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Henri Weijo

* Assistant professor in marketing (2017-)

* Mostly qualitative methods (interviews,
ethnography, netnography...)

* Consumer culture researcher: consumption
collectives, creativity, value and value
creation, exchange practices, political
consumption, circular economilies, branding..

Seregina, Anastasia and Henri A. Weijo (2017), “Play at Any Cost: How Cosplayers Produce and
Sustain Their Ludic Communal Consumption Experiences,” Journal of Consumer Research, 44(1),
pp. 139-59.

Weijo, Henri A., Jonathan Bean, and Jukka Rintamaki (2019), “Brand Community Coping,” Journal of

Business Research, 94, pp. 128-136.

Gollnhofer, Johanna; Henri A Weijo, John W Schouten (2019), Consumer Movements and Value Regimes:
Fighting Food Waste in Germany by Building Alternative Object Pathways, Journal of Consumer
Research, forthcoming

Weijo, Henri, Diane M. Martin, and Eric J. Arnould (2018), “Consumer Movements and Collective
Creativity : The Case of Restaurant Day”, Journal of Consumer Research, 45, (2), pp. 251-
274



Henri Weijo

* Two master’s thesis-based papers currently under

development for Journal of Consumer Research!

. Gloukhovtsev, Alexei; Sari Nevanpaa & Henri Weijo: Collections 1in
Use: The Charmed Lives of Moomin Mug Collectors

. Rosenberg, Laura; Iina Kerkeld & Henri Weijo: Access-Based Fashion:
The Everyday Practice of the Rotating Wardrobe

Seregina, Anastasia and Henri A. Weijo (2017), “Play at Any Cost: How Cosplayers Produce and

Sustain Their Ludic Communal Consumption Experiences,” Journal of Consumer Research, 44(1),

pp. 139-59.

Weijo, Henri A., Jonathan Bean, and Jukka Rintamaki (2019), “Brand Community Coping,” Journal of

Business Research, 94, pp. 128-136.

Gollnhofer, Johanna; Henri A Weijo, John W Schouten (2019), Consumer Movements and Value Regimes:
Fighting Food Waste in Germany by Building Alternative Object Pathways, Journal of Consumer

Research, forthcoming
Weijo, Henri, Diane M. Martin, and Eric J. Arnould (2018), “Consumer Movements and Collective

Creativity : The Case of Restaurant Day”, Journal of Consumer Research, 45, (2), pp. 251-
274



* The weather i1s, somewhat
astonishingly, absent in
cultural consumer
research
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Kotimaa

Ennen joka kodissa piti olla kirjahylly, nyt
sisustuslehdet nayttivit sen kadonneen - ndin
suomalainen olohuone on muuttunut

Sohva ja televisio hallitsevat yhi olohuonetta, mutta muiden sailytyskalusteiden mukana kiciahylly on katoamassa,

SUOMALAISIA olohuoneita ovat hallinneet perinteisesti kolme
clementtifi: sohwa, televisio ja kirjahylly,

Nyt niisti yksi on katoamassa

0000

“Su onr asti kiclen ja }
varaan, ja sivistyneessi kodissa on ollut kirjahylly. Internetin tulo
heikensi sen asemaa”®, sanoo Helsingin kaupunginmauscon

tutkimuspaallikko Minna Sarantola-Weiss,

Hiin tietid paljon suomalaisten olohuonelsta, silks on tehnyt atheesta

vaitoskirjan.

What 1s happening to

Luetuimmat

Joum NTT VA vaxsn
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Tybelimasn tistustuminen ol Suvi
Lehtiselle, 15, syvd pettymys. ja miin se on
tutkimedksen mukadn yitittdvan monele
mrsubiekin: *Hyv kun paisi pots™

Vadkka kaikki olisi nyt hyvin, eron ennus-
kit oVt 0 imassa - Psykologs listaa
kahdeksan phrretts, jolsta tunnistaa
riskisuhteen @ Tilaa

Kobumniz Heti itirajan takana cn
maisermillaan lumoava Mippusuosity
matkakohde, josta harva sucmalainen on
kuullutkaan

Helsingin keskustassa on startup-
keskatyms, josta ihmiset eivat tiecs
ofkein mitaan - kohta se on suurempl
kuin kauppakeskus Redi

Euroopan pankit ciredevat nyt kuin
finanssikriisin aka: Pelkona on
“thydellinen myrsky”, joka voisi sydsth
koko talouden kriisin

Kolme ihmista kuoll henbiléauton
Wosaossa Raumaltia

Nordean usdeks: konserriobtajaksi
mousee Frank Vang-jensen - Sucra
tihetys tiedotustiaisuudesta jour myt

Synkich piiva piiminister) Boris
Johnscedle: Alahuone tyrmasi esityksen
vaaleista ja dinesti Skkieron estivan
Brexit-lin puckesta dnin X27-299

Helsingin karjdoikeus alkaa isitelld
petospttua, joka lletsol Cannonbad
jengid vakivaltaan - padarkkitehdiksi
epailty "Nacci® Tranberg pakoilee yha
poliisia

Minulla on taatusti isompi kuin sinulla: kirja-
hyllyn koko on ainoa Suomessa sallittu
snobbailun muoto

Asnamari sipild

0000

Miulla on tatusti sonpi kuin sinulhs, eteakin jos ol ssmanikiinen tai

tai urbeiull ekstrovertti, Jos taas olet viked ja

alolttanut henlds fyysisen ksiidecst kasvattamdsen jo 1940 Juvulla,
sinlla zaatraa ol suureny

Pubummse kirfahyllystd, Kirjaby@yn koko e kodin kirjojen mikri on
perusvaatimattomasss Suomessa ainoa sallittu snobbailun mooto. On
tyyltiedntd yrittdd erottautua varallisuudeila, kaukomatkollla,

uran visell ja jillkipolven ksilla, emutta kotikdrjaston koolla
saa rebvastella vapaasti

0 reikaan,

KIRJASNOBIT arvottaval tolsiaan kirjahyllyn koon ja sk
Katse mittaa bajunden ja laadun, fiktion ja faktan subteen sekd
omistajan suosikkikirjailijat. Mitd kirjoja onkaan pantu paraatipaikalle
silmin korkeudelle? Entd mith teoksia Ioytyy makushuoneesta

alahyllyiti? Jokainen kirjasnobi tietii, ettd sattumaa ei ole. Vuosien ja
adkana muod Kirjak kertovat

ihenisests kaiken.

HS.fin luetuimmat
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Lataisate 4, 3ysd pestymys, ja e 54
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bookshelves 1n Finland?

Paikinontus | Kokamni

Suomalaisten unelmakodeissa ei ole enda sijaa

s s s
kirjoille
Kirkahylhyn puute ¢f nykyaan valttamatta kesro mitadn kikuhalusta,

ASUNTOMESSUT Kiynanistyvit
tindin perfantaina Mikkelissd
Jokakesliseen tapaan ihmiset
kokoontuvat sekd etsim&in
kiytinndn ratkadsuja omaan
elémiinss etrd alstimaan
uncimia.

Vuodesta tolseen tolstuvissa
havalnnekuvissa messutalon
tyytikkaAsI sodwalla istuva
hahmo oleilee kaikessa rauhassa
lueskellen jotain. Ympirili on
hifjaista ja viljis

Vicisen elimdnkokensuksen perusteella kyse on enemmin unelmasta
kuin kiytinndn ratkaisusta

TOINEN asuntomessuilia silmidn pistivi havainto on kishahyllyjen
s, joilla on

vihiisyys. Seindnvierustoilla on kylli poytis a hylly
yhsittaisid koriste-esineitd, ja seindlli roikkus kehystetty maisemakuva
tai mietelauseita, mutta kirjoja ei hyllyihin ole pantu
Kirjattomuus ksl nykydsn monella kiiytinndn ratkatsulhén, Isojen
Llrj.h»lh;n pusstuminen e vaitimist kerro mitian ihmisen

Sesta: kiitos hyvin kirjas ja sShk kirjojen,
lukutoukan ei tarvitse kiyttdd kalliiea Eatianelibitd harrastuksensa tueksi.

Temidde voi tutstia estnserkikst nettihautokaupoissa, joissa myydiin
Kttty kirjahyllysa, tad antikvariasteissa, joista perikunnat etsiviit
apua perittyjen kirjojen kierrittimiseen.

PAINETTUJEN Kigjojen ysthvi pyrkdl the kN perustedta
Kirjojen harkiimiselle ja siilyttimisele. Keskittymiskyky sibkiisen
tekstin parissa on varmaankin heikompi tai lukukokemus muuten vain
huonompi
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What are (Collectivé)
Reconsumption
Rituals?
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Customer Marketing

| Your Customer Wants to Be the Hero
What 1s a a

“Consumer
Anti-Hero”?

v
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The Post-
COVID-19
Home Office?




Consumer
Coping with
“Bullshit
Jobs”

Bullshit
Creativity
1n Marketing

On the
Phenomenon of
Bullshit Jobs: A

Work Rant

by David Graeber

DAVID GRAEBER

A THEORY




“Dogs as
Consumers” OR
“Dogs and the
Consumption of ,
Aristocracy”
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teddy bear
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shayene_2004 Omg jiff is soooo sweet |
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fleekronique My hart just melted he Is just
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Aalto University

Master seminar

The kick-off session for the Fall 2020

Thursday, Sept. 10,4 pm
Lasse Mitronen



Lasse Mitronen

Professor of Practice

Aalto University School of Business
Marketing Department
lasse.mitronen@aalto.fi

Tel. + 358 50 375 9015

Areas of teaching and research
expertise:

» Service Platforms and Marketplaces

» Retall Strategies, Business Models,
Marketing and Entrepreneurship

» Strategic Planning and Management

- Qualitative research methods,
practice orientation problems

 Deep collaboration with retailing
companies and Finnish Commerce

A

The Digital Marketplace:
The Past, Present and Future

Inf ting, Seattle
0

A?

23C61050
Vahittdiskaupan kilpailustrategiat
ja kilpailukeinot

Syksy 2020
07.09.2020
Lase Mitronen T Raikaslehto
3 °
: Voittajan
Contents lists available at ScicnceDirect | i °
Journal of Retailing and Consumer Services AN Strategla

journal homepage: www.elsevier.com/locateljretconser

Multi-sided marketplaces and the transformation of retail: A service systems W)
perspective e

Mikko Hinninen"", Lasse Mitronen", Stephen K. Kwan"

A,, Aalto University



mailto:lasse.mitronen@aalto.fi

Some topic that | would be very
Interested In supervising

A Alexei Gloukhovtsev

Aalto University
School of Business



(Mostly qualitative) research with concrete implications
for consumer wellbeing and quality of life.

How can marketing, marketers, and markets help improve quality of life and
promote wellbeing in society?

How can we improve the experience of vulnerable populations in the marketplace?
Youth and the elderly, consumers in challenging life circumstances, living in poverty,
with disability, or with limited access to markets

Problems (and solutions) related to digital technology, healthcare services,
sustainability issues, maladaptive, and (un)ethical consumer behavior?

Aalto University
School of Business
| |



Advertising of vice goods In
professional sports

WARTSILA
SVE

Aalto University
School of Business
| |



Advertising of vice goods In

professional sports

Last year, 40% of Premier League
clubs were sponsored by a
gambling business.

Aalto University
School of Business
| |

Arsenal
Man United
Liverpool
Aston Villa
Chelsea
Everton
Fulham
Man City
Newcastle
Norwich
QPR
Reading
Southampton
Stoke City
Sunderland
Swansea
Tottenham
West Brom
West Ham
Watford

Fly Emirates
Chevrolet
Standard Chartered
Genting Casino
Yokohama Tyres
Sportpesa

FxPro

Etihad Airways
Fun88

Aviva

AirAsia

Waitrose

Virgin Media
Bet365

Dafabet

LETOU

AlA

Zoopla

Betway
Sportsbet.io




Advertising of vice goods In
professional sports

The marketing of alcoholic beverages to underage consumers is strictly
prohibited in Finland.

So is this a problem?

WARTSILA
SVEA

Aalto University
School of Business



Advertising of vice goods In
professional sports

Should advertisement of alcoholic beverages (and other
controversial goods) in sports be regulated?

Quantitative study using advertising analytics to estimate the impact
and “effectiveness” of sports sponsorship among underage consumers.

Compare to impact of other regulated channels (e.g. public outdoor
advertising).



Advertising of vice goods In
professional sports

Why is this an interesting topic?
Your opportunity to become an expert in the field of sports marketing.
Your opportunity take part in public debate.



The cost of a sustainable lifestyle

International edition v

Searchjobs | @Signin O, Search v

Gualllr%lian

Support The Guardian

Available for everyone, funded by readers

News Opinion Sport Culture Lifestyle More

Fashion Food Recipes Love & sex Health & fitness Home & garden Women Men Family Travel Money

Lifeand style Can you afford to be green when
you're not rich? I kept a diary to find
out

Alison Stine

1657

A dorithink we alk enaugh about

and lack of agen tratior

Politicians and corporations have placed theburden of
environmental responsibility on the consumer - but how easy
isit to go green when you're barely getting by?

Aalto University
School of Business

Food Access

Using USDA’s Thrifty Food
Plan To Assess Food
Availability and
Affordability

Margaret Andrews
(202) 694-5441
mandrews@ers.usda.gov

eral and local efforts have been

launched to help communi
assess and improve their commu-
nity food security situation. In a
food secure community, residents of
all income levels have access to suf-
ficient, affordable foods that enable
them (0 lead active, healthy liv
Developing a standard for assessing
whether food is available and
affordable in a community is com-
plex because a variety of factors
come into play: One possibility is
to determine how much a family
would have to spend in local arca

5 to buy a specific set of rela

tively st foods that make
up a nutritious diet, In this study,
researchers with USDA's Economic
rch Service (ERS) used a
weekly menu meetin the nutr-
Honaland detey eqpiementsof
Food Plan (TFF) t0
s food availability and afford-
ability in Washington, DC

I n recent years, a number of Fed-

Linda Scott Kantor

Mark Lino
(703) 605-0251

David Ripplinger

marklino@cnpp.usda.gov

The TFP serves as a national stan-
dard for a nutritious diet at a mini-
mal cost and is used as the basis for
food stamp allotments (see box)
‘The District of Columl

because it

i study arca—it
i a central city with a large percent-
age of food houscholds.

Among all States/ districts, Wash-
ington, DC, ranked first in the pro-
portion of residents receiving food
stamps (16 percent in 1999) and sec
ondin houscholds
incomes below the poverty line (20
percent in 1997-99).

ERS researchers surveyed 34 large
food retailers in Washington, DC,
authorized to accept food stamps—
21 chain supermarkets, 7 indey
dent and 6 discount

with

ents i

Although limited in variety, the TFP
shopping lst items in the sampled
discount food stores cost 16 percent
Tess than in the supermarkels, For
veyed, the cost

$3.19 less than the estimated nation-
wide TFP cost of $101.70 per week
in August 2000,

TFP Shopping L|s|

Allows C
Across Stores
To determine the availability and
affordability of the TFP shopping
listin Washington, DC, ERS
a foodstore

food toes The smll samplesize

escarch purposes.
n mind, the
study found that food availability

the 68 items on the TFP shopping
ailable. At the indepen-

dent supermarkets,

were generally av

list were av

May-August 2001
5

survey using the second of two TFP
y shopping lists. The shop-
s for this study conains
&8 food ilems phus ood condime

(the condimerte are s m st~
amounts to prepare recipes). The
food items and condiments were
assigned to one of eight food
groups: (1) grains (bread, cereal,
rice, and pasta), (2) vegetables, (3)
fruits, (4) milk (milk, yogurt, and
cheese), (5) meat and meat alterna-
tves (meat, pouley i,y beans,
6) su

274 THE JOURNAL OF CONSUMER AFFAIRS

PARKE E. WILDE AND JOSEPH LLOBRERA

Using the Thrifty Food Plan
to Assess the Cost of a Nutritious Diet

“Th federal government’s Thrifty Food Plan (TFP) minimizes the dif-
current consumption

ference between o proposed food

cost target for the TFP
difference from current consumption p
don standards instead of MyPyramid f
other sc with different constraints, the offic

nsut

How much does a nutritious diet cost?

This question is central to debates over U.S. anti-hunger and nutri-
tion policy. The bencfit level for more than 28 million low-income
participants in the Supplemental Nutrition Assistance Program (SNAP),
formerly called the Food Stamp Program (FSP), s related to the federal
‘government’s official estimate of the cost of a “thrifiy” but nutritious
diet (Carlson et al. 2007). This question also matters for nutrition policy
more broadly, because one leading explanation for the current epidemic
of obesity-related chronic disease emphasizes the comparatively low cost
of energy-dense foods and the high cost of healthier foods (Drewnowski
and Specter 2004).

The estimated cost of a nutritious diet depends systematically on
the definition of “nutritious.” In Stigler’s famous 1945 application
of linear programming, the minimum cost required to meet narrowly
defined nutrition targets was only pennies per day (Stigler 1945). He
acknowledged that his cost estimate would make dietitians unhappy, and
implied that they were too generous in their “cultural requirements” for

Parke € Wilde i an asociat profesor at the Fiedman School of Nutrton Scence and Policy
a Tus Universty (prke wilde@tuts.ed). oseph Liobrea s  graduate stodent a te Fredman
Schoal of Nutriion Sience and Policy t Tufs Universiy (oseph lobrera@ufis oc)
UsDa's Ecoani Resech Sevie provied supor o 2 RIDGE resah rr
David Betor
Robert LaLone mad imparnt ugesions. and ATiea Cason a1 Keneh Hanon a USDA
provided daa an insight. Al oinion and errs belong 0 the authors

“The Journal of Consumer Affirs, Vol 43, No. 2, 2008
1SSN 0022.0078
‘Copyright 2008 by The American Council on Consumer Inteests




“Selling out” or “buying in”?

How do professionals in creative
industries manage the tension between
“art for art’s sake” and taking concerted
marketing actions to make a living?

How do artists, musicians, and other
creative workers talk about marketing?
Why do some move to the “dark side”
while others do not?

Aalto University
School of Business
| |



Service systems in shock and
disruption

Why is the music industry struggling to
adapt to the ongoing disruption in the
marketplace?

What enables an ecosystem to be agile?
What prevents agility? (3

: 2 "’-(
_ aer@ari e
N A‘f—,

SAVE
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\’\:}: o i ;’v " '

Aalto University
School of Business
| |



Students’ perceptions of Marketing as a
subject

Why are some subjects perceived as so-called “soft” and “feminine” while others
“hard” and “masculine”?

Why are Marketing and management seen as “soft” subjects, and Finance and
Accounting as “hard”? What does it mean to be a “soft subject”? Why are “soft”
subjects “feminine™? Can a “soft” subject become masculine? A “hard” subject
feminine?

Aalto University
School of Business
| ]



Empathy, intimacy, and community in
remote learning and working

How do we maintain our humanity and community behind the screen?

Practices, behaviors, and experiences of students, teachers, workers...



Ambiguous product claims

“Part of a healthy breakfast”

“30% less sugar”

“Produced in accordance with sustainable development principles”
“Natural”

What do these labels actually mean?
How do consumers interpret and understand them?

Aalto University
School of Business
| |




Expanding services to include hard-to-
reach consumers

Why are some attempts to cater to hard-to-reach customer segments successful
while others are not?

How do underserved consumers perceive novel efforts to include them in the
marketplace? Why do some consumers reject such services? What can marketers

do to include them?

Potential contexts of interest: telemedicine and digital healthcare, online banking,
urban (re)development projects.

Aalto University
School of Business
| |



The “dark side” of digital marketing and
analytics

Consumers’ understanding and perceptions
of data privacy-related issues

Managing the privacy paradox: the need to
give up data to use services.

What do consumers do to protect
themselves? How do they rationalize giving
up control over their data?

WE HAVE COOKIES

Aalto University
School of Business
| |



(Mostly qualitative) research with concrete implications
for consumer wellbeing and quality of life.

How can marketing, marketers, and markets help improve quality of life and
promote wellbeing in society?

How can we improve the experience of vulnerable populations in the marketplace?
Youth and the elderly, consumers in challenging life circumstances, living in poverty,
with disability, or with limited access to markets

Problems (and solutions) related to digital technology, healthcare services,
sustainability issues, maladaptive, and (un)ethical consumer behavior?

Contact: alexei.gloukhovtsev@aalto.fi
Aalto University Please email me if you'd like to discuss a topic!
hool of Busin
A. Schoolof Business Or send me a message after class.



Topic Suggestions

Hedon Blakaj

Aalto University
School of Business



Hedon Blakaj

Area of expertise : Consumer Culture Theorizing Research (CCT)

Areas of academic interest:

(I) Consumer and Consumption Driven Market Emergence

(I) Market Dynamics and Market Change

(1) Cultural Production and Cultural Intermediaries

(I). Consumer and Consumption Driven Market Emergence (what I’'m doing)
How markets emerge/form as a consequence of consumption and consumer driven activities
Focus: the emergence of organic food market in the US

(I1). Market dynamic / market change (what | am interested in)

Interested in:

* Food - take home food and delivery

» Context: Restaurants + Foodora + Wolt + Consumers eating home

* How did Foodora + Wolt + ... emerge as market actors?

* What have they done and are doing (activities)?

L]
Aalto University
School of Business
| |



How this relates to home dining + consumer side of the story?

* What impact they have for restaurants and the service industry?

(lll). Cultural production and cultural intermediaries (what I’'m doing)

* Disc Jockeys (DJs) as cultural intermediaries. How they organize events — process?
* Look at how taste about vinyl records is accomplishes

 Explain the revival of the vinyl record as a number one music format

Interested in:

* Relationship between cultural intermediaries and technology

* E.g., fashion bloggers or alike, as they related to algorithms. The evolution of this dynamic is of
interest to me. Concept | am interested: the concept of device(s).

Methods: ethnography, interviews

Theorizing perspectives: Assemblage theoretics, Practice Theory, (maybe Institutional Theory)

Aalto University
School of Business
| |



Topic Suggestions

Kushagra Bhatnagar

Aalto University
School of Business



't’s easier to imagine the end
of the world than to imagine
the end of marketing.



STANDARD CHARTERED'S NEW INDIA CHARTER -

WHO AM | messworld

* Born in New Delhi, India

 Studied Computer Science for Bachelors

28757 100 TALENTED YOUNGSTERS TO WATCH OUT FOR

* Majored in Finance, Minor in Marketing for Master’s

* Worked in Investment Banking, Advertising, Marketing
Consultancies

* Eventually became an entrepreneur (2011-2015)
 Started PhD at Aalto (2015 - About to Graduate)

* Live in Espoo with wife and 5-year old daughter




Why is Marketing Research interesting?

* Brands and marketing implicated in everyday stories of status, identity,
nationality, class

e Can’t live with them — can’t live without them

* Closest thing to real magic
* A suspension of disbelief (like in the movies)



BRRROOOOAAADDDD Scope

* What is ‘not marketing’?

* We live in the golden age of the consumer



Alternative Modes of Master’s Thesis

* Live Projects with Finnish/International companies



Methodological Orientation

* Interpretive approach to research

* Qualitative empirical material

* Working with pictures and words



Potential Research Contexts

* Small worlds
* Ethnographies — Brick and Mortar + Online

 Market Interactions
* Service employees

* Media Discourses
e Advertising as a means of understanding consumption



Contact

e Kushagra.bhatnagar@aalto.fi
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Kristina WittkowsKki

Ass. Professor since 2015
Primarily quantitative methods (experiments, surveys)
Experience in supervising qual. and quant. theses

Services marketing researcher: value co-creation
(sharing economy, access-based consumption, co-
creation, role of technology in co-creation; transformative
service contexts)

Aalto University
School of Business
| |




Artificial Intelligence in
Services

Consumer perception of the role
of Al in services

What are the perceptions in

- Service failure
- Service recovery

Aalto University
School of Business




Sharing economy/
collaborative

consumption ﬁ"ﬁﬁ"ﬂﬁ"ﬂﬁﬁ@'ﬂﬁ”ﬁ
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platforms in the sharing

Al
Do certain marketing promotion
tools work better in the sharing ﬁ"ﬂﬁ"ﬁﬁr‘ﬁﬁr‘ﬁﬁ"ﬂ

economy than others — and
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Weather Forecasts in
Consumption
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What meaning do consumers {\) m ('% ’ (\)
attach to weather forecasts? ]

o
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