently through ‘neighborhoods’ of tailgaters. The connections 
participants foster through joint activities and allegiance encourag-
es further engagement with the brand. Ceremony encompasses the 
shared rituals and traditions within the community that are enacted 
across the event. The ritual of tailgating, from the journey and prepa-
ration to the traditions carried out in the parking lot, provides op-
portunities to engage collectively in developing brand meaning and 
symbolism more so than the physical acts performed. Congregation 
consists of the gathering of tailgaters around a central concept or 
ideal. Each congregation strives to reach a common goal: to live in 
the unifying spirit of brand which is football. This sense of belong-
ing and community propagates beyond neighboring tailgates and 
can impact the larger tailgating community. Contiguity refers to the 
expansion of one community to others thus forming a continuous 
entity. We find that as an orchestrated brand community event, Game 
Day is how participants invigorate membership in the brand com-
munity, and infuse meaning into the brand. 

Firms aspire to attain the level of engagement and satisfaction 
fans have with athletic teams. Blackthorn found a means to leverage 
athletic contests as they engage their varied constituents in manners 
that increase satisfaction and ultimately contribute to brand loyalty. 
In particular, from the themes generated in this study of collegiate 
tailgating and the orchestration of the football game day experience, 
we develop recommendations for firms seeking to extrapolate these 
findings into a hosted brand community event to support the brand, 
community members, and brand-consumer relations all with the in-
tent of enhancing brand loyalty, and ultimately brand equity.   

Follow the Code: The Impact of Linguistic Brand Codes 
on Brand Journeys 

EXTENDED ABSTRACT
Successful brands are active producers of cultural objects, 

rather than mere parasites that appropriate popular culture. Indeed, 
brands create symbols, myths, and even prescriptive models for the 
way consumers think and behave – their goals, ideals, and values. 
Eavesdropping on someone ordering a drink at Starbucks or talking 
about Star Trek will make obvious that brands also change the way 
consumers talk. Despite the widely-accepted centrality of language 
to culture (Crawford & Valsiner 1999), brand-specific linguistic 
codes have been largely overlooked in cultural approaches to con-
sumer research.

Despite the lack of deliberate examination, the existence of lin-
guistic codes shared and used within consumption communities and 
brand communities is widely recognized. Thomsen, Straubhaar and 
Bolyard (1998) use the words “jargon or group speak” to describe 
the insider code used within cyber-communities. Schau and Muñiz 
(2002) find a “community jargon” shared in brand-related personal 
websites. Langerak et al. (2003) use the term “specialized language” 
for the jargon spoken within an e-brand´s virtual community. In their 
ethnography of the new bikers, Schouten and McAlexander (1995) 
define subcultures of consumption as having unique jargons, and 
their data illustrates several examples of “biker vernacular.” One of 
the Trekker sub-communities described by Kozinets (2001) revolves 
around the constructed language Klingon. Muñiz and Schau (2005) 
describe a characteristic “formulaic language” within users of the 
discontinued Apple Newton. Whereas the presence of brand codes 
has been repeatedly acknowledged, their relevance to consumer re-
searcher theory and marketing implications have yet to be explored. 
This study aims to fill this gap in the literature by putting the spot-
light on this particular brand cultural object. 

We bring together Bourdieu’s cultural capital theories (e.g. 
Bourdieu 1986, Bourdieu & Passeron 1990), a brand culture ap-
proach (Schroeder 2009), and a consumer research reading of socio-
linguistics to study the practices and discourses created by branded 
jargon and dialects. Starbucks is our context for studying brand 
codes. Brand-specific linguistic codes were studied using an netno-
graphic (Kozinets 2002) approach complemented with in-store ob-
servation. Brand related conversations were extracted from official 
and fan-created websites, Twitter messages and YouTube videos. 
Findings were further informed by naturalistic observation in Star-
bucks coffeehouses. 

Findings confirm the appropriateness of the “brand language” 
metaphor, revealing the ubiquity of its use among consumers and 
illustrating the many ways in which linguistic brand codes mirror 
natural languages. Specifically, this study sheds light on the largely 
unexplored topic of how “brand literacy” (Bengtsson & Firat 2006) 
is acquired. Careful examination of Starbucks’ linguistic brand code 
reveals “jargon” to be an insufficient term to refer to a code with 
grammar-like properties in which issues of syntax (e.g. word order), 
pragmatics (e.g. tacitness and sub-textuality), and style (e.g. redun-
dancy) matter. Linguistic competence in “Starbuckese” is revealed 
as a continuum ranging from complete lack of fluency to “native-
like” competence. Two main opposing discourses co-exist around 
Starbucks’ ordering script. A wide range of oppositional and skepti-
cal consumers see the brand code as unnecessarily cryptic, putatively 
designed to pretentiously sound “vaguely European” or simply ex-
ert Starbucks cultural hegemony. A second discourse (as voiced by 
baristas, and endorsed by most fans) is to discount the need for the 
code and the barriers to learning it without denying its complexity. 

Among the most brand loyal customers endorsing the latter dis-
course, competence in Starbucks linguistic code signals commitment 
to the brand (and hence, status within the fan community). These 
fans often police the brand discourse and community in such a way 
that lack of fluency is tolerated, if looked down upon, but opposi-
tional discourse is attacked and silenced. 

On the other ideological end, oppositional customers, in their 
own words, “make a point” of not learning or using the linguistic 
brand code while ridiculing those who do and sharing with like-
minded users their successes in defying Starbucks cultural domi-
nance. Interestingly, they do so while still being Starbucks customers 
(many of them declared frequent customers). 

Amid this dialectical war, occasional and unaligned Starbucks 
customers must still manage to navigate the brand code. Lacking 
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fluency, they do so using a variety of compensatory strategies that 
typically result in negative feelings or suboptimal outcomes.

Fans use brand codes as a field-specific cultural capital and a 
source of identity, belonging, and group status. In the case of a highly 
accessible brand like Starbucks, cultural capital is more tied to how 
to consume and less to what is consumed (Holt 1998). Whereas less-
than-expert customers are needed if code competence is to be a sig-
nal of high status, deniers of the value of “speaking the brand” are 
a menace to status-seeking fans who have learned the code. Lack of 
fluency is described by consumers as a source of rejection and anxi-
ety. Consistent with previous theory (Bourdieu and Passeron 1990, 
Lamont and Lareau’s 1988), cultural and social exclusion prove to 
be a central component of the status game. On the other hand, and 
deviating from previous literature on consumer resistance, we find 
oppositional consumers who are “anti-Starbuckese” rather than anti-
Starbucks. Consumers can be polarized not only for and against a 
brand (as in Thompson & Arsel 2004, Kozinets & Handelman 2004) 
but for and against a brand’s cultural objects while still consuming 
the brand. Etic interpretation of this form of consumer cultural resis-
tance is that consumers are inverting the sign of marketer-imposed 
codes (Ozanne & Murray 1995) while still using them for status-
seeking purposes. As Holt (2002) points out, opposition does not 
liberate from the market, but instead drives consumes to build their 
resistance identity through the market. We extend Holt’s findings by 
adding that even opposition to a brand’s cultural objects does not 
emancipate from the brand: knowing and denying brand cultural ob-
jects can be two fields within the same context; two strategies in the 
same status-seeking game of cultural capital.

Disruptive Self-Brand Play: The Izikhothane Journey

EXTENDED ABSTRACT
Consumer-brand relationships take on myriad forms. A prepon-

derance of this research has focused on the more positive associa-
tions between consumers and their brands as relationship partners 
(Fournier 1998), as extensions of self (Escalas and Bettman 2003), 
and as identity signals (Levy 1959; Schau and Gilly 2003), yet others 
have pointed to more adverse aspirational, materialistic, and com-
pulsive consumption practices (Belk 1988; Rindfleish, Burroughs, 
and Denton 1997). In this research, we introduce self-brand play, 
defined as incorporating brands into the self to create an alternative 
play reality, with no rules or responsibilities. The self is tied to the 
brand, and the brand determines the value of the self. Self-brand play 
is viewed as an escape with purpose of enhancing the self. When one 
plays, the rules and norms of society do not apply, actively allow-
ing for play accompanied by moral disengagement. Bandura (1999) 
propounds that different types of moral disengagement strategies 
are employed to make detrimental conduct acceptable through self-
regulatory systems. Indeed, moral disengagement has previously 
been used to explain the perpetration of inhumanities, both actual 
(Leidner, Castano, Zaiser and Giner-Sorolla 2010; Osofsky, Bandura 
and Zimbardo 2005) and in virtual video games (Hartmann and Vor-
derer 2009). 

Disruptive self-brand play operates at the intersection of brand 
signaling, aspirational consumption, and moral disengagement. We 
argue that when moral disengagement ensues, consumer-brand re-
lationships can escalate beyond what is deemed appropriate and 
acceptable by standard social norms, and result in detrimental con-
sequences to the brand, oneself, and others. The context for our re-
search is the Izikhothane subculture within South African townships. 
Izikhothane is the term coined for the behavior of poor South African 
township males who as collectives (or “crews”) engage in aspiration-

al consumption of high-end brands and participate in dissing prac-
tices (or “battles”) to destroy these expensive brands, as evidence of 
their ability to afford them (Howell and Vincent 2014; Mnisi 2015; 
Nkosi 2011). 

We explore disruptive self-brand play as part of Izikhothane 
subculture practices using an interpretive approach. We first con-
ducted a focus group with five Izikhothane members to obtain a 
general understanding of the subculture, individual roles within the 
crew, rituals and practices with regard to expensive brand consump-
tion, shared norms (e.g., having gold plated teeth sharing shape sym-
bols), and the preparations and practices related to battles. These dis-
cussions provided the groundwork for the depth interview protocol 
in which we examine the journey of members of the Izikhothane sub-
culture, specifically the enticement and motivations for self-brand 
play, moral disengagement for aspirational consumption and experi-
ences in disruptive self-brand play, as well as moral reengagement as 
part of the Izikhothane journey. We purposively sampled from four 
Izikhothane crews, recruiting 29 members. All informants were at 
least 18 years of age when interviewed, having participated in the 
Izikhothane subculture for two to ten years. Four interviewers from 
a South African research firm conducted the interviews in Soweto, 
South Africa at specific locations identified by participants. The in-
terviews were recorded and transcribed for analysis.

Our findings document that the Izikhothane subculture is 
grounded in the informants’ life circumstances, marked by broken 
middle class homes in South African townships, where these young 
men are looking for ways to express their identity, and vie for fame 
and attention. They are attracted to this subculture because of their 
love of brands, high fashion associations, dancing, and observed “fa-
mous” lifestyle. Expensive brands, cash, taxis, and music are the key 
props for the battles between the crews. The subculture is bound by, 
“Live life as if you have money, even though you don’t,” with the 
intent of creating a pseudo-identity.

As informants report becoming more committed to the Izik-
hothane subculture, we observe moral disengagement. The town-
ship youth, with few financial resources of their own, lie to get cash 
from their family members, save their lunch money, hustle jobs, and 
sometimes sell drugs or stolen cell phones to buy these expensive 
shoes, clothes and food products needed for the battles. Crews or-
ganize the battles, which are typically one-on-one “competitions” in 
which food and alcohol are thrown at one another with the express 
intent to destroy the expensive brands; sometimes there is tearing of 
expensive clothes and burning of cash. Informants, across all crews, 
reframe their conduct to downplay the consequences from the behav-
ior, and devalue or dehumanize victims of harm. Moral disengage-
ment occurs throughout and is not only related to high-end brands, 
but also with regard to girls who serve as groupies and “snacks.” 

As informants reflect on their Izikhothane membership over 
the years, many acknowledge their moral disengagement as having 
significant collateral damage, and report that they are in the process 
of leaving the Izikothane. They link the disruptive self-brand play 
to distraction from schooling and the need to repeat grades or even 
drop out, with disrespect of parents and teachers, and with the deni-
gration of others which often leads to jealousy. Some suggest their 
Izikhothane “successes” and “fame” make them safer, whereas oth-
ers have concern for their own safety, perceiving their visible display 
of high-end brands makes them targets of crime and violence. As 
informants contemplate their futures, they recognize their failures 
(not going to school or working to their potential) and their waste-
fulness of money (that could be used for my family or others who 
have financial needs), as well as the bad influence they have on their 
siblings and young township children. Their reflections acknowledge 
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a moral reengagement, and a call to question the value of this disrup-
tive self-brand play. As they morally reengage, this play stops. Many 
report transitioning from the Izikhothane lifestyle by rather focusing 
on the practicality of life with attention to life goals of completing 
their education and finding jobs. 

Our research contributes to the work on consumer-brand rela-
tionships and consumer journeys, providing unique insights into how 
disruptive self-brand play is at the center of creating an aspirational 
pseudo-identity. Moral disengagement serves the Izikhothane well 
through their self-concept enhancement in a resource-constrained 
environment, yet acknowledgement that this pseudo-identity has 
deleterious effects over time reengages a moral compass to pursue a 
new life-path and identity. 

Where Do We Go From Here?  Consumer-Brand 
Relationships After Brands do Bad 

EXTENDED AB1STRACT
“On September 3, 2015, Volkswagen AG disclosed at a meet-

ing with the California Air Resources Board and the U.S. Environ-
mental Protection Agency that emissions software in four-cylinder 
diesel vehicles from model years 2009 until 2015 contained a ‘defeat 
device’ in the form of hidden software that could recognize whether 
a vehicle was being operated in a test laboratory or on the road. The 
software made those vehicles emit higher levels of nitrogen oxides 
when the vehicles were driven in actual road use rather than labora-
tory testing.” (Michael Horn’s testimony, as President and CEO of 
Volkswagen Group of America, before the U.S. House Energy and 
Commerce Committee, 10/08/15)

Brands do bad. Volkswagen’s “Dieselgate” scandal is but one 
example of the deliberate misdeeds brands sometimes engage in 
that we might expect to provoke outrage among consumers and 
culminate in relationship dissolutions (Bechwati and Morrin 2003; 
Hemetsberger, Kittinger-Rosanelli, and Friedmann 2009). Even 
heartfelt love may become hate, as devoted consumers feel betrayed 
and seek revenge through anti-brand activity (Grégoire and Fisher 
2008; Grégoire, Tripp, and Legoux 2009; Johnson, Matear, and 
Thomson 2011). 

Although transgressions are often thought to lead to weakening 
or termination of consumer-brand relationships, previous research 
has shown that other trajectories are possible, and some consum-
ers do retain relationships after revelations of malfeasance (Aaker, 
Fournier, and Brasel 2004; Lin and Sung 2014; Sung and Choi 2010). 
The present paper thus investigates the repair processes consumers 
undertake to continue in relationships with wrongdoers.

Prior research has focused on factors that motivate consumers 
to maintain such relationships, while overlooking consumers’ active 
relationship repair work. For example, Aaker et al. (2004) emphasize 
how brand personality matters to relationship progress after good 
brands do bad, finding that violations prompt the reinvigoration of 
relationships with exciting brands (i.e., those associated with energy 
and youthfulness) through gains in knowledge about the partner and 
the relationship (per intimacy and partner quality development), re-
activation of self-connections, and intensification of interdependen-
cy levels. The consumer-brand relationship literature also posits that 
there may exist different kinds of relationship dynamics that prevent 
consumers from turning away from transgressors, including love, 
mixed-valence (e.g., love-hate engagements), and negative relation-
ship types (e.g., master-slave, dealer-addict, and villain-victim) (Al-
varez and Fournier 2016; Batra, Ahuvia, and Bagozzi 2012; Fournier 
1998; Fournier and Alvarez 2013). Sung and Choi (2010) reinforce 
that consumers might not easily discontinue the relationship with 

a brand if they perceive they have made a great investment which 
could not be recovered if the relationship dissolved. Lin and Sung 
(2014) argue that brand identity fusion (i.e., consumers’ feelings 
of oneness with a brand) trigger relationship-sustaining behaviors 
because individuals interpret brand misbehaviors as threats to their 
identities, increasing their tendencies to engage in biased informa-
tion processing and motivated reasoning that confirms their positive 
beliefs about the brand. 

Arsel and Stewart’s (2015) research constitutes one notable ef-
fort to uncover the coping strategies consumers use to continue rela-
tionships in the face of negative information about the brand. They 
find that consumers may deny brand failures, claim moral superiority 
as they develop oppositional narratives, and keep product use secret 
from others. However, the authors investigate consumers’ response 
to identity-degrading meanings arising from doppelgänger images 
rather than ethical missteps. These two situations may pose different 
challenges to consumers. 

Our qualitative research has analyzed online consumer posts 
about “Dieselgate” in the comments sections of major US news out-
lets, automotive magazines, and blogs. Data collection and analysis 
started at the outbreak of Volkswagen’s emissions scandal in Sep-
tember of 2015, and continued for the following seventeen months. 
Results show that consumers engage in three main repair processes 
to maintain relationships despite awareness of brand misdeeds: con-
textualizing, recalibrating, and refocusing.

“Contextualizing” refers to mobilizing the institutional context 
of the automobile industry (and its long history of scandals) to down-
play negative interpretations of “Dieselgate” by contrasting Volk-
swagen’s misdeeds with other automakers’ misbehaviors “just like” 
or “worse than” theirs. In the process of “recalibrating,” consumers 
reframe the magnitude of the sins, for example, by positioning the 
use of defeat devices as acceptable when regulations are consid-
ered excessive or unwarranted. They may also weigh Volkswagen’s 
wrongdoings against unethical behaviors pervasive in everyday life 
(e.g., gaming school tests), and compare the pollution caused by 
vehicles with defeat devices to that caused by “legal” technologies 
(e.g., older car models, factories). Finally, in “refocusing,” consum-
ers minimize the importance of certain product features (e.g., envi-
ronmental benefits) while playing up other attributes (e.g., economic 
benefits) as the critical ones for everyday usage. Implications for 
both the consumer-brand relationship and the branding literatures 
are discussed. 

REFERENCES
Aaker, Jennifer, Susan Fournier, and S Adam Brasel (2004), “When 

Good Brands Do Bad,” Journal of Consumer Research, 31(1), 
1–16.

Alvarez, Claudio and Susan Fournier (2016), “Consumers’ 
Relationships with Brands,” Current Opinion in Psychology, 
10(August), 129–35.

Arsel, Zeynep and Scott Stewart (2015), “Identity Degrading 
Brands,” in Strong Brands Strong Relationships, ed. Susan 
Fournier, M. Breazeale, and J. Avery, New York, NY: 
Routledge, 106–16.

Bandura, Albert (1999), “Moral Disengagement in the Perpetration 
of Inhumanities. Personality and Social Psychology Review, 3 
(3), 193-209.

Bandura, Albert, Claudio Barbaranelli, Gian Vittorio Caprara, 
and Concetta Pastorelli (1996), “Mechanisms of Moral 
Disengagement in the Exercise of Moral Agency,” Journal of 
Personality and Social Psychology, 71 (2), 364-374. 



Advances in Consumer Research (Volume 45) / 61

Batra, Rajeev, Aaron Ahuvia, and Richard P Bagozzi (2012), 
“Brand Love,” Journal of Marketing, 76(2), 1–16.

Bechwati, Nada Nasr and Maureen Morrin (2003), “Outraged 
Consumers: Getting Even at the Expense of Getting a Good 
Deal,” Journal of Consumer Psychology, 13(4), 440–53.

Belk, Russell W. (1988), “Possessions and the Extended Self,” 
Journal of Consumer Research. 15 (September), 139-168.

Bengtsson, A., & Firat, F. (2006). Brand literacy: Consumers’ 
sense-making of brand management. Advances in Consumer 
Research Volume 33, 375-380.

Bourdieu, P. (1986). The forms of capital. In Richardson, J. G. 
(Ed.), Handbook of theory and research for the sociology of 
education (pp. 241–258). New York: Greenwood

Bourdieu, P., & Passeron, J. C. (1990). Reproduction in education, 
society and culture (Vol. 4). Sage.

Crawford, V.M., & Valsiner, J. (1999). Varieties of discursive 
experience in psychology: Culture understood through the 
language used. Culture & Psychology, 5, 259–269.

Escalas, Jennifer E. and James R. Bettman (2003), “Self‐Construal, 
Reference Groups, and Brand Meaning,” Journal of Consumer 
Research, 32 (3), 378–89.

Fournier, Susan (1998), “Consumers and Their Brands: Developing 
a Relationship Theory in Consumer Research,” Journal of 
Consumer Research, 24 (March), 343–73. 

Fournier, Susan and Claudio Alvarez (2013), “Relating Badly to 
Brands,” Journal of Consumer Psychology, 23(2), 253–64.

Grégoire, Yany and Robert J Fisher (2008), “Customer Betrayal and 
Retaliation: When Your Best Customers Become Your Worst 
Enemies,” Journal of the Academy of Marketing Science, 
36(2), 247–61.

Grégoire, Yany, Thomas M Tripp, and Renaud Legoux (2009), 
“When Customer Love Turns into Lasting Hate: The Effects 
of Relationship Strength and Time on Customer Revenge and 
Avoidance,” Journal of Marketing, 73(November), 18–32.

Hartmann, Tilo and Peter Vorderer (2009), “It’s Okay to Shoot a 
Character: Moral Disengagement in Violent Video Games,” 
Journal of Communication, 60 (1), 94-119.

Hemetsberger, Andrea, C. M T Kittinger-Rosanelli, and Sandra 
Friedmann (2009), “‘Bye Bye Love’ - Why Devoted 
Consumers Break up with Their Brands,” in NA - Advances in 
Consumer Research, ed. Ann L. McGill and Sharon Shavitt, 
Duluth, MN: Association for Consumer Research, 430–37.

Holt, D. B. (1998). Does cultural capital structure American 
consumption? Journal of consumer research, 25(1), 1-25.

Holt, D. B. (2002). Why do brands cause trouble? A dialectical 
theory of consumer culture and branding. Journal of consumer 
research, 29(1), 70-90.

Howell, Simon and Louise Vincent (2014), “‘Licking the Snake’ – 
The I’khothane and Contemporary Township Youth Identities 
in South Africa,” South African Review of Sociology, 45 (2), 
60-77. 

Johnson, Allison R, Maggie Matear, and Matthew Thomson (2011), 
“A Coal in the Heart: Self-Relevance as a Post-Exit Predictor 
of Consumer Anti-Brand Actions,” Journal of Consumer 
Research, 38(June), 108–25.

Kozinets, R. V. (2001). Utopian enterprise: Articulating the 
meanings of Star Trek’s culture of consumption. Journal of 
consumer research, 28(1), 67-88.

Kozinets, R. V. (2002). The field behind the screen: Using 
netnography for marketing research in online communities. 
Journal of marketing research, 39(1), 61-72.

Kozinets, R. V., & Handelman, J. M. (2004). Adversaries of 
consumption: Consumer movements, activism, and ideology. 
Journal of consumer research, 31(3), 691-704.

Lamont, M., & Lareau, A. (1988). Cultural capital: Allusions, 
gaps and glissandos in recent theoretical developments. 
Sociological theory, 153-168.

Langerak, Fred, Peter C. Verhoef, Peeter W. Verlegh, and Kristine 
de Valck (2003), “The Effect of Members’ Satisfaction with a 
Virtual Community on Member Participation,” ERIM Report 
Series Research in Management, 2003-004-MKT, Erasmus 
Research Institute of Management, Erasmus University 
Rotterdam.

Leidner, Bernhard, Emanuele Castano, Erica Zaiser, and Roger 
Giner-Sorolla (2010), “Ingroup Glorification, Moral 
Disengagement, and Justice in the Context of collective 
Violence,” Personality and Social Psychology Bulletin, 36 (8), 
1115-1129.

Levy, Sidney (1959), “Symbols for Sale,” Harvard Business 
Review, 37 (4), 117-24.

Lin, Jhih-Syuan and Yongjun Sung (2014), “Nothing Can Tear Us 
Apart: The Effect of Brand Identity Fusion in Consumer–
Brand Relationships,” Psychology and Marketing, 31(1), 
54–69.

McAlexander, James H., John W. Schouten, and Harold F. Koenig 
(2002), “Building Brand Community,” The Journal of 
Marketing, 66 (1), 38-54.

Mnisi, Jabulani (2015), “Burning to Consume? Izikhothane in 
Daveyton as Aspirational Consumers,” Communicatio, 41 (3), 
340-353. 

Muñiz, A. M., & Schau, H. J. (2005). Religiosity in the abandoned 
Apple Newton brand community. Journal of consumer 
research, 31(4), 737-747.

Nkosi, Lindokuhl (2011), Burn Swag Burn. Mahala. Available 
from: http://www.mahala.co.za/culture/burn-swag-burn/, 
March 7, 2017. 

Osofsky, Michael J., Albert Bandura, and Philip G. Zimbardo 
(2005), “The Role of Moral Disengagement in the Execution 
Process,” Law and Human Behavior, 29 (4), 371-393.

Ozanne, J. L., & Murray, J. B. (1995). Uniting critical theory 
and public policy to create the reflexively defiant consumer. 
American Behavioral Scientist, 38(4), 516-525.

Rindfleisch, Aric, James E Burroughs, and Frank Denton 
(1997), “Family Structure, Materialism, and Compulsive 
Consumption,” Journal of Consumer Research, 23 (4), 312-
325. 

Schau, Hope Jensen and Mary C. Gilly (2003), “We are What we 
Post? Self‐Presentation in Personal Web Space,” Journal of 
Consumer Research, 30 (3), 385-404.

Schau, H. J., & Muñiz, A. M. (2002). Brand communities and 
personal identities: Negotiations in cyberspace. Advances in 
consumer research, 29(1), 344-349.

Schouten, J. W., & McAlexander, J. H. (1995). Subcultures of 
consumption: An ethnography of the new bikers. Journal of 
consumer research, 22(1), 43-61.

Schroeder, J. E. (2009). The cultural codes of branding. Marketing 
Theory, 9(1), 123-126.

Sung, Yongjun and Sejung Marina Choi (2010), “‘I Won’t Leave 
You Although You Disappoint Me’: The Interplay between 
Satisfaction, Investment, and Alternatives in Determining 
Consumer–Brand Relationship Commitment,” Psychology & 
Marketing, 27(11), 1050–74.



62 / Brand Journeys: Exploring the Boundaries of Consumer-Brand Relationships

Thomas, Tandy Chalmers, Linda L. Price, and Hope Jensen Schau 
(2013), “When Differences Unite: Resource Dependence 
in Heterogeneous Consumption Communities,” Journal of 
Consumer Research, 39 (5), 1010-33.

Thompson, C. J., & Arsel, Z. (2004). The Starbucks brandscape 
and consumers’(anticorporate) experiences of glocalization. 
Journal of Consumer Research, 31(3), 631-642.

Thomsen, S. R., Straubhaar, J. D., & Bolyard, D. M. (1998). 
Ethnomethodology and the study of online communities: 
exploring the cyber streets. Information research, 4(1), 4-1.


