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Background 



Market level studies 

Arnould and Thompson, 2005











Different ways in which consumers (socialize with one another) interact with markets

Consumption viewed as productive

è Can consumers escape the market? 
è Can consumers convince brands/marketers to produce goods for them
è How consumers interacting with one another contribute to change in market 

dynamics/structure 
è How consumers dissatisfied with a market offering engage in consumption activities and 

contribute to the emergence of a new market 
è How consumer collaboration with one another and marketers contributes to the 

emergence of a new market logic









Modes of exchange 

Market-based exchange Gift-giving Hybrid economies 



Market-based exchange 

Transaction between two parties 
+ € + economic resource

Market logic: profit maximization 
+ independence between actros 
who have self-interested 
motivations (Scaraboto: 2015: 
153)



“Gift-giving, on the other hand, has been 
noted to require wrappings and ceremony 
(at least in its prototypical form [Belk 
2010]), and to follow the logics of 
mutuality and reciprocity (Mauss
1950/1990), establishing “a feeling-bond 
between two people, while the sale of a 
commodity leaves no necessary 
connection” (Hyde 1979/2007, 58).” (ibid)

Gift – giving 







Market based 
exchnage + gift 
giving = hybrid 
economy 





“Hybrids that cut across prototypical logics and modes of exchange 
emerge in various contexts where consumers collaborate with 
entrepreneurs, marketers, and among themselves to create value.” 
(ibid)



“Performativity” theory 

Compare to Theory of Tastes from last lecture 

è How something (e.g., a market) suceeds or fails, … becomes stable 
èProcess theory 
è “statements are ... performative, they are actively engaged in the 

constitution (making up) of the reality it describes … they cause the 
reality that they describe to exist” (Callon, 2006: 10)









Q&A! 


