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What are some of  the social groups that influence 
your fashion practices?

What subcultures, communities, or groups can you 
identify among members of  Aalto University?

How do these groups “do” fashion?



Subcultures

Subcultures of  consumption

Brand communities

Tribes



“Bourdieu saw these capital 
endowments accruing gradually 
through one’s upbringing and resulting 
in socialized dispositions that make 
people with similar capital stocks prefer 
certain consumption fields over others. 
In other words, children of  similar class 
backgrounds acquire habituated skills 
and aesthetic preferences through 
immersion into similar hobbies, 
vacation plans, and educational paths 
all the way up to higher education.”

reminder



Cultural capital
• “What you know”
• Embodied knowledge of  what is 

important in the field
• “This-over-that” tacit intuition

Social capital
• “Who you know”
• Field connections
• Name recognition in field

Economic capital
• “What you own”
• Money, possession of  valued field 

artifacts

Symbolic capital
• Particular forms of  

social/cultural/economic capital can 
become legitimate markers of  prestige, 
respect, or authority in the field

reminder



Field 1
(e.g., food)

Field 2
(e.g., music)

Field 3
(e.g., literature)

Field 4
(e.g., travel)

Field 5
(e.g., leisure sports)

Field-related 
capitals have 
different levels of  
transferability or 
convertibility within 
fields… 
… and across fields

reminder



Research into subcultures found that these 
groups have their own systems of  language, 
aesthetics, and fashion that do not adhere or 
become subjugated to those of  the elites. 

This represents a major addendum to 
Bourdieu’s fashion and field theory.

Later, subcultures have become sources of  
inspiration for mainstream fashion trends



Structure

Ethos

Self-transformation

Relationship to 
Marketing





How do these ”become” 
fashion?

Structure

Ethos

Self-transformation

Relationship to Marketing





Subculture Subculture of  
Consumption Brand Community Tribe

Orientation Social orientation
Socially oriented but 
dynamics center on 
consumption

Commodity oriented Social orientation

Basis of  existence Experience based Commodity based Brand based Emotionality

Relation to mainstream 
norms

Escapist from 
mainstream norms

Operates within 
mainstream norms

Embraces mainstream 
norms Varied

Practitioner reach Global practiced + 
mobility Globally practiced Globally practiced but 

no movement Varied (glocal)

Mode of  communication Multi-sited 
communication

Multi-sited 
communication

Mostly digital 
communication

Multi-sited 
communication

Locus of  activity Activity precedes 
commercial context

Activity requires 
commercial context

Activity requires 
commercial context Varied

Relation to commercial 
interests

Activity exists outside 
of  commercial interests

Activity dominated by 
commercial interests

Activity centered 
around commercial 
interests

Linking value, 
entrepreneurialism

Sources of  inspiration A variety of  
inspirations

Draws from limited 
variety of  inspirations

Draws from singular 
inspiration A variety of  inspirations



Key question:

To what degree is a particular field of  
fashion shaped by actors who are not, in a 
traditional sense, fashion designers or 
producers?

Can you think of  an example of  new 
fashion influencers whose authority stems 
from non-traditional fashion fields?







“In these intervening years we have 
witnessed the death of  the relatively 
monolithic subculture of  consumption 
that we first encountered. In its place we 
have observed the emergence of  
something larger and richer, something 
we are more comfortable thinking about 
as a complex brand community or a 
mosaic of  microcultures.

Growth increases diversity. The 
empowerment of  subcultural ‘others’, 
(i.e., non-male, non-white, non-straight, 
etc.) in social life tends also to increase 
the liberalization or democratization of  
subcultures of  consumption. Diversity 
opens the symbolism of  a subculture to 
other contexts and lived experiences, 
leading to multiple meanings and 
multiple authenticities. This also 
challenges and undermines the authority 
of  the hegemonic perspective.”







“From the consumer’s point of  view, 
getting tattoos, wearing jeans, and 
dressing as a Trekkie, unlike being of  
a particular ethnicity, are practices 
s/he volitionally chooses to engage in 
or not. But then, how and why do 
consumers voluntarily choose a 
stigmatized practice, how and why do 
these practices become fashionable 
and ordinary consumption choices, 
and why do only some of  these 
practices become so?” 



Rising social status, wealth, 
and cultural capital

vs.
Religious traditions of  humility 
and anti-laicity

Tesettür women resolve this 
code conflict through fashion 
innovation







Subcultures and such often 
shun the marketplace. 

So why and when would a 
subculture of  consumption 
actively seek marketplace 
inclusion? 







How do “mainstream consumers” relate 
to subcultures, brand communities, and 
tribes?

How do these influence the fashion 
choices of  those who are not in these 
social groups?

“How much” do mainstream consumers 
draw from subcultures etc.?



Popular and subculture aesthetics 
can be effectively used by middle 
class agents to downplay 
unwanted, outwardly generated 
class expectations.

Popular and subculture aesthetics 
can be effectively used by middle 
class agents to pursue experiential 
authenticity.







How do subcultures and such 
respond to the appropriation of  
their fashion items or symbols?



Aesthetic discrimination = articulating 
subtle differences of  why “they are doing it 
wrong” (high field status)

Symbolic demarcation = articulating 
subtle differences of  why “I’m doing it 
differently” (lower field status)

reminder





What does “selling out” mean?

It actually comes from subcultural 
research, meaning “selling out from 
the community”

Usually denotes that a brand, 
production, or style is seen as 
favoring “outsiders” over “insiders”



[CEO of  Airwalk] “Cool brands treat 
people well, and we didn't. I had personally 
promised some of  those little shops that we 
would give them special product, then we 
changed our minds. That was the beginning. 
In that world, it all works on word of  mouth. 
When we became bigger, that’s when we 
should have paid more attention to the 
details and kept a good buzz going, so when 
people said you guys are sellouts, you guys 
went mainstream, you suck, we could have 
said, you know what, we don’t.”



(1) The insiders’ attitude towards the brand or 
style depends on how well the brand/style is 
seen as representing or even championing the 
populist world and its ethos 

... (2) this will attract 
followers for the brand 
who curate or 
evangelize the brand…

... (3) and the rest will follow



How do these influence fashion? 

Subcultures

Subcultures of  consumption

Brand communities

Tribes



Subcultures

Subcultures of  
consumption

Brand 
communities

Tribes

Produce and legitimate 
styles by repurposing 
objects and meanings

Evangelize and legitimate 
brands

Entrepreneurial building of  
new brands, business 
models, styles etc.


