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INTRODUCTION

How can one explain that the number of visitorshi® Antarctica has more than doubled in
less than 10 years and today represents 34,000epe? How can one explain that an online
community on Facebook collects more than 7,600 lpesiparing their pictures and memories
about Stonehenge and that the site in Wiltshireagatmore than 30,00@eople each year
for the summer solstice? How can one explain tlieess of touristic communities proposed
by tour operatorsnfonlookea.fr or Nomadsphér®? What about the development of travel
agencies specialized in gender traveerimes du Mondleor in scientific excursions
(Escursia Aventuresvolcan® And what should we think of the explosion ofenraist in the
St-James Way pilgrimage? Finally how can one erplae behavior of tourists that are ready
to cross the world to learn how to make a kiksid Tour Operator, collect data on a
community of primates in AfricaSaigg or learn to spin wool in Auvergn&gsorn?

These few examples illustrate that new forms olscomption have appeared in tourism. They
might be related to eco-volunteering, scientifiartem, adventure tourism, spiritual or
religious tourism, green or fair tourism, tourisor fvomen. These forms of tourism are far
removed from the traditional holidays at the beachn the mountains. Explaining these
forms or these practices with the existing modélsamsumption might be difficult. Indeed

people seeking these forms of tourism are not démbking for functional or emotional

benefits. Rather, they are trying to use a destinab satisfy a more deeply rooted need,
namely, they want to express their identities, it®@ @ meaning to their life, to express who
they are, or to associate with people that arelainor important for them. They express a
symbolic need. These new forms of consumption whawasumers seek to express
themselves, have not only appeared in tourism,apatincreasingly important in various

product categories such as clothing, cars, and rfasting consumer goods alike. This

tendency is fascinating and is precisely the faxfuhis current dissertation.

! http://news.bbc.co.uk/2/hi/uk_news/england/wiltshi465235.stm

2 Created by Look Voyages, this community is composemore than 10,000 members, allowing them to
share pictures, videos and memories of their lalsidny in a Look resort.

% Created by Accor, for thtlomadssegment, this community is composed of more tH&00D members
sharing tips for 300 towns around the world.



The purpose of the rest of this general introducisotwofold:

» First, it explains the interest of symbolic constimp. This is the central focus of the
dissertation. It is therefore necessary to beginnblcating why it is interesting and
important to study symbolic consumption.

» Second, this introduction aims to show how theattssion contributes to the study of
symbolic consumption. To do so, each article widl fsummarized, and the main
findings highlighted. Contributions of the thesiglduture avenues of research will be

discussed in the concluding part, after the thraeles.

Why symbolic consumption deserves attention

Over the last decades, symbolic consumption hasfibeth from growing interest. Today,
approximately 150 articles have been written ors tiieme or on related topics in the
marketing literature. These articles will be reveglaand organised in the first article (see page
16).

How can one explain such an interest?

One explanation is that consumption, and more pedgi the reasons for consumption are a
very central concern, if not the main issue, inkating. Scholars have made endless efforts
to understand the reasons for product choice andetisons for consumption.

According to Belen del Rio et al., “Ultimately, tBeurce of any brand value is the final user:
the more positively he or she perceives the brarahigher the consumer’s brand awareness
and loyalty allowing the firm to command larger wgias, higher market share, more
inelasticity consumer response to price increa®sss, vulnerability to competitive activity,
increased marketing communications effectivenedditianal brand extension opportunities
and other competitive advantages such as distoiblgverage.” (2001: 452).

Therefore creating value for consumers and undeistg what consumers value during the
consumption experience is probably one of the rostial questions in marketing.

The initial consumption models (Cohen, Fishbein Ahtbla, 1972; Zajonc and Hazel, 1982;
Burke and Edell, 1989), based on the “economic nparspective propose that a consumer
will, through a cognitive process, evaluate produattributes, decide the importance of each

of them, and finally choose the product that mazesihis utility. These models have been



criticized (see for example Hirschman and Holbrd#82) as not reflecting all the emotional
drivers underlying and explaining a purchase. Iditawh, according to Bhat and Reddy
(1998: 33) “the rational model is appropriate ofdy goods which consumers value for their
tangible and utilitarian benefits”.

As consequence, several scholars have proposetative or complementary drivers to
explain the consumption act such as the role oftem® (Richins, 1997; Bagozzi et al.,
1999), its hedonic aspect (Hirschman and Holbrob882; Babin et al., 1994; Voss,
Spangenberg and Grohmann, 2003) or the importahteeoconsumption experience itself
(Mathwick, Malhotra and Rigdon, 2001; Chronis arahtpton, 2002).

However, these models integrating both functionad @motional drivers still can not be
considered as satisfactory for two reasons:

First, several changes have taken place in the eharklongside globalisation, the
geographical and time distances between suppliav® lbeen reduced, reinforcing price
competitions, and offering a broader range of petgluto consumers. Significant
improvements in communications techniques (Schnii®i99) offer the consumer more
sources of information, better information, andréfigre more knowledge in terms of what to
search for. This leads to more demanding consunoéitgs. Finally, according to postmodern
scholars (Firat, Dholakia and Venkatesh, 1995;tl@ral Venkatesh, 1995; Firat and Schultz,
1997), the consumer has become less stable andctpidd. He does not always act
consistently anymore and sometimes even in a atiotoaty way. Moreover, the markets
have become more fragmented. Therefore, it is itapgronce again, for firms to understand
the origins of the value for consumers in ordeg&in competitive advantages and to free
themselves from the constraints due to these clsange

Second, these approaches failed to explain consmmpicts where the product is not
consumed for its functional advantages or for thetenal stimulation it can provide but
rather for its expressive value. More preciselynsgoeople may choose to use a product
because it allows them the satisfaction of a nefedetf-expression. According to some
scholars (see for example Schouten and McAlexark895; Cova and Cova, 2001; Liang
and Wang, 2004), this need of self-expression metiones stronger than the search for
functional or emotional benefits and might be ewsn strong that it is not possible to
understand the consumption act without it.

As a consequence of these two reasons, scholarsnandgers alike have made renewed

efforts to better understand why people consumet@pdovide them with appropriate offers.



In order to do so, some have brought into playctivecept of symbolic consumption — that is:
how consumers express themselves through the pgradiexl as a symbol — and have
demonstrated that this approach significantly addise to the understanding of consumption.

How the current dissertation contributes to the staly of symbolic consumption

Top journals in marketing continue to publish reskan consumption that does not take into
account the symbolic dimension. Several authors {se instance the works of: Chitturi,
Raghunathan and Mahajan, 2008; Chen, Kalra and 3Z109; Levav and McGraw, 2009;
Khan and Dhar, 2010) do not consider symbolic dsvend focus only on functional and
emotional ones. Even if it is not necessary, ofrseuto discuss and compare systematically
the three benefits, it is helpful to mention themmtake the reader understand that functional
and emotional drivers are parts of a larger conddpiybe a reason why these authors have
not mentioned symbolic drivers is because no contynoagreed definition or
operationalization has been carried out in thelfiel because the usefulness of this approach,
namely the added value of taking into account syimboeeds, was not sufficiently

demonstrated.

Therefore, it has become imperative for symbollwsars to ask the following question:

What is the best way to convince the other membkithe academic community of the

importance of symbolic drivers when speaking alsonsumption?

Without doubt, the first way is to be sure thatréhes a clear definition and that everyone
knows what the term “symbolic consumption” means.

Showing how conceptually symbolic drivers are dédfg from others will lead to a better

understanding of the added value of an approa€égiating them. It must be made clear that
symbolic needs are not the same as, or a sub-havther functional and emotional needs.
Having clarified this initial point, a way to steeghe interest of symbolic drivers is to show
the significant added value in terms of explanatpoyer. Surprisingly, no effort has been

made until today to structure the vast amounttefdiure. It has become urgent to identify
how consumption can be symbolic, what the differgyrhbolic needs are and what needs
consumers use to satisfy them. Several authorsdiaea their opinions but no common view

has been produced. Therefore, in order to fill thisrature gap and to contribute to

demonstrating the interest for the symbolic appno#ue first article will review and propose

a structured view of the literature (see abstracafticle 1, below).



The second way to convince the academic commurfitghe importance of symbolic
consumption, is to display why this perspectiventeresting. This entails showing how
symbolic benefits are statistically related withtamme variables such as intentions to
purchase or to recommend, that have direct marsegetevance. If the search for symbolic
benefits is significantly related with those out@wariables, then it is valuable to take them
into consideration.

Some authors of the symbolic consumption field (Be&chmelz, Moore and Goebel, 2000;
Belen del Rio, Vazquez and Iglesias, 2001; Miclimeliand Dibb, 2006; Kocak, Abimbola
and Ozer, 2007) are more focused on the naturBi®iconsumption. Indeed, they are often
first concerned by justifying the interest of taimto account symbolic drivers, rather than
evaluating their real predictive power of behavionéentions. In order to complement these
authors, the current work presents statistical engé that symbolic consumption is
significantly related with such outcomes in artscand 3.

Finally, the third way to convince the academic ommity is to demonstrate that symbolic
benefits are not an unmanageable concept. It caopbrationalized and moreover it can be
shown to be related with other important conceftticles 2 and 3 will present two ways of
operationalizing the concept of symbolic benefits. addition, the second article will
investigate the relationship between symbolic bé&nhaihd self-congruity. In other words, it
will ask the following question: Is it necessaryb® similar with a product to use it to express
oneself? The third article will, among others, lidgmbolic benefits with consumer
personality, investigating whether some personal#its are more related with the search for
symbolic benefits. By showing how a symbolic apptoaan be operationalized and how it
can be related with other important constructssehivo articles highlight the interest of

symbolic drivers and the importance of an improgedsumer understanding.

In summary, this dissertation aims at answeringahewing research questions:
* What is symbolic consumption?
* What are the symbolic needs and the means usetsteea them?
* What is the weight of symbolic benefits regardmgdther traditional benefits in
behavioral intentions?

* What are the antecedents of symbolic benefits?



These research questions remain under-investigatéiae literature and it is believed that
answering them will significantly contribute to tbge gaps in the literature. The following

section will now summarize the three articles.

Article 1

By providing an exhaustive review, the first adidhelps to define the main streams of
research in the field and their related questi@espite the large amount of published work
on symbolic consumption, no exhaustive literatueeiaw has been produced until today.
Because of this lack of a common vision, the fields the risk of being stuck in the mud of
studies only replicating previous findings. Moregvaewcomers to the field might feel
discouraged by such a vast body of research. Torered systematic review of published
works between 1982 and 2010 was conducted and abOudrticles identified. These studies
were classified into four major research streamsdding so, the review provides a clear
picture of the current state of research on symobodinsumption. More precisely, it first
identifies the psychological explanations of synibalonsumption, emphasizing the role of
the extended self and of consumer strategy of g&lipg and identity construction. Second,
it highlights the importance of taking into accousymbolic drivers alongside, and in
comparison with, other traditional benefits. Thiitd,names out the three needs that are
expressed during a symbolic consumption, namelynied to reinforce self-identity, to
express or seek a group-identity and to show sapsestige and status. Finally, in the fourth
identified stream, the review discusses articlesis;ng on the means used to satisfy symbolic
needs. Three means have been investigated so fdreiriterature, namely the use of
products/brandspeople,and practices This review contributes to the extant literatime
showing the considerable progress that has beer mmadymbolic consumption since the
beginning of the interest, and the fairly coheramd interesting body of work that the field
represents. Moreover, the review is helpful forfating research propositions, based on gaps

that remain in the literature.

Article 2

This article builds upon previous literature to whithat two key concepts of symbolic
consumption have often been used interchangeaélfscangruity and symbolic benefits.
Self-congruity is defined as the similarity betweeoconsumer’s self-perception and his image
of the product. Symbolic benefits are defined as libnefits provided by the consumption

relative to a product answering self-expressiordaesich as self-identity, group-identity or



status. The paper proposes a model clearly diffestéry the two concepts. This model is
tested using a structural equation modeling apprdased on a large sample. The paper
demonstrates that the two concepts are clearlypemt#dent of each other, i.e., a consumer
does not need congruity with a product to use & aseans of self-expression. Moreover, the
two concepts do not have the same effects on bef@ntentions. The effects of symbolic
benefits will be stronger than that of self-congruln other words, consumers will be more
prone to buy a product if it helps them to exprimsnselves rather than if there are shared

and similar personality traits.

Article 3

The third article pursues two objectives. Firstaitns at investigating the importance of
symbolic benefits in comparison with the other ifiadal drivers of consumption, namely the
functional and emotional benefits. Showing the \eigf symbolic benefits in predicting
purchase intentions highlights the interest ofrigknto account symbolic drivers. Second, the
objective is to explore potential antecedents diviidual differences in the sought benefits. It
will be shown that one of the most interesting eatients, consumer personality, has almost
received no attention and therefore deserves nusideration. To reach these objectives, a
model is proposed investigating the link betweea fiwe personality traits and the three
(functional, emotional, symbolic) sought benefltgeresting findings appear and sometimes
contradict previous literature. Four of the fivagmnality traits (extraversion, agreeableness,
intellect and conscientiousness) are significaméiated with sought benefits. Moreover,
while the price does not seem to matter, the gudhe emotional benefit, and the symbolic
benefits (group-identity and status) significanpiyedict consequences (satisfaction and

behavioral intentions).

Link between the articles, contributions of thesibeand future avenues of research will then
be discussed in the concluding part, after theetlrécles.
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Deepening our understanding of symbolic consumptiara

review and a research agenda

Vivien Moinat

Faculty of Business and Economics, University afidanne

Lausanne, Switzerland

ABSTRACT

Understanding symbolic aspects of consumption israginal, often neglected, way
to develop appropriate marketing and brandingesgfas. Much research has focused
on this topic over the past decades. HoweverMblisminous body of literature lacks
a unifying structure that makes sense and that dvbalp to define future research
avenues. Moreover, and perhaps for the same res@m® scholars continue to study
consumption without integrating the symbolic pecdpe. Therefore, this paper
provides a systematic and comprehensive literagwiew of symbolic consumption,
collecting articles published in peer-reviewed jmls from 1982 to 2010. It
structures the important body of literature intarfaifferent research streams. This
allows for the identification of the major reseagurestions that have driven the field
and their limitations. Finally, based on the litera gaps identified, several research

propositions are offered.

Key words: symbolic consumption, needs, means;esgfession, extended self
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INTRODUCTION

Understanding the meaning of consumption for comsans crucial in marketing.
Over the past twenty years, there has been an f&pl®@f interest concerning the
symbolic aspects of consumption. Approximately a8icles have been published in
peer-reviewed journals in marketing. Despite thterdion, the field lacks a unified
vision of symbolic consumption and newcomers in fiel might be discouraged.
Since the beginning of this interest in the eighti®o systematic literature review has
been conducted. This is unfortunate because medj@naes have been realized both
theoretically and methodologically since that tinleue to the absence of an
exhaustive review, some researchers might overloglortant progress made before

and will not contribute to advancing research,dnly replicating previous studies.

Therefore, this study aims:

* To identify all relevant articles for the field

* To propose an overall structuring view of the cotdkanowledge, in order

» To recognize the main research streams and tHatederesearch questions,
and finally,

* To determine the literature gaps and propose agdiounduture research

The remainder of this article is structured inteethparts. First, the methodology used
to collect articles on symbolic consumption is eipéd. Second, this important
amount of research is structured into four majaashs and the key concepts for each

are highlighted. Finally, | build upon this structuo propose a research agenda.

METHODOLOGY

This paper offers the first comprehensive accodirgymbolic consumption research
published in peer-reviewed journals in marketingl aalated disciplines, between
1982 - the year Sirgy’s article brought the notadrself-concept in marketing - and
2010. | have decided to use Sirgy’s article asdtageting point because this article,
which has been extensively cited until today, mprehensive review of what was
previously written in psychology on the notion effsconcept. The elaboration of this

concept, as we will see hereafter, was necessatgvelop the literature on symbolic

12



consumption. There were prior studies on symbatssgmbolic consumption (see for
example the seminal works of: Levy, 1959; 1964;brand Grathwohl, 1967), but
most of them are situated within the field of psylolgy and do not offer a marketing

perspective.

To obtain an exhaustive view of the current literatand to minimize a potential
overlook of articles, a three-step procedure dbeedri hereafter was carefully
followed. First, all articles published in the fmling top marketing journals were
methodically reviewed:Journal of Marketing Journal of Marketing Research,
Journal of Consumer Research, International Jourp&lResearch in Marketing,
Journal of Academy of Marketing Science, Marketirggters, Marketing Science
These peer-reviewed journals were selected on #ses lof their citation indexes
(Theoharakis and Hirst, 2002) and their relevanasohsumer behaviour studies.
Second, | searched studies in EBSCO Business Sdtnemier and ABI/Inform
databases in peer-reviewed journals containing ainthe following keywords or
combination of keywords in the title, keywords, tahst or full text: “symbol”,
“symbolic consumption”, “self-identity”, “self-congity”, “self-expression”,
“expressive/symbolic value”. Within this pool, |leeted only those adopting a
consumer behaviour focus or those that were madetriented. Numerous articles
were found published in a wide array of journal€hsasJournal of Marketing
Management, European Journal of Marketing, Psyadmlo& Marketing,
International Journal of Market Research, Journ&lGonsumer Behavior, Journal of
Consumer Marketing, Journal of Marketing Theory &rdctice, Journal of Product
and Brand Management, Academy of Marketing Studbesnal, Journal of Brand
Management and Journal of Business Resedrchddition, this research also issued
in articles published in other related disciplinésp journals such agournal of
Advertising, Journal of Advertising Research, Jalrof Consumer Psychology,
Journal of Retailing, Annals of Tourism Researabyrism Management and Journal
of Travel ResearchReferences of the above mentioned articles were é€xamined
to recognize recurrent and apparently importanéresfces published in journals
which were not yet included in the selection. Timsludes research published in
conference proceedings and papers in French, aificagt advances have been made
by French speaking scholars. From this collectibarticles, book reviews, articles

shorter than one page and notes from the editoe wrcluded. Finally, studies that
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only mentioned the terms or where the terms playnaignificant role in the paper
were removed and also those that did not use theepts in the sense commonly
accepted in the symbolic literature. Table 1 presdhe results of the selection

process sorted by journal:

Number of

Academic publications .
articles

Journal of Consumer Research 24
Advances in Consumer Research 10
Journal of Consumer Marketing 7
Journal of Consumer Behavior 6
Journal of Marketing Management 6
Journal of Business Research 6

Psychology & Marketing 5
Journal of Brand Management 5
Journal of Marketing 4
Journal of Marketing Theory and Practice 4
Journal of Product and Brand Management 4
Journal of Advertising 4

Journal of Consumer Psychology 4
Annals of Tourism Research 3
Consumption, Markets and Culture 3
International Journal of Market Research 3
Journal of Advertising Research 3
European Journal of Marketing 3
Journal of Marketing Research 3

Journal of Advertising Research 3
International Journal of Research in Marketing 2
Journal of Academy of Marketing Science 2
Journal of Vacation Marketing 2
Leisure Sciences 2
The Marketing Review 2
Academy of Marketing Science Review 2
Journal of Personality and Social Psychology 2

Table 1: Published articles on symbolic consumpgienjournal (only if # articles 2)

This above procedure resulted in 132 articles aBdcdnference proceedings. As
presented in Table 1, symbolic consumption andteéldopics are not equally
represented in journals. One should notice the cdsthe Journal of Consumer
Research which publishes by far the largest amafntarticles on symbolic
consumption and related themes. Although the ntgj@mi the papers have been
published in marketing journals, other disciplinege also represented such as

psychology and tourism.
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Finally, as shown in Figure 1, there is an increg$iend in the number of articles per
year since 1983, demonstrating growing attentiorihi® topic. However in recent

years, interest seems to be waning.
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Figure 1: Published articles on symbolic consunmpgier year, 1982-2010

It is believed that this decrease is only temporang does not reflect a lack of
relevance of the symbolic concept. A more plauséplanation is that the field has
become stuck by lacking a unifying theory or framéw Therefore, the current study
proposes to structure the literature and to identie main streams of research and
their related research questions.

In an attempt to identify the main streams of rededy reading the papers, | ask
myself which was the research question that wasaldor each article. Articles were
then sorted by these research streams. This atadgih was developed through
iteration, that is moving back and forth betweem alticles and the research streams.
During this process, | bear in mind several craetat this classification should

answer to. In other words, the aims of the propasaskification are to:

a) ldentify the main research streams and their atéll research questions
b) Structure these streams in a coherent way
c) Include all the articles identified during the tdéure research phase

d) Allow for the building of a research agenda.

15



For the sake of parsimony, a special effort was enachenever possible, to place
articles into only one stream, the one to whiclytivere the most relevant. However,
it is acknowledged that their scope is often broatlan what is suggested by the

classification. In some rare cases, they appeavarfields.

As a result of the classification procedure, | tifgrand organize the articles into the
following research streams:
1) Psychological foundations of the symbolic consump®& exploration of the
concept
2) The role of symbolic drivers alongside and compuerisvith the other
traditional desired benefits (functional and emalp
3) The symbolic needs

4) The means used to answer these needs

STRUCTURED LITERATURE REVIEW

1) Psychological foundations of the symbolic consummin and exploration of
the concept
Main research question: How and why do people consie symbolically?

Thefirst stream of research gathers articles thatstigate « how and why » people
consume symbolically. The reasons and the procdsseélse symbolic consumption

is the common preoccupation of scholars in thisastr. Most of these articles are
only conceptual and frequently display a strongcpsjogical background. They

generally were written at the beginning stagesheffteld, and are regularly cited as
such. There has been renewed interest in theseemimat issues over the last few
years. Summarized in table 2 below, the followiagt®n discusses these articles.

A symbolic consumption is an act in which a prodocta service is consumed
because of the presence of one or more symbolimegits. A symbolic element
relates to something in a product/service thatnisessential component but which

goes beyond the concrete aspect. It usually redesisconcept that makes sense for the
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consumer because of a common cultural backgroumdshared values with the
message sender.

Crucial for the understanding of symbolic consumptis the idea that consumers
have a “self’ that they can project onto somethi@gnsumers use these symbolic
attributes to extend their “self”. This notion diXtended Self” has been extensively
discussed (Belk, 1985; Markus and Kunda, 1986; B&888; 1989; Reed I, 2002;
Fennis, Pruyn and Maasland, 2005; Tian and BellQ5205aren, 2007). Belk
emphasizes that one of the keys to understandingt wbnsumption means for
consumers is “first gaining some understandindghefrheanings that consumers attach
to possessions” (Belk, 1988: 139). Mittal (2006egdurther by depicting the self's
components and proposes reasons why some prodemisnb part of our extended
selves. Aaker has argued that “the symbolic uséorahds is possible because
consumers often imbue brands with human persortadittg” (Aaker, 1997: 347).
Moreover, product ownership (Barone, Shimp and $pt899) or service experience
might help the consumer to define and express patsdentity.

Finally, the extent to which the product’s identigysimilar to the consumer’s identity
has received much attention (Sirgy, 1982; Sirg®5t9 Sirgy and Johar, 1991; Sirgy,
Johar, Samli and Claiborne, 1991; Wright, Claibcand Sirgy, 1992: see also section
Means/products below). This notion, called selfgroiity has been argued to be
related with and to significantly impact purchasentions.

Another key perspective of this stream highlightatt in the case of symbolic
consumption, consumers should be segmr@ducersof something valuable for them.
Solomon (1983) speaks of themo faber the man as the maker and user of objects.
What is produced is immaterial and mostly has roeyan the monetary sense. When
people consume a product, they remove some ofaisaenic value, but by answering
their need of expression, they create a symboligevalrhus, according to Solomon
(1983), a brand might have a symbolic value regardne extent to which it allows
customers to fulfill symbolic needs and to expressething about themselves. This
symbolic or expressive value often relates to tppootunity of building personal
identity or to give a special sense to life. Acengdto Smith (2007: 325), consumers
“are not passively but actively engaged in a megmiaking process”. This
perspective of consumption as producing and notraj@sg value is rooted in the

postmodern approach (Firat and Venkatesh, 1995).
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Related to this approach, some scholars see comsuase‘constantly constructing
and playing out in their minds a story about wheytlare and/or are striving to
become” (Mittal, 2006: 551). “Products that we buagtivities that we do and
philosophies or beliefs that we pursue, tell soabout who we are and with whom
we identify” (Wattanasuwan, 2005: 179). In otherré&® consumers are what they
consume and consume what they are (Belk, 1988;u5@@0). According to Zukin
and Maguire (2004), people experience consumptsotha “project of forming and
expressing identity” thanks to the presence of sytalelements. Finally, Murray
(2002) discusses the extent to which consumerfregeor constrained in the play of

these signs.

Table 2 presents an overview of the articles of ghieam

Study Main concepts or ideas Type ;Q,i;ranple Product Category
Belk, 1985 Extended Self Quantlte_mve 338
Belk, 1988 Meanings attached to possessions Theoretical -
Belk, 198¢ Qualitative
Tian and Belk, 20C Extended Self and Possess Qualitative 17 Workplace
Saren, 200 Extended Se Theoretice -
Markus and Zunda, 19.  Stability and Malleability of the Self-Conct¢ Quantitative 39 -
Soft drinks,
Fennis, et al. 2005 Malleability of the Self-Concept Quantitative 62+64+64nagazines, cars and
clothinc

Reed, 200 Self-concef Theoretice -
Aaker, 199 Brand Personali Quantitative 631 Diverse branc
Sirgy, 1982 .
Johar and Sirgy, 1991 a’bSeIf—cong_runy . )

. : Actual & ideal self-congruity Theoretical
Wright, Claiborne et al., ; .

. Social self-congruity
1992
Sirgy, 198! Self-congruit Quantitative 16¢ Cars and magazir
Barone et al., 19¢ Self-congruity and product owners Quantitative 14¢ plastic key chai
Solomon, 198 Homo Faber, Product as responses or st Theoretice - -
Firat and Venkatesh, 19 Consumption produces va Theoretice - -
Murray, 200: Free reign or imprisoned in the play of si Qualitative 14 + 1t Fashiol
Schau, 200 Identity, self-expressic Theoretice - -
Zukin and Maguire, 20C  Consumers' project of forming and expressing idyg Theoretice
Wattanasuwan 20! Products tell stories about who we Theoretice
Mittal, 2006 Self's compongnts. Pr_ocesspjs through which possessi Theoretical

become associated with one's

Smith, 2007 consumers are actively engaged in aimgamaking process  Theoretical

Table 2: Stream N°1: Psychological foundationsywfilsolic consumption

NB: Several numbers in the sample columns indicadifésrent studies

Summary of the first research stream

After the review of this stream of research, at fitsfinition of symbolic consumption
can be proposed. It is an experience during whigople buy and use a
product/service (1) based on its symbolic meanintgamely its ability to link the

consumer with a concept that makes sense forndatidual - (2) to form, to express

personal identity or to give some meaning to {8, resulting in the “production” of
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consumers and providing added value. This defimitidl be complemented by other

streams of research which will be presented hemeaft

2) Role of symbolic drivers alongside, and in comparan with, other traditional
desired benefits (functional and emotional)

Main research question: What is the role of symboti consumption?

The second stream of research aims at situatingyh®olic needs into a broader
framework, and comparing their importance regardotber traditional desired
benefits, namely functional and emotional oness®tream was only conceptual at
the beginning, but became more empirical in theovahg years and still receives a
certain amount of attention nowadays. This stredfard from the previous one for
two reasons: First, in stream 1, authors do notsiden at all the other drivers
(functional and emotional) and do not seek to campghem with symbolic ones.
Second, scholars of stream 2 are not investigateg rationale of the symbolic
consumption; they do not adopt a psychological peatve to understand the
underlying forces that push consumers to expras®glyc needs and to satisfy them.
The origins of stream 2 can be traced back to émeirsal article by Park, Jaworski
and Mclnnis (1986) who stated that “an importaetdainfluencing the selection of a
brand concept is consumer needs”. These autharsfidéhree categories of benefits,
and their related needs, namely functional, expgdakand symbolic needs. Later,
Keller in its renowned article (1993: 4) also recizgs the same three benefits and
defines them as follows.

“Functional Benefitsare defined as the more intrinsic advantages otlymt or
service consumption (...) often linked to fairly lbasiotivation, such as physiological
and safety needs (Maslow, 1970) and involve a éefir problem removal or
avoidanceExperiential Benefits(also known agEmotional Benefijsrelate to what it
feels like to use the product or service (...) antisBaexperiential needs such as
sensory pleasure, variety and cognitive stimulati®ymbolic Benefitare the more
extrinsic advantages of product or service consiomptThey relate to underlying
needs for social approval and outer-directed stfaam” (Keller, 1993: 4).

This last definition complements that of Park et (4P86) who defined symbolic
needs as “desires for products that fulfils intdynaenerated needs for self-

enhancement, role position, group membership ofiggatification” (1986: 136).
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These articles are not so important for their defins, as they remain fairly basic.
Rather, they are extremely significant as thetlaeefirst to recognize, and somehow,
legitimize the presence of symbolic needs apannffonctional and experiential
needs. Prior to that, consumption was traditionallyvestigated without
acknowledging the potential role of symbolic ned®ssed on previous works (Sheth,
Newman and Gross, 1991; Sheth and Parvatiyar, 188mdal, 2003; Holbrook,
2005), Brock Smith and Colgate (2007) built on tlyigzology and recognised that the
satisfaction of each of these needs leads to reégeklycfunctional, cost, experiential
and symbolic value. However, despite this strongotétical basis, it is quite
uncommon to find empirical studies comparing thégiveof each of these three types

of needs in explaining purchase decision.

An early case is the discussion of the effectivernasvalue-expressive (symbolic)
versus utilitarian (functional) advertising (Sirggd Johar, 1991; Shavitt, 1992) but it
remains conceptual. Later, Bhat and Reddy (1998k wike first to develop an
empirical testing of the symbolic versus functionalue of a brand. In particular,
they demonstrated that a brand can hold these dhees simultaneously. Pursuing
their work in this direction, Belen del Rio, Vazquet Iglesias (2001; 2002) found
more differences in the benefits sought at the ddamel than at the product level.
They also found a strong correlation between tinetfanal and the symbolic value of
a brand. Along this line of thought, Mowle and Mies (2005) also found, for
different products that these two values might tspldyed in a brand at the same
time and that they can be interelated. Kocak, Almialand Ozer (2007) replicated the
study of Vazquez et al. (2002) in a different crdttand found similar results.
Supphellen and Grgnhaug (2003) also investigated ithportance of culture,
suggesting that the combination of desired funetisymbolic benefits might change
as societies evolve. The impact of the functiorabus symbolic value on the timing
of repurchasing was investigated by Grewal, Mehtd &ardes (2004). Finally,
Balakrishnan (2009) proposed a conceptual framewocdkuding functional and

symbolic benefits specifically designed for dedimabranding.

Studies comparing the three benefits simultanealsiyot abound:
* Orth conducted several studies (Orth, McDaniel lfgimamer and Lopetcharat,
2004; Orth, 2005a; Orth and Lopetcharat, 2005; uitGarry Wolf and Dodd,
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2005; Orth and De Marchi, 2007) on the link betwdwand benefits and
purchase intentions, based on the “perceived vallRERVAL) approach
developed by Sweeney and Soutar (2001). Takenwd®ke, his work displays
the three benefits as significant predictors ofcpase intention, although
important differences might appear due to prodategory, ad exposure and
product experiences.

Liang and Wang (2004) conducted a very interessiugly on the effects of
product attributes (functional, experiential, angmbolic) on consumer
satisfaction. They found different effects of thenbfits, generally significant,
mostly positive, but sometimes negative in the calsexperiential benefits.
Symbolic benefits were found to be the most aceupatdictor of satisfaction,
always significant and positive.

Blankson and Kalafatis (2007) also considered tireet benefits, functional,
experiential and symbolic simultaneously. They estdtat the emphasis of
benefits should depend of the positioning stratafgyne brands. For example, a
“value for money” strategy will be best served by emphasis of functional
benefits, whereas a “top of the range” strategy bel better echoed back by
symbolic benefits.

Finally, the interesting model proposed by TsalO&t) also verifies that “brand
purchase value is dividable into three dimensidesaliwhich in juxtaposition
and in interaction exert direct influences on repase intention. Such a
discovery provides support to the premise that ttaglitional economic
utilitarian view is not adequate and that socidwoal symbolism and
emotional/affective marketing approaches should aks incorporated into the
understanding of purchase value” (Tsai, 2005b: 288)

Summary of the second research stream

Whether the studies were conducted on only two fiien@ on all three, the main

findings of these studies are as follows: It isitletate to also take into account

symbolic benefits as drivers of satisfaction oufatpurchase decision. The benefits

sought differ according to the consumer and totype of product alike. In addition,

although the three benefits have different powénsrediction relative to satisfaction

and behavioral intention, all benefits might preésestrong link and therefore should
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be investigated in juxtaposition and not separatelyally, these articles focus on the

difference with the other benefits and, with someeptions, do not offer a detailed

decomposition of the symbolic needs.

Table 3 presents an overview of the discussedestic this second stream:

Study Main concepts or ideas Type Sample size ProdaietgOry
Functional Benefits
Park, Jaworski et al., 1986 Experiential Benefits Theoretical - -
Symbolic Benefit
Keller, 1993 Functional Needs .
Experiential Needs Theoretical - -
Keller, 2003 f
Symbolic Need
Woodal, 200 Personal and social Bene Theoretice - -
Efficiency,excellence Value
Holbrook, 2005 Status, esteem Values Qualitative - Pictures
Play, aesthetics Values
Ethics, and spirituality Valu
Functional/Instrumental Val
Brock Smith and Colgate, 2007 Experle‘ntlaI/Hedo'nlc Value Theoretical - -
Symbolic/Expressive Value
Cost/sacrifice Valu
Johar and Sirgy, 1991 Utilitarian appeals .
Shavitt, 1992 Expressive appe: Theoretical ) }
Water, shoes,
Bhat and Reddy, 1998 Comparing Functional vs Syrobddilue Quantitative 62 cosmetic, ice cream,
hair crear
Belen del Rio, Vazquez et Iglesias, 2001 Comparison of functional and Symbolic benefit: -
Vazquez, Belen del Rio et al., 2( for products and bran %uamltatlve 1054 Sport shoes
Mowle and Merriles, 2005 Functional and symbolicuesl Qualitative 8 @?nséizl‘an SME
Supphellen and Grgnhaug, 2003 Comparl_son of functional and symbolic prOdUCt6uamite\tive 200 Car and clothing
Cultural influence
Kocak, Abimbola and Ozer, 2007 Replication .Of Vazquez etal., 2002ina dlffererbuamite\tive 761 Sport shoes
cultural settini
Utilitarian functions . Cameras, cars,
Grewal, Mehta and Kardes, 2004 X . Quantitative 774 vacuum cleaners,
Expressive functions otc
Balakrishnan, 2009 Functlo_nal Bengflts Theoretical - Tourism
Symbolic Benefit
Price and Quality
Sweeney and Soutar, 2001 Emotional Quantitative 273 /303 Retail
Socia
Orth et al., 2004; Orth, 2005; Orth and Price & Quality Benefits ; .
Lopetcharat, 2005; Orth, McGarry Wolf andPositive & Negative Emotions Benefits Quantitative 3]3_2(;7/525/27(/)32?3’ wine, fruit
Dodd, 2005; Orth and De Marchi, 2( Social Benefit
Functional Benefits
Liang & Wang, 2004 Experiential Benefits Quantitative 1043 Banking services
Symbolic Benefit
Functional Benefits
Blankson & Kalafatis, 2007 Experiential Benefits Quantitative 357 Credit cards
Symbolic Benefit
Tradeoff Value Computers, coffee
Tsai, 2005 Affective Value Quantitative 960 ’ '

Symbolic Valu

Denim wear

Table 3: Stream N°2: Comparing symbolic drivershvather benefits.

3) Symbolic Needs

Main research question: What are the needs express&y consumers?

The third stream of research we can identify, ttesdefine and distinguish the
different needs expressed during symbolic conswmptiNumerous studies

investigated symbolic consumption cases (cf SestidMeans/Products) and explored
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these needs. However, their key message is notdheful examination of these
needs. Therefore, articles presented in this stifamesearch are those with a central

focus on the nature of these needs and/or ondkfarences.

According to Richins (1994a; Richins, 1994b), tweeds —characterizationand
communication €an be fulfilled by the symbolic value of a brand:
Characterizationrelates to the need that a person can have tegxgomething to
himself or to reinforce his self-esteem. It is lthem the “private meaning” of the
product/service which is the “sum of the subjectiveaning that an object holds for a
particular individual (...). The development of anest’s private meaning involves
active processes in which meaning is cultivatedr dirae through repeated often
purposeful interactions” (Richins, 1994a: 523). Tise of such a product/service will
allow the expression of specific values that helpsumers reinforce self-esteem, to
more firmly build and establish personal identfpr instance, imagine that | buy a
Patek Philippe Swiss watch. Of course, my primargl gs to have a watch in order to
know what time it is (functional need). However &nc also have other goals
corresponding to how | want tharacterizemyself — or to reinforce my self-identity:

| want to regard myself as someone able to appeetias extremely complicated,
well designed and sophisticated product. Its auitign high quality or the related
story of Swiss watch manufactures helps me toedtat universe that makes sense
for me. | might use this product to associate nfyséh its values and to reinforce
my self-esteem or identity.

Communicationis the second need. In this case, the consumérusel thepublic
meaning of an object. This can refer to the set of measirgeliefs, attributes
associated with the object by society at large. ptssession/use of an object/service
will serve to signal or t&communicatethe owner’s values to others, as “there is
evidence that others (acting as observers) arebtaps reading elements of a
person’s identity by observing that person’s passes” (Richins, 1994a: 524). For
example, 1 may choose to buy a sports car, sucla &orsche or Ferrari, to
communicate part of my identity to others. | assuha others will know that such
cars are high performance sports cars. Consisteith \whis research on
communicationBerger and Heath (2007) calleddentity signaling,andshow how

the expression of this need diverges accordingmsamers and products.
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Thorbjornsen, Pedersen and Herbjorn (2007) alsagreze these two symbolic needs
which they consideself-identity expressivenessd social-identity expressiveness

They find them to be significant predictors of miens to use a product.

Literature acknowledges another symbolic neededaliatus(Vigneron and Johnson,
1999; O'Cass and McEwen, 2004) also catledd for materiaby Mowen and Spears
(1999). It is defined as the extent to which the ws the product/service will
symbolize the prestige or the status of the udeis particularly related with the
consumer’s purchasing power. Buying a Rolls-Roydegive an indication as to an
individual's purchasing power and to social status.

Therefore, some authors (Belen del Rio et al., 28@kquez et al., 2002) decide to
go further and to establish a more accurate tygoiogluding this third category of
symbolic need. Vazquez et al.’s (2002) study asddplication (Kocak et al., 2007)
are excellent examples of this stream identifyimgse three separate needs.

Finally more recently, Strizhakova, Coulter and ceri(2008) identify several
meanings that consumers attach to branded prod\ést from traditions, value and
quality reasons, they also recognize the symboéeds of self-identity, group-
identity, and status Their work highlights a major divergence of thg&eam
concerning the second need. For Richins (1994a4l)98erger and Heath (2007)
and Thorbjornsen et al. (2007), the second nem@munications seen as the need to
communicate personal identity to others. WhereasStazhakova et al. (2008) and
others (Belen del Rio et al.,, 2001; Vazquez et 2002; Kocak et al., 2007), the
second needgroup-identity is rather seen as the desire for social affiliatmn
recognition. What is important - for the first aoth - is to communicate(not
necessarily a social belonging but rather valuesjle in the second case, what is

sought is tassociateor tobe associatedith someone.

Before concluding this section, it is importantnt@ke a point clear. Some authors
speak about needs, some others about benefitsfdsesxample Park, 1986 and
Keller, 1993). These two concepts are linked: oyme have a need X (for instance a
status need), you will seek a product that anstessneed and that provides you the
corresponding benefit. In other words, consumeighimieel continuously a specific
symbolic need, for example, the need of expressieg status independently of a

consumption’s experience. Complementary, the usehef concept of symbolic

24



benefits is rather related with a product. Soméa@steven speak about the symbolic
benefits of a product. This might be misleadingheesy do not measure the symbolic
benefits a product intrinsically has, but how consts use this product to provide
themselves these symbolic benefits. Being awatbatflanguage misuse, the term of

symbolic benefits will be however used hereaftdseaonsistent with the literature.

Summary of the third research stream

Having reviewed this stream of research, it apptetdifferent needs are expressed
and satisfied through symbolic consumption. Thst fireed, callegharacterization
personal identificatioror self-identity relates someone’s need to reinforce personal
identity, values or self-esteem. The second neatlecccommunicationor group-
identity, relates to the desire to communicate values associate or to be associated
with a person or a group of reference that is nmegul for him. In the literature, the
two first needsare both very often examined together. Finallypascimer might also

seek to expresstatus showing symbols of prestige, luxury or purchagoger.

Table 4 presents an overview of the articles irthivel stream:

Study Main concepts or ideas Type Sample size ProdatetgOry
Prlve}te meaning - charactgnzgﬂon Quantitative ~ 263+45+30 Valued possessions
Public meaning - communicati (car, home, dog, el
Private meaning - characterization 192+64+49+12Valued possessions

Richins, 1994a

Richins, 1994b Public meaning - communicati Quantitative 1 (car, home, dog, el
s . . - Dozen of different
+40+123+

Berger and Heath, 2007 Ident!ty Slgnallpg and divergence in this Quantitative 201+40+123 4goods (car, music,

need's expression 4

toothpaste, etc
Thorbjornsen, Pedersen and Herbjorn, Self-ldentity Expressiveness s Multimedia Messaging
2007 Social-ldentity Expressiveness Quantitative 563 (MMS)
Mowen and Spears, 1999 . o 165/129  Online shopping
Bosnjak, Galesic, Tuten, 2007 Need for material ressource Quantitative 808 Compulsive purchases
Vigneron and Johnson, 1< Prestige seeking behav Theoretice -
O'Cass and McEwen, 2004 Status Quantitative 315 Fashion clothing and
sunglasse
. . Personal identification,

Belen del Rio, Vazqugz et Igles!as, 200, ocial Identification, Quantitative 1054 Sport shoes
Vazquez, Belen del Rio et Iglesias 200! satu

Personal identification,
Kocak, Abimbola and Ozer, 2007 Social Identification, Quantitative 761 Sport shoes

Statu

Self-identity
Strizhakova, Coulter and Price, 2008 Group-identity Quantitative 1261 Retail

Statu:

Table 4: Stream N°3: Symbolic needs

4) Symbolic Means:Products, People and Practices

Main research question: By what means do consumeaswer their needs?
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Researchers in this stream have tried to answer ¢mwsumers satisfy the above
mentioned needs. It is by far the most importargash in the existing research. It is
often empirical, frequently presents interestingnagerial implications, and still
benefits from vivid interest. Aymbolicmeanss defined as something — an object of
consumption, a person or a group of people, or semans of consuming — having
specific attributes that a consumer will use tereébd a concept (see examples below)
which is meaningful for that individual. No resdaitas been published combining all
the different means that can be mobilized duringlsglic consumption in one single
article. Therefore, the following section will pide a tentative outline to structure
the literature around three distinct symbolic meam®duct/brand people and

practices

Product/Brand as a means

The use of a product/brand as a means of symbwtieession is often rooted in the
early discussion on consumer materialism (Belk 5198l and Stamey, 1990; Elliott,
1994; Richins, 1994a; Fitzmaurice and Comegys, pQ@i6related to Fournier's
typology (1991) of the relationships with specipooducts, based on the meaning
consumers give to the product and in particularitto symbolic aspects. The
product/brand is considered to have a specifiotsymbolic attributes with which
the consumer wants to be associated in order to far express his identity. For
example, a consumer will use a Harley-Davidson mhbike to symbolically refer to
freedom, machismo or American dream, an Audi Gerganto efficiency, design,
precision and quality, IKEA furniture to simplicjtyouth or joy of life, a Chanel bag
for luxury and femininity, etc.

Nevertheless, “it does not mean that a particulgead holds a particular intrinsic
meaning” (Wattanasuwan, 2005: 181). Meanings vacyoss individuals and
cultures. Moreover, they can vary for the same gows across time, in particular
before consumption (Fournier and Guiry, 1993), myrand after consumption. In
other words, products and brands become “meaninghiy as a part of
communicative sign process and are active ingréslieof that process”
(Csikszentmihalyi and Rochberg-Halton, 1981 citedMattanasuwan, 2005: 181; see
also Smith, 2007). The literature emphasizes tbatesbrands and products “are

better able than others to communicate somethirgutathe person using them”
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(Escalas and Bettman, 2005: 380) and therefore higirt have a higher symbolic
value (Bhat and Reddy, 1998).

At this stage, product and brand are not diffeegatl in the proposed classification.
Both are considered as similar means of expresSlome authors have focused on
the symbolic aspect of products or type of prodBetk, 1988; Richins, 1994a; Cho
and Kerstetter, 2004; Creusen and Schoormans, Za®frs and Schoormans, 2005;
Michaelidou and Dibb, 2006; Thomsen and Sgrens@06)2 others have rather
focused on the symbolic aspects of brands (Ellic84; Phau and Lau, 2000; Aaker,
Benet-Martinez and Garolera, 2001; Kim, Han andk,P3a001; Batra and Miles
Homer, 2004, Elliott and Leonard, 2004; Santos,4200gneron and Johnson, 2004;
Sung and Tinkham, 2005; Tsai, 2005a; Anisimova,72@bsnjak and Brand, 2008).
It is rare to find research that studies both siamdously (Vazquez et al., 2002;
Kocak et al., 2007).

Different studies have explored the use of prodoctbrands as symbolic means of
expression. This approach has been applied:

* in retailing (Sirgy, Grewal and Mangleburg, 2001eBat, Sirgy and St-James,
2006; He and Mukherjee, 2007),

* in the fashion and clothing industry (Auty and &ilj 1998; Deeter-Schmelz et
al., 2000; Auty and Elliott, 2001; Tan and Ming,030 Elliott and Leonard,
2004; Piacentini and Mailer, 2004; Michaelidou abibb, 2006; Krohmer,
Malar and Nyffeneger, 2007; Carroll, 2009; WallstrdSteyn and Pitt, 2010),

* to money and gold (Ertimur and Sandikci, 2005; Rarsa Orr, 2007)

* toreligion (Wattanasuwan and Elliott, 1999),

* to music (Larsen, Lawson and Todd., 2010),

e for luxury brands and goods (Vigneron and Johns2004; Tsai, 2005a;
Berthon, Pitt, Parent and Berthon, 2009),

* in the tourism sector (Bricker and Kerstetter, 2008@stenholz, 2004; Gross and
Brown, 2006; Beerli, Meneses and Gil, 2007; Bosnp4k.0),

* in the automotive industry (Hsieh, 2001; Phau aad,l2001; Kressmann, Sirgy
et al., 2006; Lau and Phau, 2007; Bosnjak and Br20@8),
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« for the testing of the effectiveness of advertisifkgmp and Macinnis, 1995;
Marshall, Na, State and Deuskar, 2008) and finally,
e for consumer goods (Phau and Lau, 2001; Gao, WihaeteShiv, 2009).

Table 5 displays articles investigating the usa pfoduct as a symbolic means:

Main concepts or

Study ideas Type Sample size Product Category

Belk, 1985 Materialism ar_1d Quantitative 338+99  Diverse possessions
product meanir

Hill, 1990 Meanlng§ attached Qualitative - American homeless
Possessic

Fitzmaurice and Comegys, 2( Materialisr Quantitative 204 -

Fournier, 1991 Type of meanings Theoretical - -
attached to products
Product meaning

Fournier and Guiry, 1993 .
before consumption

Quantitative ~ 47+33+40 Diverse possessions

Bricker and Kerstetter, 20 Products as mea  Quantitative 122¢ Whitewater recreationis
Cho and Kerstetter, 20 Products as mea  Quantitativt 43€ Tourism product
Creusen and Shoormans, 2 Products as mea  Quantitativt 142 Diverse produc

Screwdrivers, coffeemakers,soap-

Govers and Shoormans, 2005 Products as means  Qtiesmtita 48+37 . )
dispensers, table-wines

Piacentini and Mailer, 20( Products as mea  Qualitative 38 Clothing
Michaelidou and Dibb, 20( Products as mea  Quantitativt 557 Clothing
Carroll, 200! Products as mea Theoretice - Clothing
Wallstrom, 201 Products as mea  Quantitativt 1067 Clothing
Wattanasuwan and Elliott, 18 Products as mea  Qualitative - Religior
Ertimur and Sandikci, 20( Products as mea  Qualitative 20 Gold
.. 223+220+23
Rose and Orr, 2007 Product as means Quantlta%/§56+76+6! 31\/Ioney

Product as means
Self-congruit
Larsen et al., 20: Product as mea Qualitative 28 Music

Table 5: Stream N°4: Symbolic means: Product

Marshall, 2008 Quantitative 148 Lipsticks

NB: studies presented in previous tables have een ldisplayed in this one.

The diversity of the domains where this symboliprapch has been tested shows its
high relevance for marketing. As mentioned earker,important part of this stream
of research empirically investigates the concepsedf-congruity (sometimes called
self-congruence), namely the conformity or differerbetween the consumer’s self-
concept and his perception of the product or tlamdr(Chon, 1992; Ericksen, 1996;
Sirgy, Grewal et al., 1997; Aaker, 1999; QuestaruQaratna and Goh, 2000; Sirgy
and Su, 2000; Litvin and Goh, 2002; Litvin and G@003; Jamal and Al-Matrri,
2007; Kwak and Kang, 2009; Lau and Phau, 2010)."this congruity is reached, it

is generally recognised to be a valid predictordtitude towards brands, purchase
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intentions, loyalty, etc. (Helgeson and Supphelk004; Kressmann et al., 2006; He
and Mukherjee, 2007; Krohmer et al., 2007; Xue,&Q&e, 2009; Parker, 2009). In
other words, you will be more prone to smoke a btand, if you consider yourself as
someone who is rude, authentic or masculine, a ¥afwou consider yourself

sophisticated, stylish, or feminine, etc.

Table 6 displays articles investigating the usbrahds as a symbolic means.
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Main concepts ¢ Sample

Study ideas Type size Product Category
Elliott, 199 Brands as mea Quantitative 13E Sport shoes bran
Phau and Lau, 2000 Brands as means ther.ature - -
Review

Elliott and Leonard, 2004 Brands as means Quantitatllv%zzgﬁ+49+Trainers/athletic shoes brands
Batra and Miles Homer, 20 Brands as mea Quantitative 181+8¢ Food brand
Santos, 20C Brands as mea Qualitative 45 Tourism branc
Vigneron and Johnson, 2C Brands as mea Quantitative 1322 Luxury brand
Tsai, 2005 Brands as mea Quantitative 94t Luxury brand
Anisimova, 200 Brands as mea Quantitative 28t Cars

Brands as mea

. Brand personality o Cars, electronic and leisure

Sung and Tinkham, 2005 Quantitative 320

and cultural brands

influence:

Brands as means Beer, jackets, jeans, fragrances,

Aaker, 1999

Sirgy and Su, 2000

Auty and Elliott, 199
Deeter-Schmelz et al., 20
Tan and Ming, 20C
Aaker, Benet-Martinez and
Garolera, 200

Kim et al., 200

Phau and Lau, 20!

Litvin and Goh, 200
Litvin and Goh, 200
Gross and Brown, 20!
Hsieh, 200

Lau and Phau, 20!
Berthon et al., 20(
Bosnjak, 201

Chon, 199

Kamp and Mclnnis, 19¢

Ericksen, 1996

Sirgy, Grewal et al., 1997

Quester et al., 2000

Helgeson and Supphellen, 2003

Kressman et al., 2006
Jamal and Al-Marri., 2007

Krohmer et al., 2007

Sirgy et al., 200
Chebat et al., 20(
He and Mukherjee, 201

Xue, 2008
Bosnjak and Brand, 2008

Parker, 2009

Kwak and Kang, 20(
Lee, 2009

Lau and Phau, 2010

Quantitative 105+156

Self-congruit and shoes bran

Brands as means

. Theoretical - Tourism brands
Self-congruit
Brands as mea Quantitative 66¢ Clothinc
Brands as mea Quantitative 321 Fashion store
Brands as mea Quantitative 7¢ Clothing

Brands as means

. Quantitative 50+114+692 Diverse brands
Cultural influenc

Brands as mea Quantitative 12C Cell phones brani
Brands as mea Quantitative 197 Beer brand
Brands as mea Quantitative 13¢ Tourism branc
Brands as mea Quantitative 19¢ Tourism branc
Brands as mea Quantitative 19¢ Tourism branc
Brands as mea Quantitative 432( Car brand
Brands as mea Quantitative 14¢ Car brand
Brands as mea Theoretice - Luxury brand
Brands as mea Quantitative - Tourism branc
Self-congruit Quantitative 382 Tourism branc
Self-congruit Quantitative 40C Advertising

ggjfsnzsrur;eans Quantitative 162 Cars
270+500+38Athletic shoes, clothing,tourist
Self-congruity Quantitative+428+320-+destination,consumer goods,
252 credit card, marketing stude

Denim jeans and personal

Self-congruity Quantitative compute
Brands as means Quantitative 424 Retail brands
Self-congruit
Brands as means Quantitative 600 Car brands
Self-congruit
Brands as means Quantitative 190 Car brands
Self-congruit
Brands as means Quantitative 263 Fashion brands
Self-congruit
Self-congruit Theoretice - Store:
Self-congruit Quantitative 20C Store:
Self-congruity Quantitative 32C Store:
Brands as means Quantitative 223 SUV brands
Self-congruit
Brands as means Quantitative 107 Car brands
Self-congruit
Brands as means Quantitative 272 Consumer (FMCG) brands

Self-congruit
Self-congruit Quantitative 26C Sport branc
Brands as means
Self-congruit
Self-congruity Quantitative 136 @drwatch brands

Quantitative 500 Car brands

Table 6: Stream N°4: Symbolic means: Brands

NB: studies presented in previous tables have een ldisplayed in this one.

30



People as a means

Peopleare the second means recognized in the literat\lrat defines this means is
not the “what” of consumption, but the “with whonof the consumption. The

product/brand is no longer the focal point, but lihking value it has that “permits

and supports social interaction of the communalk’tyfCova, 1997: 307). The

emphasis is put on reference groups that are immotb a consumer and against
which he compares himself (Leigh and Gabel, 1992gliE and Solomon, 1995;

Escalas and Bettman, 2003; Escalas and Bettmah).200

This symbolic interaction (Ligas and Cotte, 199&yds, 2000) can appear in different
social contexts, such as family ties (Epp and Pra&@98), cultural and gendered
groups (Pritchard, Morgan and Sedgley, 2002), guits communities (Cova and
Cova, 2001).

The concept opeopleas a means of self-expression is rooted in thenpudtrn
perspective of consumption (Merle, 2004; Sitz amdike, 2004) and has also been
discussed under the notionstobes (Cova and Cova, 2001peo-tribal constellation

(Cova, 1997), andub-culture of consumptidi€ova and Carrére, 2002).

Brand communitieare a particular case péopleas ameans. These are created when
social interactions are built up around the shavetles of a specific brand.
Communities around brands such as Ford Bronco, éApBhab, Jeep, Harley-
Davidson and Nutella have been studied (SchoutdrivemAlexander, 1995; Muniz Jr
and O'Guinn, 2001; McAlexander, Schouten and Kqe2(§2; Cova and Pace, 2006;
Schouten, McAlexander and Koenig, 2007). Numerotlserostudies have been
conducted on brand communities. However, as thepalgut the emphasis on the
symbolic aspect of consumption within these grotipsy are not mentioned here.
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Table 7 displays articles investigating the uspeaple as a symbolic means:

Main concepts @ Sample
Stud . Type . Product Categor
y ideas yp size gory
People as means
Cova, 1997 Neo-tribal Theoretical - -
constellatior
Cova and Cova, 2001 ?figgle as means Qualitative - In-line roller skaters
Auty and Elliott, 2001 People as means Quantitative 555 Sport shoes brands
Brands as mea
People as means
Cova and Carrere, 2002 Sub-culture of Qualitative - Movies and cars
consumptio
People as means
Pritchard, et al. 2002 Cultural and Qualitative - Gay's community
gendered grou|
Merle, 200- People as mea Theoretice - -
Sitz and Amine, 20C People as mea Theoretice - -
Epp and Price, 2008 People ‘?S means Theoretical - -
Family ties
Leigh and Gabel, 1992 People as means Theoretical - -
Reference grou)
Englis and Solomon, 1995 People as means Quantitative 69 cars, magazine newspapers,

Reference groups toiletries and alcoholic beverages

People as means .
P Theoretical - -

Ligas and Cotte, 1999 symbolic interactions

People as means

Ligas, 2000 symbolic interactionQuaiative 4 )

Escalas and Bettman, 2003 People as means Quantitative 45+171 Food, clothing
Reference grou

Escalas and Bettman, 2005 People as means Quantitative ~ 288+161 Clothing
Reference grou)

Schouten and McAlexander, 19 ople as mea.”s Qualitative - Bikers

rand communit

Muniz Jr and O'Guinn, 2001 People as mealjs Qualitative - Cars and computer
Brand communit

McAlexander, Schouten and  People as means o

Koenig, 200: Brand communit Quantitative 259 Cars

Cova and Pace, 2006 People as mealjs Qualitative - Food
Brand communit

Schouten, McAlexander and People as means Quantitative 453 Cars

Koenig, 200° Brand communit

Table 7: Stream N°4: Symbolic means: People

Practicesas a means

As previously mentioned, an extensive body of ditere exists on what or on with
whom people symbolically consume, but it is rarefibal research on “how” they
consume. The few articles in marketing investigatihe practicesas a means to
satisfy symbolic needs will be outlined below. HAB95b) is probably one of the
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first to set up a typology of consumptigractices yielding “a comprehensive
vocabulary for describing how consumers consum@&9%b: 1). Later, Kjellberg
(2008) built on Holt's typology to show how thegeacticesresult in the symbolic
production of consumers. The role pfacticesin symbolic consumption has been
investigated in several situations such as crolteralicontexts (Jafari and Goulding,
2008), gendered ones, such as a gay’'s communitg$ka002) and intergenerational
transfers of symbolic objects (Heisley and Cou@73.

A particular case of consumptig@racticesis that of rituals. Different rituals have
been recognized in the literature (Rook, 1985; &atlt and Kleine, 1990) and
scholars have highlighted how they allow a transfemeaning from the consumed
goods to the consumer (McCracken, 1986) or a (nstcoction of self (Schouten,
1991).

Practices and in particular rituals are also often linkedthwisub-cultures of
consumption, especially brand communities (Schowted McAlexander, 1995).
“Rituals and traditions perpetuate the communitsfered history, culture, and
consciousness” (Muniz Jr and O'Guinn, 2001: 413) atlow to sustain the
community membership (Cova and Cova, 2001). Themtearticle by Schau et al.
(2009) highlights the role opracticesin brand communities. They discuss how
practices create value for the consumer, and hewdhe a means to answer symbolic
needs: “Practices structurally add value by makexgions reproducible and
repeatable, thus allowing more consumers to degreater value from the brand”
(Schau et al., 2009: 40).

Main concepts ¢ Sample
Stud . Type . Product Categor
y ideas yp size gory
Holt, 199¢ Practices as mee  Theoretice - -
Kates, 200 Practices as mee  Qualitative 44 Gendered situatio
Heisley and Cours, 20 Practices as mee  Qualitative 36 Intergenerational transfe
Kjellberg, 200i Practices as mez  Theoretice - -
Jafari and Goulding, 20f Practices as mee  Qualitative 14 Cross-cultural situatiol
Rook, 1985 :irfl\g;?es as means Quantitative 91+59  Grooming
McCracken, 1986 Practlces as means Theoretical
Rituals
Tetreault et al., 1990 P_racnces as means Theoretical
Rituals
Schouten, 1991 Practlces as means Qualitative 9 Re-construction of self (plastic
Rituals surgery
People (brand
Schau et al. community) Qualitative - Car, beverage, music, movies, etc.

Practices (ritual

Table 8: Stream N°4: Symbolic means: Practices
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Summary of the fourth research stream:

In summary, literature to date recognizes threfeigiht means to answer a symbolic
need. Symbolic consumption through the meanza@ductbrand has been by far the
most studied until now. Theeople means has received less attention and is
essentially focused on brand communities. Finghacticesare themeans that have
received the least attention. It is also intergstim notice that specific sectors have
received continuing attention, such as cars (n=d@}hing (n=9), tourism (n=7) and
food (n=6).

In linking the needs (Stream 3) and the means#Btr4), in order to investigate their
potential relationship, the following observationan be made on the previous
literature:

People are a means used to satisfy a need dooup-identity whereas the
product/brandmeans is used as much foself-identityas for agroup-identityneed.

It is also noteworthy thatoractices especially rituals, have frequently been
investigated in the community conte$tatusis clearly a symbolic need that deserves
further research. Researchers have mostly invéstighe satisfaction aftatusby a
product/brandmeans, but it is much more uncommon to have studi® investigate
peopleandpracticesas means fastatus

DISCUSSION

As with any effort of classification or modelingpid structure reduces the complexity
of the reality into simpler concepts. Articles a@metimes attributed to a specific
field while their focus might have been broaderwduer, it is believed that the gains
of benefiting from this structuring overview aresgter than the negative sides due to
the loss of complexity.

The above classification of the literature suggettat symbolic consumption
represents a coherent field of research. Our utateti®g of symbolic consumption
has significantly progressed since the early pabbo by Sirgy in 1982. In particular,
scholars have managed to establish the psycholdgsas and underlying motives of
consumers; they have identified the symbolic néelaracterizationor seltidentity,

communicationor group-identity,and statu3 and by what meangproduct/brand
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peopleand practiced consumers try to answer them. Researchers haeenahde

special efforts to recognize symbolic drivers a$idvaredictors of consumption,

alongside the functional and emotional drivers. gitesthe important amount of
literature on symbolic consumption, no comprehensigview has been conducted
allowing for an identification of the main reseastheams and questions of the field.
This article aims at bridging this gap, and usihg tatest developments of the
literature. It develops an integrative structureéhaf field highlighting the key research

themes.

DEFINING A RESEARCH AGENDA

Due to the classification of the literature intafalifferent streams, several literature
gaps or underlying problems surfaced. These isswez# further academic attention.
Therefore, they will be presented here using alamstructure for each. First, the
problem is identified. Second, the problem is tlatesl into a research question. And
third, propositions of research design or methogiockd suggestions are offered to

answer the research question.

I ssue 1: Difficulty to measure symbolic needs

Future researchers in the field should be awaré tbasumers are usually not
conscious of their symbolic needs. They expressthet might not always want to
recognize it. For example, a Ferrari driver migbt want to recognize that he has a
communication need to express his virility. Therefoasking him directly and
explicitly about his symbolic needs might provid@dcurate or biased answers. This
issue is highly relevant due to the very high numbé studies using self-
administrated questionnaires. Therefore, it is irtgpd to formulate adequate
guestions or ways to investigate symbolic consuompti

Research question: How can scholars measure the reel symbolic need restda
biased one?

Proposing a design to control for that issue isaasty. The first problematic situation
is that a consumer refuses deliberately to recegaizsymbolic need or tries to
minimize it. In that case, one possibility wouldthesystematically control the results
by using a social desirability scale (Crowne andrlMee, 1960). The second

problematic situation would be that the consumerasaware of his symbolic need
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and does not try conscientiously to influence thgults. In that case, it would also
valuable to use other techniques reducing commothade biases (Podsakoff,
MacKenzie, Lee and Podsakoff, 2003). Finally a gtut/estigating the identical
consumption experience using two designs, one withurvey and one with an
experiment (in which the dependent variable wowtlbie biased), will allow to test

the importance of this bias.

Issue 2: Link between self-congruity and symbolic needs

Future research should also clarify the link betwsgmbolic consumption and self-
congruity. These two concepts are both crucialhim $ymbolic approach. The first
characterizes a consumption act where self-exnesseds are satisfied by specific
means, while the second relates to the extent tohwahproduct is consumed because
it has common personality traits with the user. idogr, some scholars (Wright et al.,
1992; Kamp and Maclinnis, 1995; Sirgy et al., 1968arly confuse them as they
measure them with a unique set of questions. M@mraw study has shown how
these two concepts are effectively related to exdicér.

R.Q: What is the genuine relationship between self-asitgand symbolic needs?

A research design using the same individuals fertwo different concepts would be
relevant. Scales for self-congruity are well estlilld (some examples are the works
of: Helgeson and Supphellen, 2004; Kressmann e2@06; Parker, 2009) and scales
testing symbolic needs alike (Vazquez et al., 208#jzhakova et al., 2008).
Therefore it would be possible to emphasize hovedh&o concepts differ and are

related using this type of design.

I ssue 3: Discriminant validity of symbolic needs

As presented in stream 3, there is a controversgaroing the second symbolic need.
For some authors, (Richins, 1994a; 1994b) the skoeed,communicationis seen
as a need to communicate personal identity to sthghereas for others (Strizhakova
et al.,, 2008) the second neegtpup-identity is rather seen as a desire for social
belonging. Moreover, one might argue that the tinegd status is only a specific
case of thecommunicationneed, asstatus is something you might want to
communicate. Further research is then needed to siether these three needs are
different.

R.Q: Are group-identity and communication two differeaeds?
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Are communication and status two different needs?

Before empirically testing these concepts, a cotuzpefinement of these needs and
of their differences should be conducted. A quatitie approach highlighting their
discriminant validity would then be appropriatetustural Equation Modeling might

be the easiest way to calculate and display thiardnces.

Issue 4: Interaction between desired benefits (symbolic with functional and
emotional benefits)

Numerous studies, in stream 2, have provided readon taking into account
symbolic benefits alongside functional and the eomail benefits. However, it is rare
to find articles focusing on the potential interacs of these drivers. Tsai (2005b) has
found significant interactions between them, buts haot conducted further
investigations or provided explanations for thererefore, it would be interesting to
investigate the interaction between the desiredefitsnand in particular between
emotional and symbolic ones. It is quite clear lbey are theoretically different, but
in reality they are probably inextricably mixed,danne probably does not exist
without the other.

R.Q: How do the desired benefits interact? Are someiipgsuch as emotional and
symbolic) benefits only present in pairs?

As presented in Stream 2, numerous studies dodgireast and have calculated the
impact of each of the functional, emotional and kght benefits on satisfaction. But
they have not investigated the interactions betvikege benefits. Therefore, a meta-
analysis using these data sets is undoubtedlyabiest way to give a first answer to
this issue.

Issue 5: Interactions within the means used

The vast majority if not the totality of previousudies on symbolic means has
investigated only one specific symbolic meanssltare to find a work that studies
two or even three different symbolic means at thmes time. This is unfortunate

because measuring only one means at a time doesaka it possible to investigate
their possible interactions. For instance, in taendus Harley-Davidson example
(Schouten and McAlexander, 1995), the motorbikedpct and brand) is used as a
means. But the community and practices alike ase af high importance for the

consumer.
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R.Q: How does one means perform regarding the otheh&? iB: does the presence
of a means exclude or, on the contrary, automdicahplicate or reinforce the

presence of another means?

A broad quantitative approach, such as a survejerentiating and empirically

measuring the different means is necessary. Comnrsugstwuld first indicate what
means they use. Then they should be asked to oaterhportant each means is for

them and to what extent they think the means dateck

| ssue 6: Overlooked means

As presented in stream 4, several means of saigsfyisymbolic need are used by
consumers, namelyroducts, peoplandpractices Although these means have been
extensively studied, one can wonder whether schdiave not overlooked other
symbolic means. In particular, it is worth inveatigg to what exteritleasmight also
serve as a means of self-expression. Indeed, ioifEpeases, ideas are used by
consumers to help them express symbolic needs. tfekexample of politics and
religion, where ideas are clearly one way of sgitigf a need otelf-identity, group-
identity or status.With the exception of Wattanasuwan and Elliott99p ideas have
not been discussed as a means of satisfying syoredids.

R.Q: What are the potential other needs not investigated today?

What is needed here is to dig deeper into the enaslbehaviour and to discover
unusual means of symbolic expressions. Therefoiig, necessary to be as close as
possible to the consumer to understand symbolicswoption. An ethnographic

approach would be particularly adapted to this.

I ssue 7: Relationship between streams 3 and 4, i.e. linking needs and means

It is also highly valuable to step back from anrbv@arrow view and to rediscover
symbolic consumption as a whole. Too often, sclsolzave only investigated the
symbolic needs expressed or the means used to atiege needs. But as surprising
as it might be, no framework linking needs and msehas been investigated. An
example of this framework is present in figure 2.9hown, this representation allows
linking needs to means. It also highlights the imgace of value creation as the end
of symbolic consumption. The framework presentetke hie only the first step in
representing the symbolic consumption. Howeveis telpful as it allows essential

research questions to surface.
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Characterization Communication

Self-identity Group-identity Status

Means \ Needs

Product/Brand (What ?)

People (With whom ?)

Practices (How ?)

Figure 2: A theoretical framework for symbolic cangption

R.Q: Is a need usually satisfied by one single meangoes a consumer frequently
use different means simultaneously to answer omellheCan one means answer
several needs simultaneously? Are specific meawsayal mobilized in order to
answer specific needs?

This current issue certainly merits further acadeatiention but requires the highest
workload. Therefore, | would recommend beginning ithvestigation by a case study.
As it might be hard to find a case of consumptidrere the nine cells of the above
framework are present, cross-case studies mightafy@opriate. A qualitative
approach is valuable as it will allow digging deepgo the consumer’s motives and

behaviour during a symbolic consumption.

| ssue 8: Stability across product culture and time

Finally, the most ambitious avenue of researchas of stability. Several studies have
demonstrated that symbolic consumption might difesgarding some criteria. First,
the numerous examples in stream 4 present divengenitits, depending on the
product category. Second, several studies sudgastulture might also influence the
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needs expressed or how a product is perceivedsgmbolic means (Quester et al.,
2000; Aaker et al., 2001; Kocak et al., 2007). Bnacholars (Richins, 1994a; Orth
and De Marchi, 2007) have proposed that the meanm@ssociate with a product
and its usefulness as symbolic means evolve in time

R.Q: How does symbolic consumption behave accordimydduct category, culture
and time?

This is believed to be a very interesting and falidvenue of research. Several steps
will be necessary to answer such an ambitious puresMeta-analysis is already
possible to answer the cross-product interrogaan.further longitudinal as well as
cross-cultural studies on large samples will beessary to investigate the effect of

culture and time.

To conclude, the important amount of these questibighlights how vivid and
relevant symbolic consumption remains for marketifigble 9 presents an overview
of the above mentioned issues. As stated abovse tksues have surfaced during the
literature review. Although they do not represemteahaustive list of “what remains
to be done”, investigating them is a necessary s&@mprove our understanding of

symbolic consumption.
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N° Issue identified

Research questions

Methodological
propositions for design

Difficulty to measure th
symbolic needs

Link between self-
congruity and symbolic What is the genuine relationship between self-caibgand symbolic needs?
needs

How can the scholar measure the reel symbolic aaddot a biased one?

Discriminant validity of Are group-identity and communication two differemeds?
the symbolic needs  Are communication and status two different needs?

Interactions between thelow do the desired benefits interact?
desired benefits Are some specific (such as emotional and symbb&aokfits only present in pait

How does one means behave regarding the others?

Does the presence of a means exclude or, on theograutomatically implicate
or reinforce the presence of another means?

What are the most often mobilized means ?

What are the potential other needs not investigateiditoday ?

Interactions within the
means used

Overlooked means

Techniques reducing soc
desirability and CMV

Within subjects study
comparing two scales

Conceptual refinement,
and then SEM with
discriminant validity
investigations

Meta-analysis

Quantitative

Ethnographic Approach

Is a need usually satisfied by one single meanlwes a consumer frequently use

Linking needs and
means

different means simultaneously to answer one need?

Can one mean answer several needs simultaneously?

Are specific means always mobilized in order tovarsspecific needs?

How does symbolic consumption behave accordingddyzt category, culture
and time?

Stability across time,
product and culture

Cross-Case Studies

Quantitative

Table 9: A research agenda for symbolic consumption
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ABSTRACT

Marketing has often modeled processes and resulisoduct purchasing decisions
based on the ability to provide functional and/ono&onal benefits. This study
investigates the role of symbolic drivers in the@ick of a product. More precisely,
the concepts of product self-congruity and symbloénefits are brought into play and
their impacts on behavioral intentions are analyZdte authors test the hypothesis
that the more a consumer is congruent with a pripdoe more likely he will use it as
a means of self-expression and, in turn, purcha$@ata from the tourism sector are
used to test this model. Findings reveal that ceffgruity has no direct impact on
symbolic desired benefits, whereas certain symbwdicefits such as group-identity
and status are highly helpful to predict behaviorsentions. Theoretical and
managerial implications are offered with specifiaggestions to deepen the

understanding of the symbolic approach to conswonpti

Keywords: self-congruity, symbolic benefits, pursbadecision, tourism marketing,

structural equation modeling.
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INTRODUCTION

Understanding the drivers of a consumer’s prodhotae is a key issue in marketing.
The literature to date has mainly taken into actdéumctional and emotional benefits
sought by people to explain consumption acts. Aigho there is an increasing
literature on symbolic aspects of consumption,rthae in the consumer’s decision

process merits further academic attention.

Two concepts stand out from the symbolic literatgedf-congruity and the perceived
symbolic benefits of a product or a brand. Thissagsh first examines the relation
between self-congruity and behavioral intentionse Goal is to show that the more a
consumer is congruent with a product/brand- i.e. iitore common attributes he
shares with the product's or brand’s personalitthe more likely he will be to
purchase it or to recommend it. This concept off-cahgruity has already
demonstrated its relevance and usefulness in niagkditerature in predicting
purchasing behaviour. In addition, the conceptymhisolic benefits — the extent to
which a product allows the consumer to express élimsis brought into play and its

relationship with behavioral intentions is invesatied.

What is new in this contribution is that until tggd@hese two concepts, self-congruity
and symbolic benefits, have often been used intagbably (Kamp and Macinnis,
1995; Sirgy et al., 1997; Litvin and Goh, 2002;vitit and Goh, 2003; Helgeson and
Supphellen, 2004; He and Mukherjee, 2007). As opgoso these former

contributions, this paper proposes to clearly ddifdiate the two concepts and to
investigate how they are related to each others Tigw approach might help to
address a major potential limitation in the currbtg@rature, namely the confusion
with regard to the impact of each concept on bedralintentions, such as intention

to purchase or to recommend.

In order to test the hypotheses, a structural eguahodeling approach is used and
applied to the tourism sector. By exploring and mgkthe link between self-
congruity and symbolic benefits explicit and innwith behavioral intentions, this
research paper intends to build a comprehensiveemitmd understand symbolic

consumption. Such a theoretical model has not mBsriified in the literature to date
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and thus allows for further empirical research twepmkn the understanding of

symbolic consumption.

LITERATURE REVIEW

A major change in marketing has taken place duttireglast decades. Thanks to the
seminal work of various authors (Hirschman and Hmk, 1982; Holbrook and
Hirschman, 1982; Belk, 1988; Holt, 1995a), thereas a common agreement among
scholars that a product is often not consumed famlyhe functional benefits it brings
to the consumer but might be also for emotionalkexperiential reasons (see for
instance the works of: Babin, Darden and Griffi®94; Richins, 1997; Bagozzi,
Gospinath and Nyer, 1999; Bigne, Mattila and An¢d2008).

The most interesting approach that complements ftimetional and emotional
perspectives is that investigating the role of sghabdrivers during the consumption
act. The symbolic attributes and related benefftaarmy product have long been
recognised as important drivers for their evalua@md use (Solomon, 1983; Belk,
1988; Sirgy and Johar, 1991; Shavitt, 1992; Aak889).According to this stream of
research, consumers base their purchase decissvsly on functional or emotional
attributes of the product but also on its symbadalitributes. A symbolic attribute
relates to something in a product/brand that isssential component, but which goes
beyond its concrete aspect. It usually refers woacept that makes sense for the
consumer thanks to a common cultural background sirated values with the
message sender. This symbolic dimension of theuatad perceived by consumers
that use it to express themselves through it. Ritsdand brands are then significant
consumption symbols that provide symbolic valusddnown as expressive value or
utility) to customers. For example, a consumer wie Nike shoes to symbolically
refer to sports and wellbeing, a Maseratti caretierrto design and power, a Louis
Vuitton bag to luxury and femininity, a Rolls-Royt®luxury, a Ferrari to sports and
virility, etc. “Products that we buy, activitiesathwe do and philosophies or beliefs
that we pursue tell stories about who we are anth wwthom we identify”
(Wattanasuwan, 2005: 179).

To explore this proposition, different studies hdeen carried out. Among others,

this approach has been applied in retailing (He Mo#herjee, 2007), in the fashion
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and clothing industry (Deeter-Schmelz et al., 200¢ghaelidou and Dibb, 2006;

Krohmer et al., 2007), for luxury brands and go@dgyneron and Johnson, 2004;
Tsai, 2005a), in the tourism sector (KastenholZ)42Beerli et al., 2007), in the

automotive industry (Kressmann et al., 2006; Bdsrgad Brand, 2008), for the

testing of the effectiveness of advertising (Kamg &aclnnis, 1995; Marshall et al.,
2008) and finally for consumer goods (Phau and 2091; Marshall et al., 2008;

Gao et al., 2009). The diversity of the domains nehinis symbolic approach has
been tested shows its high relevance for marketing.

Moreover, the focus on symbolic utility has notyudemonstrated its appeal when
investigating the consumption act from the constsnaoint of view, but it has also

been shown to be useful for brand management @thReddy, 1998; Kocak et al.,
2007).

Despite these works, a major issue remains in igld: fsome authors made the
confusion (Kamp and Maclinnis, 1995; Sirgy et abB9%; Litvin and Goh, 2002;
Litvin and Goh, 2003; Helgeson and Supphellen, 20804 and Mukherjee, 2007)
between two key-concepts of the symbolic approaadmely self-congruity and
symbolic benefits. These two constructs are oftsdun an interchangeable manner
and it is not clear what they refer to. Thus, froar point of view, it is necessary to
define: (1) each concept and their differencesh@y they are related with each other
and finally (3) what their predictive power of sdi#iction or behavioral intentions are.
To investigate these points, an original modelryeseparating the two constructs is
proposed and tested. As prerequisites for buildregymodel, the following sections
will review the literature first on self-congruignd second on symbolic benefits.

Self-congruity

Self-congruity is defined as the comparison betweensumer self-image and the
perception of a product or a brand. This concept led to an extensive body of
literature (see for example: Dolich, 1969; Sirg@82; Sirgy, 1985a; Hong and
Zinkhan, 1995; Kastenholz, 2004; Beerli et al., 200In general, confirmed

conformity between the consumer’s self-conceptlaagerception of the product has
been recognised to be a valid predictor for atétudwards brands, purchase

intentions, loyalty, or satisfaction. In other weyd/ou will be more prone to buy a
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Ferrari if you consider yourself as someone whatlgetic, a Jaguar if you consider
yourself high-class, etc.
The typical way (Sirgy et al., 1997; KastenholzQ20Beerli et al., 2007) to measure
this conformity is by using a set of adjectivesdescribe personality traits. The
respondents have to indicate the extent to whi¢h tieey and the product/brand are
described correctly by identical items. For exampley are asked the following
guestions: “Do you consider yourself modern?” aba you consider the product X
to be modern?” Malhotra’s (1981) set of adjectiv@snow an established way to
measure self-congruity. To find the self-congruigcore, one traditionally
mathematically computes a discrepancy score with éaage dimension and then
sums these scores across all dimensions (Sirdy, é687).

n

2. = |Pi- Si

i=1
WherePi = rating of product-user image on characteriséindSi = rating of self-

concept on characteristic

The higher the self-congruity (the similarity beemeone’s own personality and the
perceived product personality), the more likely tomsumer will buy or recommend
the product. Sometimes contradicting results arendo For example, in tourism,
Kastenholz (2004) failed to find any significantfeet of self-congruity on the
probability to recommend a destination, whereasrlBee al. (2007) found that the
higher the congruity, the higher the tendency teitvihe destination. Thus, there

remains a need of validation of this concept’saffat least in tourism marketing.

Symbolic Benefits

The concept of symbolic brand benefit (also knowrntlee expressive value or the
symbolic utility of a brand) appeared a long ting® @ seminal works on the brand
concept (Park et al., 1986; Keller, 1993). In thest@cles, a brand might be
considered as an answer to satisfy functional lsneéxperiential (also called

emotional), and/or symbolic needs. “Functional eede defined as those that
motivate the search for products that solve consiompelated problems (...).

Experiential needs are defined as desires for mtsdinat provide sensory pleasure,
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variety and/or cognitive stimulation (...). Symboheeds are defined as desires for
products that fulfill internally generated needs $elf-enhancement, role position,
group membership, or ego-identification” (Park let 2986: 136). The consumer will
perceive the benefit of using this brand regardisgability to answer his need.
Brands therefore can provide functional, emoti@ral symbolic benefits. There is no
clue in the literature that self-congruity mightteéated with the search for emotional
or for functional benefits. Rather, self-congruiigs always been related by scholars
to the symbolic field. Therefore, this study wilbtninvestigate the two traditional
drivers and will solely focus on the relationshijggween self-congruity and symbolic

benefits.

Within the symbolic approach of consumption, Solon(@983) and Belk (1985;
1988) recognised the symbolic value of a brand,ehaime extent to which it allows
customers to express themselves and thereforewidpersymbolic benefits. Bhat and
Reddy (1998) were the first to develop a scale omaag the symbolic and functional
value of a brand. The literature has gone furtimel suggests that consumers might
look for three different symbolic benefits:

» The first one has different names$aracterization (Richins, 1994a; Richins,
1994b), identity signaling (Berger and Heath, 2007)self-identity
expressivenes@horbjornsen et al., 2007personal identificationBelen del
Rio et al.,, 2001; Vazquez et al., 2002; Kocak et 2007) orself-identity
(Strizhakova et al., 2008). This benefit relatesstaneone’s need for self-
expression, or his need to reinforce self-esteersetifimage. In this benefit,
the use of a product or a brand embodies aspedtseeadwner’s values. For
instance, imagine a man taking private ChineseotessOne of his primary
goals is to learn the language (functional bendfiwever he can also have
other goals corresponding to how he wantsharacterizenimself or tosignal
his identity — meaning: he wants to regard himself or to beandgd as
someone who loves this authentic, millennial celfuand the history of this
nation. He may highly respect the language anceigged culture such that he
wishes to use the language to associate with itesaFor the sake of clarity,

this benefit is labeledelf-identityhereafter.
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* The second benefit, callebcial identity expressivenegBhorbjornsen et al.,
2007) social identification(Belen del Rio et al., 2001; Vazquez et al., 2002;
Kocak et al., 2007) ogroup-identity (Strizhakova et al., 2008) relates to
someone’s desire to associate or be associateddec#ic group of reference
that makes sense for him. A man will buy a Harlegidson motorbike in
order to associate with a “HOG” (Harley’s Ownerso@®p) or at least to be
seen as someone belonging to this specific tygekefs, and more generally
to a specific type of people. Hereafter, this benelabeledgroup-identity

* The third need calledtatus(Belen del Rio et al., 2001; Vazquez et al., 2002;
Kocak et al., 2007; Strizhakova et al., 2Q0&)estige seekingvigneron and
Johnson, 1999) aneed for material resourcéMowen and Spears, 1999), is
defined as the extent to which the use of the prtiservice will help the user
to express a specifstatusor specific signs of prestige. For example, a man
will conspicuously offer an onerous Bordeaux Fremghe to his guests or
drive a Bentley car, as he wants to be recognisesbaeone able to purchase

such products. Hereatfter, this benefit is nastatus

In summary, consumers might face different needsetffexpression and relatively
perceive different symbolic benefits in a brandnely the expression sklf-identity
group-identityor status Meeting and satisfying these benefits createsbsyimvalue
(Brock Smith and Colgate, 2007) for the consumer.

As previously mentioned, the concepts of self-caitgrand symbolic benefits are
often used interchangeably in the literature. Tasfusion has probably appeared or
at least been reinforced by the proposition of ySieg al. (1997) to measure self-
congruity with direct questions such as “this prcidg consistent with how | see my
self” or “this product reflects who | am”. From thaoint on, self-congruity was no
longer an objective comparison of the product'sspeality and the consumer’s self-
image, but rather a measure of the extent to whiehfeels congruent with the
product. This is unfortunate as it might lead toissue of discriminant validity with
the symbolic needs. Indeed, those questions measurdtaneously the congruity
and the ability of the product to provide a symbtdienefit. Several scholars have
followed this stream of research (Litvin and Gol®02; Litvin and Goh, 2003;
Helgeson and Supphellen, 2004; He and Mukherje@7)20Jnfortunately, because
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the measurement questions in these studies dafferedtiate the two concepts, it is
not possible to differentiate their effects eithéigure 1 shows examples of studies

from each field and highlights those using the twacepts interchangeably.

SELF-CONGRUITY SYMBOLIC BENEFITS

Dolich, 1969 Bhat and Reddy, 1998

Sirgy, 1985

Kamp and Mclnnis, 1995 .
Belen del Rio et al. 2001

Johar and Sirgy, 1991

Sirgy et al. 1997 Vazquez et al. 2002

Hong and Zinkhan, 1995

Litvin and Goh, 2002, 2003 Tsai, 2005

Kastenholz, 2004 Kocak et al., 2007

Helgeson and
Supphellen, 2004

Beerli et al. 2007 Lau and Phau, 2007

Thorbjornsen et al. 2007

Krohmer et al. 2007

Berton et al. 2009

Figure 1

Examples of studies using self-congruity and/or Isgiic benefits

If the two concepts are measured with the sametiquss it is not possible to
discriminate them anymore, and what is even mooblpmatic, it is not possible to
differentiate their respective impacts on behavion@ntions. To avoid this issue, we
propose differentiating these two concepts in tvaysv The first difference relates to
the notion of subjectivity. In self-congruity, tleers no subjectivity regarding the
match of the two sets of adjectives. In other wptids researcher - not the consumer -
measures to what extent the two perceptions ags{diilar in an objective way.
Thus, it is an objective match between perceivealyes (the one that a consumer has
of himself and the one he has of the product/braradher than a perceived match
between perceived images. It is objective becahseconsumer is not required to
evaluate the congruity. The second difference esl&d the notion of value creation.
In self-congruity, there is no reference to thaséattion of a benefit, which would
implicitly lead to value creation. Whereas for syt benefits, according to the
previous definition, once the need is satisfiedH®yperceived benefit, symbolic value
is created (Brock Smith and Colgate, 2007).
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Differentiating these two concepts makes it possith address two potential
limitations of the current literature. First, if éhtwo concepts are considered
synonyms, it is impossible to examine the relathgps between them, if any. It is of
uttermost importance to differentiate them to anstie following question: Is it

necessary for a consumer to have a high congrutty avproduct to express himself
by it? This question has remained unanswered inlitbeture to date. Second,
differentiating the concepts allows for the diffietiation of their respective capacity
to predict behavioral intentions. Therefore to agsthese two questions, this study

seeks to differentiate the two concepts.

In order to build a model differentiating self-condly and symbolic benefits, two
main questions should be answered. First, theteeigjuestion of the order: which
concept should be considered as influencing therpind in consequence put as an
antecedent? Second question: what is the expeetatonship between the two

concepts?

Concerning the first question, it is proposed (ojuFe 2 below) to place self-
congruity as an antecedent of symbolic benefitd, ot the opposite. The opposite
would say that a single consumption’s experienceinfiuence your personality (as
consumer’s personality is used to build the conadpself-congruity). However,
according to Costa and McCrae (1985), consumer'sopality is stable across time
and in consequence independent of a consumpticgrierge. Rather, it sounds more
probable that a consumer feels more comfortableséoa product as a means of self-
expression, if he shares common personality treiis the product, that is: to place

self-congruity as a driver of symbolic benefits.

Concerning the second question, it is proposedetaled hereafter, to consider that
the two concepts are positively and significandiated.

According to Sirgy (1982), two perspectives areatedl with the notions of self-
concept. We believe these two perspectives care serdwo alternative explanations
concerning the relationship between the self-cabhgend symbolic needs. These two
perspectives relate to the goals of the consunitberehe seeks to increase his self-
esteem or he seeks to main his self-consistenayoréling to the chosen perspective,

alternative hypotheses can be proposed.
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According to the self-esteem perspective, a consumilé be motivated to use a
product as means of self-expression because wsllom to increase his self-esteem.
Whether he is congruent or not with the product aave no impact on his will to use
it as a means of self-expression. Because thisesekm search, he might consider a
product with which he is not congruent in orderetg@ress himself in a way that he
would like to be perceived. Following this perspestit should be hypothesized that:
There is no relationship between self-congruity syrabolic benefits.

According to the self-consistency perspectivesipredicted that the consumer will
rather choose, as means of self-expression, prediat are congruent with him. He
will act in order to maintain a consistency betwdas behaviour and the way he
perceives himself. Following this perspective, hbsld be hypothesized that: The
more congruent the consumer is with a productybee likely he will be to use it as

a means of self-expression.

In addition, these two perspectives should be cetaglby the light of the theory of
Cognitive Dissonance (Festinger, 1957). This thesbayes that the consumer will act
in a way to reduce a potential inconsistency betwewo dissonant thoughts. In
marketing for example, it has been shown (Williaamsl Aaker, 2002) that people
tend to re-evaluate the product’s quality after pisrchase to simply convince

themselves that they have made the right choice.

In our study, this effect might be present in,rderact with, the two perspectives:

In the self-esteem perspective, it would mean pleafple might change their attitude
concerning the personality of the product or thmsfiefs concerning the product’s
ability to satisfy needs of self-expression in orttereduce a cognitive dissonance.
Because they have used the product, a dissonasc@pbaared between the way they
perceive themselves and the way they would likddoperceived. Because of this
dissonance, they might be, for future purchasgsaslly not in look for congruent
products but rather seek products to complememhgbk/es in the way they would

like to be perceived.
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In the consistency perspective, the link is moreali The consumer will use products
with which he shares similar personality traitsgmely to main a consistency in the
way he perceives himself, to avoid a potential ahssice, and will seek to reduce
tensions due to products’ personalities that aveltfferent.

We decide to rather consider the second perspdcitithree different reasons:

First, from a theoretical perspective, literatusavann, 1987; Blackston, 1993; Phau
and Lau, 2000; Litvin, 2002) has emphasized untlay the motivation goal of self-

consistency rather than the one of self-esteem.ekample, Litvin and Goh (2002)

state: “Through the activation and operation ofgek-consistency motive, defined as
one’s need to behave in ways which will maintaiteiinal consistency (Lecky, 1945;

Maslow, 1954), individuals act in ways designedeioforce an internal belief of who

they are” (2002: 61).

Second, from an empirical perspective, there amesckhat the search for internal
consistency explains consumption-related intentibmger and above the (other)
antecedents that have been already establisheghjidq 2008: 673).

Finally, we propose that the cognitive dissonarecedsmall if not inexistent effect in
our design. Indeed, according to Festinger (19%@7)issonance, and in turn a
behaviour biased by a dissonance, appears only #fee consumption because
complete and thorough computation is not perfornbedore it. In our design,
respondents have not experienced the product gdtr{aght not even be planning to
use it). They are asked before the consumptions,Tihis unlikely that they will act
in order to reduce a cognitive dissonance and avadise of the proposed product as

a means of self-expression for this reason.

Thus, out of the two perspectives, we proposettiesearch of the self-consistency is

stronger. The following hypothesis is proposed:

Hypothesis 1: There is a positive and significaglationship between self-
congruity and each symbolic benefit (H1la for se#rtity, H1b
for group-identity, H1c for status).
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We do not differentiate the hypotheses for theghrenefits, as we have no clues that
they might behave in a different manner.

We can illustrate this hypothesis with the famowslély-Davidson example. Bikers
who drive Harley-Davidsons often describe themselwsing concepts gfersonal
freedom, patriotism, American heritaged machismo The Harley-Davidson brand
has been demonstrated to be particularly congnwéhtthese concepts as indicated
by Schouten & McAlexander (1995). The authors thai® that high self-congruity
offers bikers the opportunity to express themselvidsat is, the more similar a

consumer is to a product, the more prone he wdliti® express his values.

As symbolic perceived benefits have been demomestrad positively impact
behavioral intentions (see for example:Vazquezl.et2802; Tsai, 2005b; Kocak et
al., 2007) the second hypothesis stipulates tleaetivill be a positive and significant
relationship between each symbolic benefit and W@eha intentions (H2a, H2b,
H2c).

Hypothesis 2:  The higher the symbolic benefit perceived (H2d-igentity /
H2b: group-identity / H2c: status), the higher tinéentions to

use/recommend the product.

Finally, it is also important to compare the twacepts, self-congruity and symbolic
benefits, with regards to their relative power tedict behavioral intentions. If the
first one is much lower than the second, then iegtimate to want to keep only
symbolic benefits. Once again, the literature does yet provide clues on their
respective predicting power as it does not diffeed@ the two concepts. Both
concepts have been shown to have an effect omdstitowards brands, purchase
intentions, loyalty, etc. (some examples are theks/of: Vazquez et al., 2002;
Helgeson and Supphellen, 2004; Tsai, 2005b; Kressnet al., 2006; He and
Mukherjee, 2007; Kocak et al., 2007; Krohmer et2007; Parker, 2009). This study
investigates not only the existence of this dieféct of each concept on behavioral
intentions but also explores whether the effecsaf-congruity is more important
than that of symbolic benefits. We hypothesize ttte predictive capacity of

symbolic benefits is higher than that of self-cantyras they are more directly related

66



to the notion of value creation (Brock Smith anddate, 2007). Value creation, if
obtained for the consumer, will be revealed byékavioral intentions. If a consumer
has the impression that a product can fulfill regas, he will be more prone to buy it
than if he only shares similar personality traiithwihe product (i.e. if he has a high

self-congruity). Therefore, the third hypothesiggests that:
Hypothesis 3:  The relationship between symbolic benefits and \ehal
intentions is stronger than between self-congraityg behavioral

intentions.

Figure 2 represents the proposed model, with treethbove mentioned hypotheses.
In particular, it highlights the difference and tredationships between the two key

Selftidentity
Hla

mentioned concepts.

Self-congruity - Hib o, Group-identity H2h

Behavioural
Intention:

A

Figure 2
Hypothesized structural model

H3

RESEARCH DESIGN
Field of application: Tourism Sector

To test the proposed model, we decided to use deanippm the tourism sector.
There are several reasons for this choice. Foatjdm is typically a sector in which
symbolic consumption occurs. There is a large tamd tourist offers designed to
answer symbolic needs such as green tourism, gdodasm, scientific tourism,

spiritual and religious tourism, etc. Despite theasemerous examples, only few
studies of symbolic consumption have been carrigdrotourism in the past (Litvin

and Goh, 2002; Litvin and Goh, 2003; Kastenhol)£20Jsakli and Baloglu, 2011).
Moreover, according to Beerli et al. (2007: 582jere still is “some controversy
about the applicability in tourism” of the conceftsymbolic consumption and there

remains a need for further validation. This pamdoes back this demand and aims at
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reinforcing this stream of research. Finally, iesgimgly, in tourism, we usually speak
of services and not of products as there is nstearof property rights (Parasuraman,
Zeithaml and Berry, 1994). Early works on matesiali(Belk, 1985; Richins, 1994a)

led to believe that possessions are a prereqdiasitgymbolic expression. In the case
of tourism, the consumer does not “possess” thed gmit is a service. Therefore,
following these authors, a service might not altowsatisfy a symbolic need. Taking
the case of tourism will make it possible to test $uch assertions and will help to
determine the extent to which symbolic consumpitsorelevant not only for products

but also for services.

Data Collection

We conducted a large-scale data collection (n=,8h3witzerland, based on student
projects. The sample is composed of 56% males 4f6l #®males. As most of the
chosen destinations target a rather young populatiee sample corresponds to the
following age representation (18-25 years old: 52%35: 14%; 36-45: 7%, 46-55:
12%; 56 and above: 8%). Additional demographic daéme collected on marital
status, profession, nationality, etc.

Eleven tourist destinations were chosen to repteaelarge spectrum of different
types of destinations ranging from cities (New-Y,0@uébec, Valencia, Las Vegas,
Dubai, Istanbul, and Sao Paulo) to countries (CblamScotland, Israel, South
Korea). Respondents were asked to fill out the fiest of the questionnaire dealing
with general destination attitude and consumeris@fje. They were then requested
to watch an advertising campaign of the evaluagsdiation to help them understand
the personality of the destination. After the mogig@osure, respondents had to fill
out the second part of the questionnaire, dealinth wost-evaluation of the
destination image. A question served to controlirtiedfective viewing of the
advertising movie. Respondents were also askedawade information concerning
other variables such as product category involvémemd social desirability.
Questions were asked in French. However, a prafieskitranslator checked the
wording of the items.

To check the reliability of the model, split-half approach (Singleton and Straits,
1998) was used. The sample was divided into twoalequb-groups based on a
random algorithm. The first (sample n°1) was subfjeaonfirmatory factor analysis

(CFA) and served to develop the structural modeé 3econd (sample n°2) was used
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as a confirmation to test the stability of the mddee Results section). The two sub-
groups were compared regarding different varialfgsnder, age, marital status,
profession, etc.) and no significant differencesMeen them were found.

We decided to use a design with self-report meastwe both independent and
dependent variables. We did so as previous researttis field (Litvin and Goh,
2002; Litvin and Goh, 2003; Beerli et al., 2007 ngrally uses this methodology.
There is evidence supporting the accuracy and ael® of self-report measures
(Spector, 1992; Spector, 1994; Aquino, Lewis anadield, 1999). However, a
common method bias might appear. Therefore, difiterecommended procedural
and statistical techniques (Podsakoff et al., 2008 used in order to control for this
bias:

* Procedural techniques: Reverse-coded items, tem@ord psychological
separation of measurement were used. Anonymityhefrespondents was
guaranteed. They were informed that there was gttt or wrong answer to
reduce the evaluation apprehension.

» Statistical techniques: we first performed a Harimamgle factor test which
failed to find a single factor revealing a commoathod variance. However,
we went further and also tested technique 3A pregpdsy Podsakoff et al.
(2003) integrating a common method variance |latan@ble in the structural
model. Technique 3B, namely the recognition of aloalesirability as
potentially having an impact, was also tested usingeduced version
(Helgeson and Supphellen, 2004) of the classical@e-Marlowe (1960)
social desirability scale. However, in the end hbi@chniques showed results
very similar to the original structural model, fag to show a potential impact

of a common method bias.

RESULTS

Measurement Model and Factor Analysis

The model was tested using a structural equatiodelimy approach. We used the
recommended two step approach (Anderson and Gerldifi§8). A dependent
variable calledBehavioral Intentionswas created and is composed of the two
guestions: “To what extent are you motivated tat ¥igs destination?” and “To what

extent are you motivated to recommend this desbinad your friends?”
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To measure the “destinations self-congruity” (DSCi.e. the congruity between
consumer self perception and his perception of dirggion — we used the most
common approach in tourism (Litvin and Goh, 2002sténholz, 2004; Beerli et al.,
2007), namely the Malhotra (1981) scale. Respomsderte asked to rate the extent
to which each of the attributes was good at desayibhim/herself. Then, they had to
evaluate the same items, but for the destinatiam. é&xample, they are asked the
following questions: “Do you consider yourself asirly someone who is modern?”
and “Do you consider the product X to be modernR?& &verage absolute difference

value was calculated as an indicator of the DSC.

As the concept of symbolic benefits is still raretourism, we used a pool of 14
guestions collected from previous studies to meashe three different symbolic
benefits (Bhat and Reddy, 1998; Vazquez et al.2208ai, 2005a). These 14 items
were subject to a confirmatory factor analysis. 8ems were deleted as their
communalities were under 0.5. We conducted a aoafiory analysis with the

remaining items to verify that they loaded on thee¢ symbolic benefits recognised
in literature self-identity, group-identityand status (see Table 1). All the factor

loadings were higher than the recommended 0.7 |édair, Black, Babin and

Anderson, 2010), the communalities higher tharOtbdevel.

The first dimension of the symbolic valughe self-identityoenefit - illustrates how

destinations are used by consumers to express ¢herasor to embody aspects of
their values. The second dimensigmup-identitybenefit, illustrates how consumers
use destinations to associate or to be associatethér users. The third dimension,
status illustrates the use of destinations to expressnabsy of prestige or a certain

social status.
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Benefit Construct Factor
loadinc Communali

tie

Symbolic: Self-identity

Destinations | visit should reflect who | am andawhstand fo 72¢ .58t
You can tell a lot about a person when you knowadeevisited this destination .64k .54¢
People are using this destination as a way to ezghemselves 762 .58%
Variance explained: 13.35; Cronbach's alpha: .580

Symbolic: Group-identity

The classical tourist of this destination is vergikar to me .905 .843
The classical tourist of this destination refldtis kind of person | am .884 .84k
Variance explained: 19.07; Cronbach's alpha: .829

Symbolic: Status

This destination is very reput .83¢ 71E
Famous people are going to this destination .869 773
Visiting this destination is a prestige symbol .81z .72€
Variance explained: 37.82; Cronbach's alpha: .815

Behavioral Intentions

Do you think you will visit this destination? .948 .899
Will you recommend this destination to your frierls .948 .899

Variance explained: 89.88

Table 1, Confirmatory Factor Analysis for Symbdbienefits

We computed the rho of internal validity (Joresk&§71) for each latent construct
and the average variance extracted (AVE) alike r{€lbrand Larcker, 1981). Both

indicators were higher than the recommended benthaid.7, respectively 0.5, for

all the variables with one exception for self-idgn(Rho=0.61; AVE=0.35), because
of the first item (“Destination | visit...”). Howevewe decided to keep this item, as it
contributes to the face validity of the construating so also avoids the use of the
statistical trick of paths constraining, which wdute necessary with a two items

construct.

To assess the discriminant validity, the AVE valuas compared to the squared
correlations between the corresponding construdtsr (et al.,, 2010). For all the
relationships, none of the correlations were sigdfity high to reach the 0.5 level,
thus indicating an acceptable degree of discriminahdity. (For results concerning

convergent and discriminant validity, see Apperdiand B).

Finally following the proposed procedure (Hair £t 2010), the measurement model
was adjusted using modification indices’ proposisio Three modifications indices
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were taken into account: the ones correlating tleasurement errors of the three
symbolic benefits. This is justifiable, as thesee¢hconcepts are part of one higher-
order concept, the symbolic benefits. Overall themsurement model is convincingly
supported by fit statisticsy{df= 1.653; CFI= 0.984; NFI=0.962; Hoelter=354:
RMSEA= 0.040, p=0.812).

Structural Model
To investigate the impact of self-congruity on swinb benefits and in turn on
behavioral intentions, three main hypotheses waradlated:
* There is a positive and significant relationshiptvoeen self-congruity and
each symbolic benefit (H1a, H1b, H1c).
* Each symbolic benefit has a positive and significafiect on behavioral
intentions (H2a, H2b, H2c).
* The predictive power of symbolic benefits on bedraviintentions is higher

than that of self-congruity on the same constrti&)(

As stated above, it is important for the model etabon not to be directed by
intrinsic characteristics of the sample. To contfot this point, the sample is
randomly divided into two sub-samples (samples arid n°2). The first is used to
construct the measurement and the structural moSemple 1, according to
commonly used criteria (Roussel, Durrieu, Campoyd aBl-Akremi, 2002)

convincingly fits the modelyf/df= 1.640; CFI= 0.985; NFI=0.962; Hoelter=357;
RMSEA= 0.039, p= 0.822). The second sample is ueedonfirm the structural

model and also presents convincing goodness sfdiistics (Chi-square / df = 2.438;
CFI = 0.966; NFI=0.945; Hoelter=233; RMSEA = 0.0¢0+ 0.143). Moreover, the
path coefficients remained very similar between @anl and sample 2. This is
expected and confirms that the model does not deperthe sample, which shows a

good reliability of the proposed model.
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Structural Paths Std. Paths C.R. P

Hla * Self-congruity ->  Self-ldentity 0.031 0.496 0.62
Hib «# Self-congruity ->  Group-ldentity 0.114 2.113 0.035
Hlc ¥ Self-congruity ->  Status -0.004 -0.08 0.936
H3 +# Self-congruity ->  Behavioral Intentions 0.15 3.069 .0@
H2a % Self-Identity ->  Behavioral Intentions -0.152 166 0.094
H2b «/ Group-ldentit ->  Behavioral Intentior 0.21¢ 2.96¢ 0.00:
H2c ./ Statu ->  Behavioral Intentior 0.39:¢ 5.48: <0.00!

Table 2: Path values in the structural model (sempl)

Four hypothesized paths are significant and presente interesting values while
three paths (cf Table 2) are not significant. Intipalar, the path from self-congruity
to behavioral intentions mediated by #ef-identitybenefit is not significant leading
to the rejection of hypotheses Hla and H2a. Patbdiated by thegroup-identity
present interesting results: this benefit is reladgth self-congruity and moreover
significantly relates to behavioral intentions,desy to the acceptance of both H1b
and H2b. Concerning thstatus benefit, it is not related with self-congruity but
significantly relates to behavioral intentions, deey to the acceptance of H2c but
rejecting Hlc.

Finally, with the exception of self-identity, the/msbolic benefits have a higher
predictive power on behavioral intentions than-seligruity, which supports H3.

Figure 3 presents these results in a graphical way:

Self-identity
0.114*

Behavioural
Intention:

. _ _ 0.216**
Self-congruity —— Group-identity

-0.004, n.s.

0.393**
0.015**

Figure 3: Structural model
NB: * = p<0.05; ** = p<0.01; *** = p<0.001

Complementary Analyses

Having examined the model on a general level, @&l$® interesting to make some
complementary analyses for sub-populations, moecigely regarding age and
gender. We first performed t-tests to investigatieignces between men and women
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or young and old people regarding their behaviorantions. The men group did
not score significantly lower than the women groopncerning intentions to
purchaset (804) = -0.554p = .580 nor for intentions to recommen(B803) = -0.484,

p = .628. Concerning age, the young group did notessmnificantly higher than the
old group concerning intentions to purchas€807) = -0.600,p = .548 nor for
intentions to recommentd (808) = 0.395,p = .693. In other words, there are no
significant differences. This means that, in gelhen@n are not more prone to visit or
to recommend a destination than women, or old §@mmg. However, differences
might exist within the structural model. Thereforee conducted two multigroup
comparisons. We first established the acceptancheofmeasurement models and
measurement invariance for the group (Schumackdr lLamax, 2004). We then
investigated the differences (see Table 3) in titl poefficients between groups. We

only discuss here results where interesting diffees appear between the two groups.

MULTIPLE GROUP COMPARISON Men vs Estimate Estimate

Women (Men) S.E. C.R. P | (Women) S.E. C.R. P
Self-congruit! -->  Self-ldentity 0.041 0.07¢  0.69¢ 0.484 0.03] 0.08t 0.46: 0.644
Self-congruit! -->  Statu -0.021 0.11¢ -0.4  0.684 -0.03¢| 0.131 -0.65¢ 0.514
Self-congruit ->  Group-ldentity 0.197% 0.1 3.79¢ ok 0.1279 0.11¢ 2.231 0.024
Self-ldentity -> Behavioral_Intentior -0.30¢ 0.17¢ -3.18z 0.001 -0.194] 0.21% -2.05: 0.04
Statu: -> Behavioral_Intentior 0.3€ 0.071 5.74¢ ok 0.38¢ 0.09¢ 5.26:¢ ok
Self-congruit --> Behavioral_Intentior 0.145 0.1z 3.00¢ 0.003 0.164 0.14¢ 3.141 0.004
Group-ldentit --> Behavioral Intentior 0.413 0.10:  5.12¢ il 0.28¢4 0.09¢ 3.987 il
MULTIPLE GROUP COMPARISON Young vs Estimate Estimate

Old (Young' S.E C.R. p (Qld) S.E C.R. P
Self-congruit! -->  Self-ldentity 0.09 0.06¢ 0.59¢ 0.553 0.04 0.10¢ 0.23¢ 0.81§
Self-congruit -->  Statu: -0.03¢ 0.10z  -0.7¢  0.454 -0.00¢/ 0.15¢ -0.08: 0.939
Self-congruit -->  Group-ldentity 0.19 0.0¢  4.24¢ ok 0.09 0.14¢ 1.20€¢ 0.22§
Self-lIdentity --> Behavioral_Intentior -0.17¢ 0.14z -2.45¢ 0.014 -0.481] 0.377 -2.74. 0.006€
Statu: --> Behavioral_Intentior 0.354 0.06€  6.34¢ ok 0.397 0.11t 4.22% el
Self-congruit --> Behavioral_Intentior 0.134 0.111  3.22t 0.001 0.20] 0.17¢ 2.93: 0.009
Group-ldentit --> Behavioral Intentior 0.297 0.077 5.17¢ ok 0.533 0.187 3.72¢ ok

Table 3: MGC: Differences in path values regardiegder and age.

Regarding gender, the most interesting differemqgeears in the relationships between
benefits and behavioral intentions. Men will be enqrone to perceive group-
identity benefit if they are congruent with the destinatemd in turn will more
strongly consider this benefit than women in thentions to visit or recommend the
destination. On the contrary, it is more importaEmtwomen to be able to show their

status.
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To compare ages, we created two groups composgouwig” people (18 to 35 years
old) and “older” people (36 years old and more). lileded the population into two

groups only to have a sufficient number of obseowst in each group. Both young
and old people do not feel the need of being smwigh a destination to use it as a
way of self-expressiorsélf-identity. Furthermore, it is interesting to see that lad t

effects of symbolic benefits are stronger for oltlean for younger people. Older
people are also more prone than young people ib avidestination if they share
common personality traits with it. One possible larption is that young people are
more attracted by functional benefits (price, faample) or by emotional benefits

(having fun, for example), than by symbolic ones.

As a consequence of the low predictive power dicahgruity on symbolic needs,
one could wonder whether self-congruity might pdanpther role in the model. More
precisely, it is worth investigating to what exteself-congruity moderates the
relationship between the expression of symbolicebenand behavioral intentions.
To verify this, a linear regression was conductedegrating the three symbolic
benefits as factors and three interaction termatecewith the self-congruity variable.
It appears that two out of three interaction terans significant predictors (self-
congruity with self-identity p=0.805; p=0.011; withgroup-identity [=-0.841;

p=0.005 and withstatus p=0.527, p=0.087). This means that self-congruitghi

moderate the impacts of symbolic benefits on beadralvintentions. In other words,
the consumer might consider more attentively syiobbkenefits in choosing a
destination, depending on his level of congruityowdver this result does not
represent the central focus of the current studlystmould be taken with caution as it

is a post-hoc analysis. Therefore additional studieuld be useful to investigate it.

Finally, this study also investigates the extentwioich involvement towards the
product category might play a role in the modele Titerature usually underlines that
involvement often acts as a moderator of the smifgouity effect. For example,
involvement moderates the effect of self-congruity brand trust (Krohmer et al.,
2007), on choice of vacation destination (Beerklet2007), or on judgment of brand
functional performance (Kressmann et al., 2006)eré&fore, in order to test the
potential effect of involvement, we conducted féome for each benefit and for self-

congruity) linear regressions on behavioral intmgi with interaction terms
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composed of involvement. Results contradict previones (Beerli et al., 2007), as
the effect of self-congruity on behavioral intemsowas not significantly moderated
by involvement [§=0.142; p: 0.649). This is interesting as Beerkle{2007) propose
a sound explanation for their result: “it seemsidabto think that if people have a
high involvement with leisure travel, this activitg considered to express their
personality and their self-concept, so their seligruity is higher” (Beerli et al.,
2007: 583). Our result seems to indicate thatishimt the case, at least in our sample.
In addition, no significant effect of involvemens a moderator was found for the
three symbolic benefits (interaction terms wiblf-identity p=-0.132, p=0.468;
group-identity p=-0.141, p=0.468status f=0.135, p=0.399).

DISCUSSION

The goal of this empirical study is to clarify theationships between self-congruity,
symbolic benefits and behavioral intentions. Byfaténtiating self-congruity and
symbolic benefits, interesting results appear anghasize the role of each construct

on behavioral intentions.

With the exception of the group-identity dimensiself-congruity does not seem to
be linked with symbolic benefits. This means tlespondents do not need a potential
congruity as a pre-condition to express themsaivdse express social status through
destination choice. According to the earlier disoos, this is to say, that contrary to
what was hypothesized, the motivation of self-cstesicy is less important than the
one of self-esteem. We might consider that selfgooity is a measure reflecting
one’s actual self and symbolic benefits a measfteating how people would like to
be perceived (ideal self). According to that, itukb mean that people consume to
reflect how they would like to be perceived and hotv they currently perceived
themselves. Another possible explanation is thanight be hard for consumers to
have a clear representation of the destinationtsgpality, especially in the case
where they have not experienced it yet, which ésdfise in the design.

Concerning thegroup-identity dimension, the path value is small but significant

(p=0.11; p: 0.035) and shows that both variablessaraehow related. This means
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that people are more prone to use a destinatiorett or to be associated with others,

if they share common personality traits with thesthation.

In the second set of hypotheses, two out of threesapported. When comparing
values of the paths from symbolic benefits to outpariables, it appears that the
perceived benefit of showingtatusis the highest, followed bgroup-identity Self-

identity is rejected as a valid predictor for behaviorémions. This means that even
if respondents do feel the need to express theesdly their choice of a destination,

it does not predict their intentions to visit it.

Previous literature has emphasized the need “testiyate the effects of self-
congruity on other marketing outcomes, such asirdggin loyalty and word of
mouth” (Beerli et al., 2007: 583). In her study,skenholz (2004) failed to find a
significant impact of self-congruity on intentiots recommend. The results of the
present study contradict her findings, as the diygamth from self-congruity to
behavioral intentions is significant. However, @asult is in line with that of Beerli
(2007) who found self-congruity to be a valid predr of tourist intention. Moreover,
the predictive power of self-congruity on symbdbienefits and their total variance
explained by the self-congruity alike are very lokv. other words, self-congruity
might not truly add value to the understandinghd search for symbolic benefits.
However, as shown, there remains a need for thestigation of self-congruity as a

moderator of the effects of symbolic needs.

CONCLUSION

Previous literature on symbolic consumption (De&emmelz et al.,, 2000;
Michaelidou and Dibb, 2006; Kocak et al., 2007) eyally focused more on the
nature of this consumption, often first concerngdustifying the interest of taking
into account symbolic drivers, rather than evahgtheir capacity to predict purchase
intentions. By showing that symbolic benefits (@adt itsgroup-identityand status
dimensions) are valid predictors of purchase imest this study provides a

significant improvement for the symbolic consumptiberature.
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Moreover, this empirical study provides a significaontribution to the current
literature in four additional ways. First, it answethe need relative to
operationalisation and replication of the conceptsself-congruity and symbolic
benefits in tourism.

Second, by differentiating self-congruity and sytitbbdenefits, this study indicates
how they are related to each other and their réispeecmpact on behavioral
intentions. In particular, it states that the twamcepts are independent. In addition,
symbolic benefits are stronger predictors of bebvabiintentions.

Third, the study tests the concept of symbolic comgtion in the services field. This
is of particular interest as research on symbadicsamption was until recently only
focused on products. Indeed, the capacity to ansekrexpression needs has often
been linked with the possession of the product KB&985; Richins, 1994a). This
study then goes further and suggests that thefusservice, not only possession of a
product, also allows the fulfillment of symbolicets.

Fourth, the study highlights a topic of uttermaaportance; the value created for the
consumer. Marketing is often criticized for beimrgncerned only with value creation
for firms. By taking into account symbolic benefitsadopts and focuses more on the
consumer’s perspective, making it possible to @efiwhat really counts for the
consumer, and what the consumption act is reallgadut. It will help product and
service managers to create a more efficient ane maginal value creation process.

In addition to these theoretical contributions, esal managerial implications also
surface:
» Consumers will look for destinations that are samtb them.
* Consumers will look for destinations that help thmdentify with a group
and to show their status.
» Showing status by the means of a destination iglgday men, but even more
by women. The opposite is true relative to theightib associate with a group.
* The older the consumer is, the more prone he vélltdh seek symbolic
benefits. Younger consumers would perhaps rather griority to price or
having fun.
However, it would be wise to replicate the obtaimesults in order to confirm them,

before putting them into practice, even if theyrsbuery appealing.
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As with any research, this study faces severalditions that should be addressed by
future research.

First, although this paper improves on prior resedry using a larger number of
destinations, the choice of destinations, mightehan impact on the results. Indeed,
the chosen destinations might not have an equalctgpto satisfy symbolic needs
and therefore their ability to do so might be défetially perceived by consumers. If
a consumer does not perceive a destination as bbiego satisfy a need, then he will
not consider it to satisfy symbolic needs. Themfastudies with an even larger
number of destinations or studies using destinatisith symbolic benefits more
easily recognizable might help to reduce this bias.

Similarly, the sample used, even if it was adequatéerms of gender, age or
socioeconomic level, as well as the snow-ball mettiieed, might also have an effect
on the results. In addition in our study, we onigated two groups (younger and
older than 36 years old) for the comparison of agas limit and the number of
groups is debatable but has made to ensure aisuafficlentification of the model.
Larger samples would allow the comparison of ma@upgs and therefore provide

more accurate results.

Second, responses were collected in a single-cowsgtting only. Future studies
would do well to focus on how different socio-cuilicontexts affect the obtained
results as they have already been proven to mdlaghexpression of symbolic needs
(Kocak et al., 2007).

Third, although the items were highly loaded onrtleerrespondent constructs, one
might wish to develop better scales for the syntbobnstructs. Indeed, on the 14
items selected, six had to be deleted. Moreoves,could wonder whether the items
used for self-identity and group-identity cover thlé complexity of these concepts.
For example, some questions might be missing ssi¢hwasited this destination to be
able to associate with specific people and groups®l feel a special bond with
people who also visited this destination”. Therefamprovement of these scales, or
use of other scales, might be desirable. For igstafuture research would benefit
from using the one proposed by Strizhakova e2808).
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Fourth, within the symbolic consumption frameworik, may be advisable to

investigate other potential antecedents of symbdudicefits, for example other ways

to measure product/brand personality and otherstgpeongruities:

In order to measure product/brand personality, andtead of or
complementary to that of Malhotra (1981), one cae the seminal scale
developed by Aaker (1997; 1999). Moreover, the Askscale has already
been applied to the case of tourism destinatiorsséHy, Ekinci and Uysal,
2006).

Other congruities such as that with consumptiorctmmas (Holt, 1995a) or
particular ways to consume such as rituals (McGracki986; Schouten,
1991) may also provide consumers with symbolic beneln addition,
congruity with other consumers or with a particujmoup of consumers or
communities (Schouten and McAlexander, 1995; Brickwl Kerstetter, 2000;
Muniz Jr and O'Guinn, 2001) may also be interestinginvestigate as
antecedents of symbolic benefits. Therefore, furttedies integrating these
other types of congruities are needed to deepeunrttierstanding of symbolic

consumption.

Finally, this study focuses only on the symboliméfes as drivers of purchase

intention and intention to recommend. However ituldobe very interesting to also

investigate functional and emotional drivers. Cdasng functional, emotional and

symbolic drivers simultaneously would allow the gmarison of their respective

weight when predicting future purchase decisiors\@auld highlight the importance

of taking symbolic drivers into account.
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APPENDIX A

Table 1: Convergent validity (rho and AVE)

Benefit Construct Standardized AVE Internal validity (rho)
Ai var(gi) (\i)2
Symbolic: Self-identity
0.42 0.825 0.175
0.60 0.641 0.359
0.72 0.477 0.523
Sum 1.74 1.944 1.056 0.352 0.609
Symbolic: Group-identity
0.821 0.326 0.674
0.860 0.260 0.740
Sum 1.681 0.586 1.414 0.707 0.828
Symbolic: Status
0.739 0.454 0.546
0.741 0.451 0.549
0.785 0.384 0.616
Sum 2.265 1.289 1.711 0.570 0.799
Satisfaction
0.898 0.194 0.806
0.911 0.170 0.830
Sum 1.809 0.364 1.636 0.818 0.900
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APPENDIX B

Table 2: Discriminant validity

Correlations

Behavioral
Self-identity Group-identity ~ Status Self-congruity Intentions
Self-identity 1
Group-identity 0.549 1
Statu: 0.46¢ 0.3t 1
Self-congruity 0.031 0.114 -0.004 1
Behavioral Intentions 0.154 0.287 0.397 0.169
Squared Correlations
Benhavioral
Self-identity Group-identity ~ Status Self-congruity Intentions
Self-identity 1
Group-identity 0.301 1
Status 0.215 0.123 1
Self-congruity 0.001 0.013 0.000 1
Behavioral Intentions 0.024 0.082 0.158 0.029

NB: To ensure an good discriminant validity, ak thalues in the second table should be equal cerltiran 0.5
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ABSTRACT

This research investigates the role of functioeaiptional and symbolic benefits as potential
drivers of a destination’s satisfaction and behaliotentions. Moreover, it brings into play
the consumer’s personality as antecedents of thesefits. Responding to calls for further
research, this is the first study to simultaneouisii all the personality traits, the benefits
sought and consequences. Findings reveal integestimd counterintuitive relationships
between personality, benefits and consequencesr Bbuthe five personality traits
(extraversion, agreeableness, intellect and conisgciesness) are significant antecedents of
benefits. Moreover, while the price does not seermatter, the quality, emotional benefit,
and symbolic benefits (group-identity and statu®) significantly related to consequences
(satisfaction and behavioral intentions). Destmatimanagers first need to consider the
reasons and motives tourists have for selectingindgi®ns. Second, and based on the
revealed relationship between personality traitsl denefits, they should tailor their
advertising campaign in order to trigger the indéd the targeted personality type.

Keywords: personality, functional, emotional, syribbenefits, tourism, SEM

89



INTRODUCTION

Why do people consume a product or service? Thestqan has preoccupied scholars and
managers for decades now and is probably one ofmits central in marketing. Take the
example of a car. Some consumers will buy a capfactical reasons, such as cost, space
available, gas consumption, etc. Others will givergy to different factors: design, color,
sound of the motor, particular sensations expeeensmell of the leather, etc. Finally, some
will focus on the car because of its ability torsf social status, or to represent specific
values that are of importance to them.

It is interesting to note that the same car carbdeght in each of these cases for very
different reasons. In other words, there are striobtgr-individual differences. Consumer A

will not buy a product for the same reasons as Qoes B.

Starting from this point, several questions camaiged which could be of interest to scholars
and managers alike:

* What are the different reasons motivating a pureRas
* What are their weights in the purchase decision® thrally,

« What are the reasons for inter-individual differese

This article hopes to answer these three questiBuen if these issues seem central in
marketing, the literature remains scarce on thé&t@md there is a distinct need for further
research to offer a more precise answer. The amtidl be structured as follows.

First we will review the literature on brand betefand its functional, emotional and

symbolic dimensions. The relevance of this conoel be discussed according to its

usefulness to predict satisfaction and behaviam@ntions such as purchase, loyalty and
word-of-mouth. The antecedents of brand benefits thven be discussed. It will be shown

that only a few studies have addressed this isswethat moreover one of the most important
potential antecedents, namely consumer personakty,been almost neglected until today.
The importance of personality as an antecedent Wl demonstrated and research
propositions will be formulated relative to thekKitetween personality traits and benefits
sought. Finally as a consequence, a model linkerggnality traits and benefits sought, and,
in turn the impact of benefits on outcome variabléé be proposed and tested, through an

exploratory and a main study using structural @qunanodeling. We propose to use tourism
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as the field of research and indicate why thisa@estrelevant for such investigation. Results
will be discussed and finally managerial implicascand several avenues of research will be

highlighted in the conclusion.

LITERATURE REVIEW

Brand Benefits

According to Park et al. (1986: 136) “an importéattor influencing the selection of a brand
concept is consumer needs”. These needs, and tiediteeechoing them, have long been a
central topic in marketing (Keller, 1993). As it tetailed hereafter, three categories of
benefits, and their related needs, are usuallygrazed in the literature. These three benefits
compose the consumer-based brand equity (for atreeeiew, see Christodoulides and De
Chernatony, 2010) seen as the “overall utility ttkeg consumer associates to the use and
consumption of the brand” (Vazquez et al., 2003: 28

The first category is calle@unctional BenefitsKeller defines functional benefits as “the
more intrinsic advantages of product or servicesaamption (...) often linked to fairly basic
motivation, such as physiological and safety ngdtisslow, 1970) and involve a desire for
problem removal or avoidance” (1993: 4). This disien is related to the consumer’s beliefs
about product-service attributes that can be phigianeasured or observed, and their
performances (Cohen et al., 1972; Burke and E#i889). This approach is also often called
economic utilitarianand highlights that “the rational choice and mkeao#dculus characterize
consumer decision-making process” (Tsai, 2005b:).2T8e functional benefits are often
decomposed into two components: quality and piSweegeney and Soutar, 2001; Orth et al.,
2004; Orth and De Marchi, 2007).

The second category of benefits that a producensice consumption can fulfill IEmotional
Benefits Also known asExperiential Benefitsthey relate to “what it feels like to use the
product or service (...) and satisfy experientialdsesuch as sensory pleasure, variety and
cognitive stimulation” (Keller, 1993: 4). Indeedymerous scholars have insisted on taking
into account drivers other than the sole functiomads, such as emotions (Richins, 1997;
Graillot, 1998; Bagozzi et al., 1999), the hedoaspect (Hirschman and Holbrook, 1982;
Babin et al., 1994; Voss, Spangenberg and Grohn008) and the experiential dimension
of consumption (Mathwick, Malhotra and Rigdon, 20@hronis and Hampton, 2002;
Chronis, 2005; Lin, 2006; Keng, Huang, Zheng and,i2007; Bigne et al., 2008).
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The third category is th8ymbolicBenefits Symbolic attributes of products have long been
recognized as important drivers for their evaluatemd use (Solomon, 1983; Belk, 1988;
Sirgy and Johar, 1991; Shavitt, 1992; Bhat and Red@98; Aaker, 1999) and relate to
something in a product/service that is an essentatponent, but which goes beyond its
concrete aspect. This symbolic dimension of thalpcbis perceived by consumers who use
the product to express themselves through it (wisctvhy this concept is also sometimes
labeled expressive value or utility). Products dmdnds are then significant consumption
symbols which provide symbolic value to customéist example, a consumer will use an
Apple computer to symbolically refer to creativiapd “Think different”, Bang&Olufsen
audio equipment to refer to design, Dolce&Gabanlmghes to “made in Italy” fashion,
Chanel bags to luxury and femininity, Rolls-Royoduxury, Ferrari to sports, etc. “Products
that we buy, activities that we do and philosopluebeliefs that we pursue tell stories about
who we are and with whom we identify” (Wattanasuw2005: 179). The symbolic benefits
have often been decomposed into three componerttidentity (sometimes labeled
characterization), group identity (sometimes lathemmmunication), and finally status
(Richins, 1994b; Vazquez et al., 2002; Kocak et 2007; Strizhakova et al., 2008). Self-
identity refers to the use of products by consumererder to embody their values or to
reinforce their self-esteem. In the group-identigsired benefit, the use or consumption of a
product helps to signal the owner’s values to athas “there is evidence that others (acting
as observers) are capable of reading elementp@fsan’s identity by observing that person’s
possessions” (Richins, 1994a:, p. 524) and is itapbrin the sense that it helps them to
associate or to be associated with a specific gofupference (Escalas and Bettman, 2003;
Escalas and Bettman, 2005) or a brand community niMuwr and O'Guinn, 2001;
McAlexander et al., 2002; Schouten et al., 200@j ik important for them. Finally, the third
desired benefitstatus is the extent to which the use of the productiserwill help the user

to express a specific status or specific signgestme.

This distinction between these three categoridsentfits (functional, emotional, symbolic) is
not new and has already been discussed theorgti@drk et al., 1986; Keller, 1993),

considered in specific cases, such as luxury ptsd(Berthon et al., 2009) or product
innovation (Rindova and Petkova, 2007). The emgiiiavestigation of these three benefits is
however, rarer. Studies of single benefits are naoramon in the literature (see for example

the works on symbolic benefits of Berger and Hea@7; He and Mukherjee, 2007; Gao et
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al.,, 2009) as are comparisons of two benefits (@eeexample the works comparing

functional and symbolic benefit or functional anmational: Babin et al., 1994; Bhat and
Reddy, 1998; Belen del Rio et al., 2001; Voss ¢t28l03; Mowle and Merriles, 2005; Kocak
et al., 2007).

To the authors’ knowledge, only a few studies cafdoind comparing the three benefits

simultaneously:

Orth conducted several studies (Orth et al., 2@rh et al.,, 2005; Orth and De
Marchi, 2007) on the link between brand benefitd parchase intentions, based on
the “perceived value” (PERVAL) approach developgdsiiveeney and Soutar (2001).
One of his major findings is that there are “fun@atal differences in how beliefs in
different categories [functional, experiential, $yotc benefits] form, endure and
affect purchase intentions (...). Consumer beliefeualsymbolic benefits do not
behave in concert with functional and experienbaliefs” (Orth and De Marchi,
2007: 228). Taken as whole, his work displays theed benefits as significant
predictors of purchase intention, although impdriifferences might appear due to
product category, ad exposure and product expergenc

Liang and Wang (2004) conducted a very interessingly on the effects of product
attributes (functional, experiential, symbolic) oansumer satisfaction. They tested
their model in a Taiwanese financial services camgpaAccording to the services
(loan, deposit, credit card), they found differeffects of the benefits. The impact of
the three benefits was generally significant, nyogtbsitively, but sometimes
negatively, in the case of experiential benefiggnBolic benefits were found to be the
most accurate predictor of satisfaction, alwaysificant and positive. Unfortunately,
they did not decompose symbolic benefits into theed commonly recognized
dimensions (self-identity, group-identity, statu3herefore, it is not possible to
determine which dimension was the one that hadbitigest impact.

In their study concerning positioning objectives éoedit card brands, Blankson and
Kalafatis (2007) also considered the three benefitsctional, experiential and
symbolic, simultaneously. They discuss the relevatrategies that should be
implemented to reach these goals. One of theilteesuthat “experiential” is not an
appropriate strategy for the concerned sector.

Finally, the interesting model proposed by TsaiO&8) also verifies that “brand
purchase value is dividable into three dimensidiealiwhich in juxtaposition and in

93



interaction exert direct influences on repurchasention. Such a discovery provides
support to the premise that the traditional ecomountilitarian view is not adequate
and that socio-cultural symbolism and emotionadtife marketing approaches
should also be incorporated into the understandingurchase value” (Tsai, 2005b:
288).

Whether the studies were conducted on only twofiisra on all three, the main findings of
these studies are as follows:
1) The benefits sought differ according to the typ@miduct
2) There are inter-individual differences in soughtdfés
3) Although the three benefits have different powdngrediction relative to satisfaction
and behavioral intention, all benefits might preésestrong link and therefore should
be investigated in juxtaposition and not separately

4) The origins of inter-individual differences remainexplained.

Antecedents of brand benefits

As brand benefits sought by consumers are cruaiahgl the purchasing process, researchers
have made significant efforts to discover potenéiatecedents explaining inter-individual
differences on the weight of these benefits. Séwdeaments, presented hereafter, have been
investigated. However, as will be shown, one of ti@st important, consumer personality,

tends to be almost completely neglected.

Product related and non-product related attribbise been successfully shown, by Liang
and Wang (2004), to have an influence on the beEnsfught. For example, they have
investigated how safety and ease of use (prodlatery, or employee’s courteousness (non
product related) were related with benefits. Othietecedents of functional, emotional and
symbolic benefits such as perceived image, emdtexjzerience, perceived quality and price
acceptability have been investigated by Tsai (2DOferceived brand personality by

Ramaseshan and Tsao (2007), and demographics bgedré2010).

Finally, consumer lifestyle also represents anre#ng potential antecedent of brand

benefits and has already received some attentioth (€& al., 2004; Orth et al., 2005).

However, a systematic link between lifestyle anddpict preference was hard to find and
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moreover lifestyles have been criticized regardivegr lack of predictive validity (Novak and

MacEvoy, 1990) and for stability issues (Quinn, éirand Bennison, 2007).

As a consequence, numerous scholars have recomdhagaleg back to the roots of
consumer and to take into account what is intrineiche consumer himself, namely his
personality. Indeed, “it is reasonable to propdsa& people with different perceptions of
themselves, in terms of their own personalities)y nparchase different brands, which
functionally satisfy the same needs but symbolcaie quite different” (Whelan and Davies,
2006: 396). Tsai also states, according to Kell08), that “personal values (...) of
consumers antecede the functional, experientialsgntbolic consequences from the brand’s
purchase or consumption” (Tsai, 2005b: 279). Siryil&trizahkova also recognizes the use
of psychographics as a “fruitful area for futuresearch” (Strizhakova et al., 2008: 89).
Finally Orth and De Marchi (2007) have been paléidy explicit in their suggestions for
future research stating that taking into accounsamer personality would particularly enrich
the understanding of consumption.
Although consumer personality has not received igeafit attention as brand benefit
antecedent, it has already received much atteriiomarketing. Its influence has been
recognized on purchase intentions (Lin, 2010),ascdbe types of buyers (Na and Marshall,
1999), perceived brand personality (Lee, 2009; Muggara, Tsarenko and Anderson, 2009;
Lin, 2010) and specific purchasing behavior, sugkeeological behavior (Fraj and Martinez,
2006) or the motivation to buy counterfeit produ¢®w~ami, Chamorro-Premuzic and
Furnham, 2009). Consumer personality has also bsed as a segmentation technique
(Whelan and Davies, 2006).
Marketing benefits from a now established view efgonality in psychology. The “Big Five”
model (Costa and McCrae, 1985) states that humesomality can be described according to
five main dimensions: Extraversion/Introversion, dimnal Stability (sometimes labeled
Neuroticism), Agreeableness, Conscientiousness, @pehness to experience (sometimes
labeled Intellect/Imagination).
“Traits associated with Extraversion include beisgciable, gregarious, assertive,
talkative, and active(...). Common traits associated with Emotional stability
associated with this factor include being anxiodspressed, angry, embarrassed,
emotional, worried and insecuré...). Traits associated with Agreeableness include
being courteous, flexible, trusting, good-naturedpperative, forgiving, soft-hearted

and tolerant(...). Conscientiousness reflects dependability thabesng careful,
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thorough, responsible, organized, planful.), hard working, achievement-oriented
and persevering...). Traits commonly associated with Openness/intebeetbeing
imaginative, cultured, curious, original, broad-rdied, intelligent and artistically
sensitivé (Barrick and Mount, 1991: 5).
As stated above, consumer personality has beenywided in marketing but almost totally
neglected as a potential brand benefit antecededeed, no research can be found
systematically linking personality traits and (ftinoal, emotional and symbolic) benefits. It
is surprising that such an important potential eetient has not been yet investigated,
especially because personality has a manageriansalye over lifestyle in the sense that it is
considered as more stable (Quinn et al., 2007).
Orth et al. (2005) have postulated that personadisya whole, will have an influence on the
benefits sought. However, they did not test it @tail using established personality scales.
Furthermore, only some patrtial relationships, dbsdrhereafter, have been studied, between
one or two personality traits and some specificefien (functional and emotional, almost

never symbolic).

In their experimental study, Guido et al. (2006urfd significant positive relationships
between benefits and some personality traits. Irtiqodar, they found that openness to
experience (also sometimes labeled “intellect”) amgreeableness were strongly and
positively related to emotional benefits while ouersion, conscientiousness and emotional
stability were more related with functional berefiThese results are in line with those of
Mowen and Spears (1999) who also found a negaiie between introversion and
conscientiousness and emotional benefits and diy®selation between openness/intellect
and emotional benefits. These results were alsdiromed by Matzler et al. (2006) who

observed a negative relationship between introverand openness and emotional benefits.

In other words, people looking for emotional betsefnight score higher on agreeableness,
openness and extraversion. On the contrary, fumaitidoenefit-seekers will be more
introverted, emotionally stable, and conscientidtswever, the Guido et al. (2006) study did
not distinguish between the two functional beneffisce and quality) and hence they are
unable to indicate potential differences betweesmthFinally, Mowen and Spears (1999)
highlighted that the status benefit (that they letheneed for materigl has a positive
relationship with conscientiousness and a negaélationship with emotional stability. But

theirs study is only a preliminary step in the istvgation of the link between symbolic
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benefits and personality traits, as they did n&etamto account the other (self-identity and

group-identity) symbolic benefits and the otherspaality traits.

In summary, the literature seems to indicate tleasgnality traits would be a very interesting

predictor of benefits sought. However this samerditure is unable to provide a clear and,
above all, a complete vision of the diversity of tielationships between personality traits and
benefits sought.

To conclude with this theoretical part, and evderad comprehensive review of the literature,
it appears hazardous to propose detailed hypotlwese®erning the sign and strength for all

the relationships between personality, benefits satasfaction. Therefore, we propose to
derive from the discussed literature propositiardiie conceptual model as follows:

- First, the consumer brand equity (for a recentewyisee Christodoulides and De
Chernatony, 2010) seen as the “overall utility tthet consumer associates to the use
and consumption of the brand” (Vazquez et al.,, 2002) is a multidimensional
construct and can be decomposed into three princgreefits sought by consumers: the
functional(in turn composed gfrice andquality), theemotionaland thesymbolicones
(self-identity, group-identitgnd statug. These benefits will have positive consequences
for the consumer (in terms of satisfaction and bral intentions). It is valuable to
integrate them simultaneously into the model tddoatinderstand the purchase value
(Tsai, 2005b).

- Second, the consumer’s personality is a valid adeat of the afore-mentioned
benefits. Different traits will present significarglationships with some or the total of
the sought benefits. Therefore, we suggest thatopatity is not interestinger sein

defining consumer’s satisfaction but is signifidtgmhediated by sought benefits.

Literature has not yet developed detailed hypotheseeach of the relationships between the
big five personality and traits and the three categ of benefits. Therefore, and bearing in
mind the exploratory character of the work, we research propositions and not hypotheses.
Coherently, the structural approach used hereafiléralso reflect this exploratory nature.
Indeed, by running competing models and by usingpédel development strategy (Hair et al.,
2010), we investigate for the general structure ragnthe proposed concepts rather than

testing the sign or the strength of a preciseiozlahip.
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Field of application: tourism destinations

In order to investigate the above-mentioned refestips we decided to concentrate on the
tourism sector. There are several reasons for cdhace. First of all, tourism costs for
consumers have decreased in the last decades anmghtds now a democratized product.
Therefore, almost everyone in Western countriestir@®pportunity to take holidays and to
experience service consumption in this industrycoid, tourism is one of the services that
can simultaneously offer the consumer the threeefitenIndeed, a tourist service might be
purchased either for functional, for emotional, for symbolic reasons. It can even be a
combination of the three benefits which is pregidbe point of interest here. Third, it is a
high involvement purchase (Beerli et al., 2007)isTigh involvement would guarantee that
the obtained combination is the true reflectioncohsumer purchase rationale and not the
result of chance. Finally, tourism is a sector whstudies have already been conducted on
both concepts, personality and benefits. On onal,hacholars (Barnett, 2006; Leung and
Law, 2010) have shown that the tourist's persopdlas an influence on the choice of his
activities or destination. On the other hand, thsied benefits have been shown to have an
influence on outcome variables such as satisfaci@myt and Fesenmaier, 1998; Beerli and
Martin, 2004; Cho and Kerstetter, 2004; Hankins2004; Beerli et al., 2007; Chi Gengqing
and Qu, 2008; Balakrishnan, 2009; Bosnjak, 2010; Qo and Im, 2011:, etc). However
none of these studies has linked simultaneouslgopetity, benefits and outcomes. The

present paper attempts therefore to build a brij@een these two streams.

METHODOLOGY

A pilot study was conducted to generate a pooteshs concerning brand benefits. An initial

set of 35 items was gathered based on a revieweofdlated literature (Bhat and Reddy,
1998; Vazquez et al., 2002; Orth et al., 2004; @ittlal., 2005; Orth and De Marchi, 2007,

Strizhakova et al., 2008). In addition, the touriftarature (Yoon, 2002; Chen and Tsali,
2007; Lee, Yoon and Lee, 2007; Narayan, RajendnanSai, 2008) was consulted to add 9
more specific items concerning benefits for theeaatstourism products.

To measure personality traits, we use the Big naslel proposed by Costa and Mc Crae
(1985), which is widely recognized by psychologatl often used in marketing (for recent
examples, see: Whelan and Davies, 2006; Lee e2@0D.7; Mulyanegara et al., 2009; Lin,

2010). For space and time constraints, we haveldeédb use the short version, the IPIP-50
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items scale developed and validated by Goldbergldfieog, 1992; Goldberg, 1999;
Goldberg, Johnson et al., 2006; Hampson and GajdBe06).

Respondents were asked to choose a destinationhtinahave recently experienced and to
answer on benefits sought for this destination.SQars were asked in French. However, a
professional translator checked the wording of tteams. The exploratory study was
conducted among undergraduate students (n=91).ifimime the potential common method
variance bias, diverse recommended procedural ifpobs (Podsakoff et al., 2003) were used
such as reverse-coded items, guarantee of respoad@mymity, and especially temporal and
psychological separation of measurement. More gpefgi two different surveys were
conducted: the first one tested personality, wihitesecond was related to the destination and
its desired benefits. Personality and desired ltensfasures were submitted to a factor
analysis with communalities and reliability checksorder to derive the underlying factors.
14 items presenting cross-loadings or low commtiaalivere deleted. The personality scale
issued in five dimensions. These dimensions anetichd to those used by Goldberg (2006).
Consequently, they have been labeled “Extraversitkgreeableness”, “Conscientiousness”,
“Emotional Stability”, and “Intellect/Openness toperience?. Exploratory and Confirmatory
Factor Analysis were also conducted for the beseliems with a low communality level or
cross loadings were deleted. In the pool of remaginiems (n=20), six underlying benefits
were identified and correspond to those of thetedléiterature. Indeed, we identified the two
traditional (Orth et al., 2004; Orth and De Mar@007) functional benefits, i.e. the price and
the quality, one emotional (Orth et al., 2004; Catid De Marchi, 2007), and three symbolic
benefits corresponding to the three dimensions queg by Vazquez et al. (2002) and
Strizahkova et al. (2008), namely the self-identitye group identity and the status benefit.
Finally to measure the consequences of these eneé created an outcome variable based
on measures of satisfaction, intentions to visd arentions to recommend. This measure,
named “consequences” relates to the extent to wiiehconsumer has a good disposition
towards the destination.

The main study was conducted using an online questire, distributed by an academic
mailing list (students and non-students), througiturhs related to holidays, and through an

online social network. The sample size was compo$@&34 people, male and female almost

“ For the rest of the article, we will speak of exerted, agreeable, conscientious, (etc) peopleeMer, it
should be clear that this is a misuse of languagetlzat the reader should, each time these terpesaaptake

them with caution and refer to the whole persopaéscription (see for example Barrick & Mount, 199
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equally represented (55% female, 45% male). 60%etample was under 26 years old. The
scales used are those issued in the pilot studgelyathe Big Five personality traits and the
six sought benefits identified previously. The mlod@s tested using a structural equation
modeling approach. We used the recommended twas sigproach (Anderson and Gerbing,

1988). The following section presents the resulthe main study.

RESULTS

Measurement Model

As presented in tables 1 and 2, we conducted darowtbry factor analysis on the items of
the main study. Items with a low-level of commutyalere deleted. For the remaining ones,
they were all highly loaded on their correspondmnistruct found during the pilot study. All
the factor loadings were higher than the recommer@l& level (Hair et al., 2010), the
communalities higher than the 0.5 level (with oreeption for item “take time for others” at
0.497).

Factor

Personality Construct Item loading Communalities

Extraversion Don't talk a lot (R) 72 .596
Feel comfortable around people. 744 .554
Keep in the background (R) 793 .628
Start conversations. .796 .634
Have little to say (R) .756 572

Cronbach's alpha = .830/ variance explained = 59.69

Emotional Stability Get upset easily (R) 746 .556
Change my mood a lot (R) 877 .769
Have frequent mood swings (R) .866 .750
Get irritated easily (R) .843 711

Cronbach's alpha = .853/ variance explained = 69.63

Agreeableness Am interested in people. .805 .649
Am not interested in other people's problems (R) 763 .582
Am not really interested in others (R) .806 .649
Take time out for others .705 497

Cronbach's alpha = .770/ variance explained = 59.43

Intellect Have a vivid imagination .836 .699
Have excellent ideas .783 .614
Am full of ideas .894 .800

Cronbach's alpha = .785/ variance explained = 70.42

Conscientiousness Leave my belongings around (R) 871 759
Often forget to put things back in their proper ggaR) .842 .708
Like order .822 676

Cronbach's alpha = .798/ variance explained = 71.44
Table 1, Personality Constructs
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Cronbach’s alphas also exceed by far the 0.7 thléshanging from 0.743 to 0.869. In
addition, we computed the rho of internal validifigreskog, 1971) for each latent construct
and the average variance extracted alike (Formall laarcker, 1981). For all the variables,
both indicators were higher than the recommendedhreark of 0.7, respectively 0.5.

Benefit Construct Factor
loading Communalities

Functional: Quality (Orth et al., 2004; Lee et al., 2007; Narayan et28l08)

The cleanliness and hygiene at tourist spots/plaessit was satisfactory 831 690
This destination is a good quality product 835 .698
While visiting this destination, | received goodviee .807 .651

Cronbach's alpha 764 variance explained 67.96

Functional: Price (Orth et al., 2004)

This destination is reasonably priced 895 .801
This destination offers value for money 895 .801
Cronbach's alpha .743 variance explained 80.10

Emotional (Orth et al., 2004)

This destination makes me feel good 831 .691
This destination would give me pleasure .854 729
This destination evokes thoughts of happiness .766 .586
This destination helps me to eliminate my anxiety 704 495

Cronbach's alpha #74 variance explained 82.53

Symbolic: Self-identity (Strizhakova et al. 2008)

This destination brings out my personality .906 821
This destination says something about me as person 926 857
This destination communicates important informatiout the type of person | 838 702

am as a person
Cronbach's alpha 869 variance explained #9.33

Symbolic: Group-identity (Strizhakova et al. 2008)

| choose destinations that are associated withsthzal group | belong to 863 744
By choosing this destination, | choose who | warggsociate with. 891 794
My choice of this destination says something abmipeople | like to associate 835 697
with ' '

Cronbach's alpha .829 variance explained #4.48

Symbolic: Status(Strizhakova et al. 2008)

| use this destination to communicate my socialsta 868 753
| communicate my achievements through this degtimat .808 .653
| avoid choosing a destination that does not refiey social status 795 632

Cronbach's alpha .757 variance explained 67.94

Consequences

How do you evaluate your satisfaction? .893 792
Will you recommend this destination to your frihds .890 798
Do you think you will visit again? 792 .628

Cronbach's alpha 765 variance explained #3.92
Table 2, Benefits Constructs
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To assess the discriminant validity, the AVE vales compared to the squared correlations
between the corresponding constructs (Hair eR8lL0). Except for one relationship, none of
the correlations were sufficiently high to reacle ;5 level, thus indicating an acceptable
degree of discriminant validity. For the except{oglationship between emotional benefit and
consequences), we followed the recommended teahnigair et al., 2010) conducting a
comparison of two competing models, one in whighghth values was set to 1 (which means
that these constructs are in fact the same) antetited model, and we performegaest.
The tested model was significantly better sugggstinsatisfactory level of discriminant
validity (for a complete view of the results of emngent and discriminant validity
calculations, see Appendix A, B and C).

Finally, following the proposed procedure (Hairatt 2010), the measurement model was
adjusted using modification indices’ propositiomkree modifications indices were taken into
account: the ones correlating the measurementseofothe three symbolic benefits. This is
justifiable, as these three concepts are part efrogher-order concept, the symbolic benefits.
We also correlate two errors terms within the esdraion construct and within the emotional
stability construct. Although there is a debateSEM concerning error correlations, Cote et
al. (2001) recognize that it could be justifiedcase of complex models with a large number
of measures or constructs, which is the case irstualy. Overall the measurement model was
convincingly supported by fit statisticg’Adf= 1.618; CFI= 0.927; RMSEA= 0.043, p=
0.991).

Structural Model

After the measurement model, several structuraletsodere run in order to identify the one
that best fits the relationship between persondidits, benefits sought and consequences.
More precisely, models with some of the persondiityts correlated (Extraversion with
Intellect and Emotional Stability with Conscientsmess) were significantly better than those
where there was no correlation between these ewogertonstructs. Moreover these
relationships between personality traits have bakeady several times acknowledged
(Digman, 1997; De Young, 2006) and therefore weehdecided to keep them. We have also
investigated the potential existence of direct@fef personality traits on consequences. We
found significant direct paths only for the Inteledimension. However, for this trait full
mediated paths were already significant. Theref@®, full mediation assumptions are
preferable (James, Mulaik and Brett, 2006) andofaihg a philosophy of parsimony, we
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have decided to consider only the full mediatiordeiand to not consider the direct effects
of personality on consequences.

Based on the proposition of modifications indicgs, also add a path from price to quality.
Indeed, literature (see the recent review of Volckand Hofmann, 2007) has extensively
shown that consumers tend to use price as an todichquality.

Finally, according to the recommendation made blfa@hker, Ting and Palmer (2008), paths
with a critical ratio lower than 1.96 have beeretied.

After these modifications, one model emerges ptewpnsatisfactory goodness-of-fit
measuresy(’/df= 1.867; CFI= 0.927; RMSEA= 0.043, p= 0.991)eTigure 1 presents this

model:

Extraversion

).079 0.230%*

0.245%% 0.675

Consequences

0.758"

Emotional

-0.168*

elf_identity

onscientiousness

\YSymbolic_:
Status

Figure 1, Structural model of Personality-Bene@itsasequences
NB: * = p<0.05; ** = p<0.01; *** = p<0.001
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DISCUSSION
This complex model linking six different benefitand highlighting which of the five

personality traits antecede each of them, presetdresting and sometimes counterintuitive

results. Moreover, some of these results contrgaetvious studies. There are two ways of

reading the paths between personality and bendfitst, one can read them from the

personality’s perspective (that is from the lefthie right of the graph).

More precisely, as shown in Figure 1, extravers®rsignificantly related to the
symbolic benefits of status. This means that erntad people will appreciate the fact
that a destination allows them to show their sosfatus. Guido et al. (2006) found a
strong correlation between introversion and fumaldenefits. In our case, we failed
to find such a relationship.

Emotional stability does not present significaniatienships with any benefits, which
is partially in line with the results of Guido dt €£006) who failed to find significant
relationships between this trait and emotional BenéHowever, these authors found
that emotionally unstable people were strongly ingKor functional benefits, which
was not confirmed by our results.

For agreeableness, one can observe that agreéabteaits' description, see: Barrick
and Mount, 1991) people will be apparently moreaated by functional benefits.
This result is in line with Guido et al. (2006) whound a similar path value.
Surprisingly this personality trait does not reltdeemotional benefit. Agreeableness
is negatively related to status, meaning that adpleepeople will not seek to show off
their status. In other words, this agreeablenessliton is interesting as it allows
differentiating between consumers looking for gyahnd those seeking a way to
express status.

Intellect/Openness to experience is the person#idy with the largest predicting
power as it presents four significant paths. letlial people will consider functional
benefits such as quality and will be even moreaettrd for emotional reasons. This
last result (the link between intellect and ematidpenefit) confirms previous studies
(Mowen and Spears, 1999; Guido et al., 2006; Ma&deal., 2006) where it has been
found to be systematically positive and significdfibally, open-minded tourists will
also seek the opportunity to reinforce their seteem or identity and to be linked

with a specific group through a destination.
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* The last personality trait, Conscientiousnessjgsificantly and positively related to
the status benefit. One of the sub-dimensionsisftthit measures whether the person
is achievement-oriented. This probably explains thelationship between
conscientiousness and status, which has also bmerd foy Mowen and Spears
(1999).

Second, these results can also be summarized fnembénefits point of view, that is:
investigating what would be the personality of t@nsumer, knowing the benefit he is
looking for (that is reading the paths from thentitp the left of the graph):

» Consumers looking for quality are “agreeable” aoden-minded”.

» Consumers looking for emotional benefit are vergéio-minded”.

» Consumers looking for group identity are “open-neidd

» Consumers looking to show their status are notéegple”, but are “conscientious”

and “extraverted”.

Literature can shed an interesting light on sominefobtained paths.

First, concerning the path between status and canigmusness; according to Mowen and
Spears (1999), a person looking for status mighinbee prone to work longer hours to earn
more money. Similarly a person who is conscientiwilswork more easily long hours. This
would be a way to explain the obtained correlabetween the two concepts.

Second, according to Matzler et al. (2006), pequering high on the intellect/openness
dimension will have the tendency to be “curiouswlmoth inner and outer worlds, to have
experientially richer lives, to experience both ipes and negative emotions than closed
individuals, [therefore] it can be assumed thay therceive and experience hedonic values of
products stronger than individuals who score lowopenness” (2006: 428). Our results
suggest that this effect is true in tourism. Fa& shme reason, we would have expected also a
positive relationship between extraversion and emnat benefits. However, this relationship
was not supported by our data.

Finally, because extraverted people are also mmyeepto make contacts with others, one
could have expected that they will score highertloa group-identity need. However, no
significant relationship of that kind was foundthre dataset. Complementary, according to

Guido et al. (2006), people who are introvertedptomally unstable and conscientious will
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be more looking for functional benefits that aragidle and objective in order to reassure
themselves. Once again our study provides cont@glicesults as none of these relationships

were significant.

As expected, the relationships between the soughieflis (functional, emotional, and
symbolic) and consequences are significant. Thesilreconfirms the results of previous
studies (Liang and Wang, 2004; Blankson and Kaigf@007; Orth and De Marchi, 2007)
and the importance of taking into account the thremefits simultaneously (Tsai, 2005b). The
results show that emotional benefits (i.e., “whatfeels like to use the product or service”
(Keller, 1993: 4)) are the most influential predicof consequences. In other words, what
counts the most for holidays is the opportunityatewer emotional needs, such as the need
for relaxation, which comes as no surprise. Ortth B)e Marchi (2007) also found that the
emotional benefit was the one that had the strdanggsact on purchase intention.

What is unexpected, however, is that, with regardunctional benefits, quality is the only
element that matters and price has no importamcéerins of symbolic benefits, two of the
three components of symbolic benefits are foungetsignificant predictors of consequences.
First, it appears that destinations are not gobdstielp people to characterize themselves or
to reinforce their self-identity and therefore thatpacts consequences. This result is
surprising regarding all the new forms of touridmatthave emerged (fair or green tourism,
gender tourism, spiritual or religious tourism,estific or adventurous tourism, etc.) and that
clearly indicate the need of reinforcing their sedteem or identity. The destinations present
in our sample are more conventional and might exgtas result. However, other symbolic
benefits impact consequences. A consumer will preféestination that allows him not to be
associated with other people. This means that gurolidays, people would prefer to escape
than to reinforce their social belonging. In coatrahey would be satisfied with a destination
that allows them to show their social status. Fnahese six benefits explain 67.5% of the
variance in consequences. Again, this finding shewport for the importance of taking into

account all the benefits sought in a destinationudging their related consequences.

Complementary analyses

Having examined the model on a general level, itaiso interesting to make some
complementary analyses for sub-populations, moeeigely regarding the type of user and
gender. The type of user (first time vs. repeateer)udistinguishes people that have visited

this destination for the first time from people whave at least visited this destination twice.
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We conducted this analysis as there are already stunes (Beerli et al., 2007; Orth and De
Marchi, 2007) that previous experience with thedpicd might impact our results. Similarly,

we decided to investigate the effect of genderabse Orth (2005b) has shown its effect on
the sought benefits, and also because Lau and R040) have exposed its impact on the

brand’s image for symbolic brands.

Therefore, we conducted multigroup comparisons fggsndix D). We first established the
acceptance of the measurement models and measurememiance for the group
(Schumacker and Lomax, 2004). We then investigdtedsignificant differences in the path
coefficients between groups. We used the initiadehovith all the structured paths as a
baseline model. We present here only the pathstraigly differ between groups or with the
above presented model.

Concerning the type of user (first time vs. repeéatser), interesting results appear for some
personality traits. Repeated anxious users pay atteation to priceff=0.248, p=0.039) than
anxious first-time usersp£€-0.133, n.s.). Similarly, Conscientiousness presemore
significant paths for repeated users than for -fise users. For example, a repeated
conscientious user will not be primarily attractgdthe price [§=-0.20, p=0.011 v¢§3=-0.022,
n.s.), but will be attracted by the possibilitygbow his social statu$£0.143, p=0.044 vs.
=0.082, n.s.), which might appear contradictorye Tlost interesting results are to be found
in the Agreeableness trait. Indeed the type (fisstrepeated) of user strongly interacts with
the effect of this trait on the sought benefits.rMprecisely, as shown in table 3, each time a
path presents a significant value for the repeased, the same path will be not significant for

the first time user, and vice-versa.

Estimate Estimate

(repeatec P (first time) P
Agreeablene:  --> Symbolic_1_Self identi 0.21 0.16¢ -0.0717 0.64¢
Agreeablene:  --> Funct_1_ Qualit 0.42i ok -0.06: 0.58¢
Agreeablene:  --> Funct_2_Pric -0.072 0.60¢ 0.44¢ 0.00¢
Agreeablene:  --> Emotiona 0.22: 0.00¢ -0.00¢ 0.957
Agreeablene:  --> Symbolic_2_ Group_identi 0.66: rkk -0.212 0.22¢
Agreeablene: --> Symbolic 3 Statt 0.041 0.7¢€ -0.43 0.001

Table 3, Multiple Group Comparison: the interactéfect of type of user on the effect of Agreeabken
The significant paths are highlighted in gray.

This means that agreeable people (i.e. forgivirmpperative, courteous, flexible, good-
natured, soft-hearted, tolerant, etc.) will seekrely different benefits whether this is their

first visit to this destination or not. First timegreeable users will be price and status-
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conscious, while repeated agreeable users will loee nattracted by quality, emotional
stimulation and the possibility to associate witmgone. This effect seems quite strong, but
has, to the best of our knowledge, never been esigdth by previous research. If people
make repeated visits to a destination, this mehasthey have been satisfied by previous
visits. According to Mooradian, Renzl and Matzl@0@6), for people scoring high on
Agreeableness, the propensity to trust is partibulenportant. This might explain the result
obtained here. Indeed, this would mean that aglegmople that have made repeated visits
have established an important relationship of damfce and trust with the destination.
Because they trust the destination, they do ngtaei/more on price but strongly believe on
the intrinsic quality of the destination and aled their personality be fully expressed. As
stated by Mooradian et al. (2006) this persondti#yt characterizes people being altruistic,
having prosocial and communal orientation and logkor emotional support. This emerges
in our data, as the emotional benefits and thepyidentity one become strongly positive and

significant for agreeable people, once they hatabéshed this trust relationship.

While the relationships between personality traitgl benefits are quite different with regard
to the type of user, the impacts of the benefiteghb on consequences do not strongly differ
across groups and are similar to the ones presémtdet model above. Emotional benefits
and quality loose their predictive capacity slightih consequence$<0.657, p<0.001 vs.
=0.479, p<0.001 anf=0.218, p<0.001 v¢$3=0.186, p=0.007). These results should be read
in line with those of Orth and De Marchi (2007)dé®d, these scholars have shown that the
weight of functional, emotional and symbolic degiteenefits significantly changes between
non-users and first-time users. Our results wouldicate that once a product has been
experienced a first time, the combination of theiel benefits does not change radically.
However, our results are only the first step amdhir studies should investigate this point
more deeply.

With regard to the effect of gender, four additiopaths are significant for women, while
they are not for men. Extraverted and conscientiwoaisien will be more prone to show their
status than merp£0.243, p=0.049, v$=0.099, n.s. anf=0.19, p=0.002 v$=-0.033, n.s.).

In addition, agreeable women will pay attentiorthie price and intellectual ones to group-
identity which is not the case for mefi=0.335, p=0.028 vsp=0.012, n.s. an@=0.33,
p=0.024 vsf=0.189, n.s.). As a consequence, the symbolic bemwefl strongly count on the

consequences formation for women, whereas thistithe case at all for men (Group Identity
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on consequence$i=-0.118, p=0.008 vsp=-0.026, n.s. and statu$=0.14, p=0.004 vs.

=0.064, n.s.).

Finally, we also conducted a comparison of two nigdey using a’ test, to investigate

whether it is worth to take into consideration syid benefits. The model integrating
symbolic benefits as predictors of consequencesswasficantly better than the one without.
Moreover, the variance explained of the outcoméabée is also higher with the integration

of symbolic benefits and reaches 67.5%.

CONCLUSION

The goal of this empirical study was first to intigate the relationships between benefits
sought and consequences (satisfaction/behaviotahtions) in the tourism sector. These
benefits are decomposed into functional (price quality), emotional and symbolic benefits
(self-identity, group-identity and status). Secotiis study brought into play the consumer’s

personality as an antecedent of these benefits.

Theoretical contributions
From a theory development perspective, this enadinesearch echoes back to at least three
demands for further research and therefore prowdsignificant contribution to the current

literature.

First the findings show that functional, emotionahd symbolic desired benefits have an
impact on consequences. As emphasized previousdyydst majority of studies until now
have failed to take into account the three bensiitailtaneously, focusing only on one or two
at a time. This research answers Tsai’'s (2005bx@ahcorporate the three benefits and thus
allows for a better understanding of the purchadees

In our view, it is not possible to say that a spedienefit has a stronger predicting power
than the others. In Tsai's study (Tsai, 2005b),utigarian benefit was the strongest, whereas
for Liang and Wang (2004), it was the symbolic dneour case, emotional benefits were by
far the ones with the highest predicting power. bééeve that these differences come from
the product’s category studied. In the case ofisaurconsumers are especially looking for
being emotionally satisfied, this is understandadea need for relaxation is highly related

with leisure time.
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Second, the literature highlights strong inter-dilial differences regarding the desired
benefits, but with unclear origins. As a potenégplanation for these differences, numerous
scholars (Tsai, 2005b; Whelan and Davies, 2006zl%tkova et al., 2008) have asked to
investigate the role of consumer personality. Waenerevious studies (Mowen and Spears,
1999; Guido et al., 2006; Matzler et al., 2006)danly investigated partial relationships, this
study provides empirical evidence that personaldits are significantly related to the sought
benefits and therefore highly relevant to undesthie purchase decision.

Finally, we also answer Orth and De Marchi (200u)p asked for real-world design in order
to complement their laboratory settings. In oudgticonsumers are real in the sense that they
have had indeed a real consumption experience. [8def@lowed their suggestion to use a
different product category which has not yet bemsmstigated, namely tourist destinations.

To sum up, this study is the most integrative anddte linking the five personality traits, the
desired benefits and consequences. Furthermorerethdts present strong evidence that
personality traits and benefits are significantyated. However, the nature (strength and
sign) of these relationships was found to sometiowedgradict previous results. Therefore, it
is necessary to bear in mind the exploratory natfirne current study. Further research is
needed to establish in a more definite manner dbgr@ of these relationships, but the interest

of considering personality as a driver of bendfds now been established.

Managerial implications

In addition to the above mentioned theoretical gbations and assuming that future research
will support our findings, we believe this studyopides interesting practical implications.
What this study points out to managers is the ingmme of taking into account consumer
personality in the offer design and in its commatian. From our results, we can assume that
all three benefits should be present in the oftard that they should be differentially
emphasized according to the personality of theetedyconsumers. Of course, one can raise
the objection that it is very hard, if not impogdsilfor marketing managers to know what type
(extraverted, conscientious, emotionally stable) et consumer they are targeting. However,
there is a way to benefit from our results withoeéding to know the consumer’s personality.
Indeed, there is already some evidence (Mooradidaizler and Szykman, 2008; Orth,
Malkevitz and Bee, 2010; Paek, Choi and Nelson02@iat certain types of messages and
advertising will be more effective for specific penality traits. As a consequence, managers
might use the appropriate advertising strategy autineeding to know the personality of

their consumers. A destination manager, knowingtwleaefit is sought by the consumers of
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his destination, should use the advertising typs thill be the most effective to people
seeking this benefit. For example, knowing thatgbe@ome to the destination because of its
guality, the manager should use message type amguefor agreeable and intellect-oriented
consumers. Moreover, he should also try to targpeated users as the path is stronger for
them. In another example, the manager knows tlsatiéstination is helpful to show a status
(for example: Dubai or a five-star hotel, etc), @sdwe have seen previously, people looking
for status will be extraverted, conscientious boit agreeable. Thus the destination manager
should use the appropriate message and advertigiegor them. Targeting them (and not all
the population) allows a more parsimonious usedviegising budgets, as only interested
people are targeted. Targeting the whole populatigght maybe convince more tourists to

come, but would cost much more.

Apart from this major implication, we can also farate a series of more specific ones:

* Quality will be important for men, first-time useegyreeable and intellect-oriented
people.

* Price does not appear to have an influence orfaaimn/behavioral intentions for
tourist destinations.

* Emotional benefits are by far the most desired dyasien and even more for women.
Open-minded and first time users will pay spectérdgion and will look for these
benefits.

» With the probable exception of specific types olidays (such as green, fair, spiritual
or scientific tourism, for which further studies wd be needed), consumers do not
seek to be characterized, namely for reinforcirgrtbelf-identity, when choosing a
destination. Therefore, it is not worthwhile for nketers to build upon this message.

* Interestingly, consumers, especially women andt fiisne users, will avoid
destinations that allow them to associate or t@$sociated with someone or some
specific group. One possible explanation wouldHz¢ tvhen on holiday, people try to
escape from who they are during the routine ofrtteily working lives. However,
previous studies also concerning leisure time, @afpe in the case of brand
communities (Schouten and McAlexander, 1995; Cawh @ova, 2001), contradict
this result. Therefore, further research on thesesis needed.
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Limitations and future research

One limitation of this study is the question of 8oale used for measuring emotional benefits.
Indeed, even though it is a well established s¢@lgeeney and Soutar, 2001; Orth et al.,
2004; Orth et al., 2005; Tsai, 2005b; Lee et &07), a small issue concerning discriminant
validity appeared between emotional benefits antseqguences. However these constructs
are clearly different from each other, both frorthaoretical and a measurement perspective.
As a possible improvement, future research migktaiscale with a broader range of items
(examples of tourism related items could be founthe following: Narayan, Rajendran and
Sai (2008), Bigne, Mattila and Andreu (2008) or @engging and Qu (2008)), in order to
better reflect all the emotional stimulations tbamh exist for tourism products.

There is no common agreement concerning the wagstobenefits sought in tourism. As a
conseqguence, a study, pointing out the differericheoused scales and proposing and testing
a unique scale, would be valuable.

Similarly, an important number of items for the gmerality scale have been deleted for their
low level communalities or for cross-loadings issuEhis might be explained by the fact that
until today, the 50 items scale has not been vigdlavhen applied in French. A part of the
deletion might be explained by an inadequate tediosi (despite the use of a professional
translator). As a consequence of this deletion, albthe nuances of the traits might be
captured by the used scale. Therefore, it is wortkestigating the impact of culture and

language when measuring personality before goirthdu

As a dependent variable, we used a variable labfelmtsequences”. However, this variable
gathers two different concepts: the one of satigfacand the one of behavioral intentions. In
our design, we measured satisfaction with only qoestion and used two questions for
behavioral intentions. We could have modeled twitedint latent variables (satisfaction and
behavioral intentions). However, we decided notltoso because literature is particularly
explicit about one single-item measures, statiag #verything should be done to avoid them
(Hair et al., 2010). Moreover differentiating sédition and behavioral intentions would
implicate several methodological tricks, such @srggconstrains, that are debatable. Finally,
if these two constructs are differentiated, theithpvalue is extremely higlp£ 0.978, p<

0.001), and 95.7% of the variance of behaviorantions is explained by satisfaction. Thus,
an important issue of discriminant validity woulé bresent. This explains why we have
chosen this “consequences” variable. Future reBeaxestigating a better way to measure

outcomes of desired benefits would be helpful.
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Another point that requires attention is the sitral context within which the Big Five

model is applied. Mowen and Spears (1999) havetgwiout that it might have an impact on
the validity of the scales. It is unclear how tlmatext of our study might impact our results.
However, further studies would help to increaseexiernal validity of our results and reduce

potential effects of the context.

For managerial relevance, future research alsosneedxtend our work to other samples. In
particular, our results may not be replicable fbrage categories (60% of the sample was
younger than 26 years old). In addition, it shdoddreplicated in other countries as literature
(Kocak et al., 2007) indicates that this couldusefice the expression of some benefits.

Most importantly, this study examines a single piciccategory, tourism destinations. As a
consequence, the item formulation, the findingsuabmpacts of the benefits’, and their
related relationships with personality traits alikeight not hold for a different category of
products or services. Therefore, the replicatioml @ancomparison with several product

categories would undoubtedly represent a necessagequent step for this study.

Finally a promising avenue of research would bentestigate the stability over time of the
sought benefits and their relationship with persibndraits, as our research, as well as
previous research (Orth and De Marchi, 2007), s that they evolve over time.
Therefore, a complete design is recommendable btamd testing the sought benefits and
their relationship with personality traits befodgetfirst use, after the first use, and after

several consumption experiences.
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APPENDIX A

Table 1: Convergent validity (rho and AVE) for pamnality traits

Personality Construct Item Standardized AVE Interndittz (rho)
i var(e) (\i)2
Extraversion P6 1 0.71 0.4959 0.5041
P11_1 0.68 0.5376 0.4624
P16 1 0.74 0.4524 0.5476
P21 1 0.73 0.4671 0.5329
P26_1 0.69 0.5239 0.4761
Sum 3.55 2.4769 25231 0.505 0.836
Emotional Stability P29 4 0.57 0.6751 0.3249
P34 _4 0.89 0.2079 0.7921
P39 4 0.88 0.2256 0.7744
P44 4 0.7 0.51 0.49
Sum 3.04 1.6186 2.3814 0.595 0.851
Agreeableness P7_2 0.73 0.4671 0.5329
P22 _2 0.66 0.5644 0.4356
P32_2 0.74 0.4524 0.5476
P37_2 0.57 0.6751 0.3249
Sum 2.13 1.4839 15161 0.505 0.754
P15_5 0.71 0.4959 0.5041
Intellect P25_5 0.61 0.6279 0.3721
P50_5 0.92 0.1536 0.8464
Sum 2.24 1.2774 1.7226 0.574 0.797
P8 3 0.7 0.51 0.49
Conscientiousness pP28_3 0.75 0.4375 0.5625
P33_3 0.83 0.3111 0.6889
Sum 2.28 1.2586 1.7414 0.580 0.805
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APPENDIX B

Table 2: Convergent validity (rho and AVE) for bétse

Benefit Construct Item Standardized AVE Internal validrho)
A var (gi) (Ni)2

Functional: Quality 0_180_4 0.740 0.452 0.548

q 180 5 0.750 0.438 0.563

q_180_17 0.680 0.538 0.462
Sum 2.170 1.428 1.573 0.524 0.767
Functional: Price q_180_1 0.710 0.496 0.504

q_180_16 0.850 0.278 0.723
Sum 1.560 0.773 1.227 0.613 0.759
Emotional g_180_8 0.880 0.226 0.774

q_180_12 0.780 0.392 0.608

g 180 _24 0.700 0.510 0.490

q 180 25 0.540 0.708 0.292
Sum 2.900 1.836 2.164 0.541 0.821
Symbolic: Self-identity g_180_6 0.850 0.278 0.723

q_180_7 0.950 0.098 0.903

g_180_19 0.690 0.524 0.476
Sum 2.490 0.899 2.101 0.700 0.873
Symbolic: Group-identity g_180_9 0.780 0.392 0.608

g_180_10 0.870 0.243 0.757

q 180 11 0.710 0.496 0.504
Sum 2.360 1131 1.869 0.623 0.831
Symbolic: Status 0_180_13 0.860 0.260 0.740

q 180 14 0.670 0.551 0.449

q_180_22 0.640 0.590 0.410
Sum 2.170 1.402 1.598 0.533 0.771
Consequences

q_150 0.850 0.278 0.723

g_160 0.870 0.243 0.757

q_170 0.630 0.603 0.397
Sum 2.350 1.124 1.876 0.625 0.831
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APPENDIX C

Table 3: Discriminant validity

Symbolic_2 Group_identity ~Symbolic_3_Status Symbdi&elf_identity Emotional Funct_2 Price Funct_1 QualitConscientiousness Intellect Agreeableness
Symbolic_2_Group_identity 1
Symbolic_3_Statt 0.54¢€ 1
Symbolic_1_Self_identity 0.543 0.387 1
Emotional 0.224 -0.03 0.343 1
Funct_2_Price 0.041 0.046 0.068 0.064 1
Funct_1_Quality 0.156 0.022 0.29 0.6 0.051 1
Conscientiousness -0.004 0.139 0.035 0.02 0.008 0.063 1
Intellect 0.146 -0.074 0.223 0.316 0.02 0.251 -0.05 1
Agreeableness 0.108 -0.105 0.018 0.112 -0.001 0.18 -0.038 0.159 1
Emotional_Stability -0.061 -0.087 -0.034 0.155 -0.01 0.117 0.15 0.145 0.057
Extraversiol 0.04¢ 0.021 0.03¢ 0.161 0.031 0.132 -0.01¢ 0.3¢ 0.51¢
Satisfaction 0.11 0.045 0.253 0.817 0.05 0.615 0 0.14 0.092
Symbolic_2 Group_identity = Symbolic_3_Status Symbdli&elf_identity Emotional Funct_2 Price Funct_1 QualitConscientiousness Intellect Agreeableness
Symbolic_2_Group_identity 1.000
Symbolic_3_Status 0.298 1.000
Symbolic_1_Self_identity 0.295 0.150 1.000
Emotional 0.050 0.001 0.118 1.000
Funct_2_Price 0.002 0.002 0.005 0.004 1.000
Funct_1_Quality 0.024 0.000 0.084 0.360 0.003 1.000
Conscientiousness 0.000 0.019 0.001 0.000 0.000 0.004 1.000
Intellect 0.021 0.005 0.050 0.100 0.000 0.063 0.003 1.000
Agreeableness 0.012 0.011 0.000 0.013 0.000 0.032 0.001 0.025 1.000
Emotional_Stability 0.004 0.008 0.001 0.024 0.000 0.014 0.023 0.021 0.003
Extraversion 0.002 0.000 0.002 0.026 0.001 0.017 0.000 0.152 0.264
Consequences 0.012 0.002 0.064 0.667 0.003 0.378 0.000 0.020 0.008

NB: To ensure an good discriminant validity, ak tralues in the second table should be equal cgrltvan 0.5

Constrained Model (all paths=1) 17225 26
Tested Model 1082.1 66!
Difference 640.4 5

As presented, the constrained model is signifigantirse than the tested one : 79.1 < 640.4 at [3<With df : 60

When testing a model uniquely correlating emotidreaiefit and satisfaction, the following results abtained :

Constrained Model (path=1) 69.5 113
Tested Mode 49.1 12)
Difference 20.4 b

As presented, the constrained model is signifigamtirse than the tested one : 3.84 < 20.4 at p<Wilbdf : 1
Which is to say, that a model setting to one thb patween emotional benefit and satisfaction {freowords, assuming that these constructs a@irtfie same one) is significantly worse that ¢istetd model
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APPENDIX D

Table 4 and 5: Multiple Group Comparisons

Estimate
MULTIPLE GROUP COMPARISON repeated vs first time user) (repeatec S.E C.R P Labe
Extraversiol -->  Funct_1_Qualit -0.0¢€ 0.097 -0.86¢ 0.38thl_1 -0.03¢  0.10¢ -0.36t 0.71tbl1_2
Extraversiol -->  Funct_2_Pric -0.15¢ 0.12¢ -1.22¢ 0.21¢b2_1 -0.047 0.12¢ -0.377 0.70¢b2_Z
Extraversiol -->  Emotiona -0.07¢ 0.06¢ -1.11  0.267b3_1 0.0¢ 0.09¢ 0.40¢ 0.68¢b3_:
Extraversiol -->  Symbolic_1_Self_identi -0.211 0.137 -1.54 0.12¢b4_1 -0.05¢ 0.157 -0.35¢ 0.72:b4_Z
Extraversiol -->  Symbolic_2_Group_identi -0.21z2 0.15¢ -1.34 0.1€b5_1 -0.00¢ 0.16z -0.057 0.95¢b5_Z
Extraversiol -->  Symbolic_3_Statt 0.0€ 0.12: 0.48¢ 0.62¢hb6_1 0.20% 0.11¢ 1.72¢ 0.08¢b6_z
Emotional_Stabilit --> Funct_1_Qualit 0.017 0.08- 0.21: 0.831b7_1 0.101 0.08¢ 1.197 0.231b7_Z
Emotional_Stabilit --> Funct_2_Pric 0.24¢ 0.1z 2.067 0.03¢h8_1 -0.13: 0.1 -1.33t 0.182b8_2
Emotional_Stabilit --> Emotiona 0.04¢ 0.0¢6 0.80¢ 0.421b9_1 0.1z 0.077 1.56% 0.11¢b9_:
Agreeablene: -->  Symbolic_1_Self_identi 0.21 0.157 1.392 0.16<b10_! -0.077 0.16¢ -0.457 0.64¢b10_:
Agreeablene: -->  Funct_1_Qualit 0.421 0.10¢ 3.9€ *e ph1l ! -0.065 0.11€ -0.54¢ 0.58¢bl11_:
Agreeablene: --> Funct_2_Pric -0.07: 0.1¢ -0.511 0.60¢b12_: 0.44¢ 0.151 2.94¢ 0.00:b12_:
Agreeablene: -->  Emotiona 0.22¢ 0.07¢ 2.94¢ 0.00:b13_: -0.00¢ 0.10¢ -0.061 0.951b13_:
Agreeablene: -->  Symbolic_2_Group_identi 0.66: 0.1& 3.67¢ il o ) ¥ -0.21z 0.17€ -1.20%¢ 0.22¢bl14_:
Agreeablene: -->  Symbolic_3_Statt 0.041 0.13t  0.30¢ 0.7€b15_: -0.45 0.13z -3.26t 0.001b15_:
Intellect --> Emotiona 0.05¢ 4.161 *+ p16_! 0.101  3.1¢ 0.001b16_:
Intellect -->  Symbolic_1_Self_identi 0.11¢ 4.21 ok 17 ! 0.1€ 2.7¢ 0.00¢b17_:Z
Intellect --> Symbolic_2_Group_identi 0.25¢ 0.13: 1.91¢ 0.05£b18_! 0.33¢ 0.16¢ 2.065 0.03¢b18 :
Intellect -->  Symbolic_3_Statt -0.13: 0.10z -1.30z 0.19:b19_! -0.03z 0.11¢ -0.267 0.78¢b19_:
Conscientiousne -->  Symbolic_3_Statt 0.14: 0.071  2.01¢ 0.04<¢b20_! 0.082 0.05¢ 1.39¢ 0.16Zb20_:
Conscientiousne -->  Symbolic_2_Group_identi 0.097 0.091 1.07t 0.28zb21_! -0.0z 0.0¢ -0.24¢ 0.80¢b21_:
Conscientiousne -->  Symbolic_1_Self_identi 0.17¢ 0.07¢ 2.18¢ 0.02¢b22_: -0.01: 0.077 -0.171 0.86<b22_:
Conscientiousne -->  Emotiona -0.01 0.03¢ -0.246€ 0.80¢€b23_: 0.0¢  0.04¢ 0.61f 0.53¢b23_:
Conscientiousne --> Funct_2_Pric -0.2 0.07¢ -2.53¢ 0.011b24_: -0.02: 0.06z -0.35¢ 0.722b24_:
Conscientiousne -->  Funct_1_Qualit 0.05¢ 0.05¢  1.037 0.3b25_: 0.03¢ 0.05: 0.64 0.52zb25 :
Intellect -->  Funct_1_Qualit 0.07¢ 2.88¢ 0.00¢b26_! 0.111  2.7¢ 0.00tb26_:
Emotional_Stabilit --> Symbolic_1_Self_identi -0.27¢ 0.12¢ -2.22¢ 0.02¢b27_: -0.00¢ 0.12Z -0.04¢ 0.96-b27_:
Emotional_Stabilit -->  Symbolic_2_Group_identi -0.21¢ 0.14z -1.52¢ 0.12¢b28_: -0.041 0.12¢ -0.327 0.74¢b28_:
Emotional_Stabilit -->  Symbolic_3_Statt -0.18¢ 0.11 -1.66¢ 0.09tb29_! -0.07¢ 0.09z -0.79¢ 0.42tb29_:
Intellect --> Funct_2_Pric -0.07¢ 0.10¢  -0.6¢ 0.4¢b30_: -0.1¢  0.12¢ -1.47¢ 0.13¢b30_:
Funct_1_Qualit --> Consequenc 0.06¢ 2.701 0.007b31_: 0.05z 4.217 *x 31 2
Funct_2_Pric --> Consequenc 0 0.002 -0.09¢ 0.92zb32_! 0 0.001 0.0¢ 0.93¢bh32_:
Emotiona --> Consequenc: 0.08: 5.76¢ w33 1 0.057 11.44¢ *k p33_ L
Symbolic_1_Self_identi --> Consequenc: -0.047 0.04: -1.10¢ 0.27b34_! 0.03: 0.03¢ 0.84¢ 0.397b34_:
Symbolic_2_Group_identi  --> Consequenc -0.08¢ 0.047 -1.801 0.07zb35_! -0.09¢ 0.04¢ -2.07: 0.03¢b35_:
Symbolic_3_Statt --> Consequenc 0.111 0.057 1.94¢ 0.05zb36_! 0.11 0.06z 1.78¢ 0.07¢b36_:
MULTIPLE GROUP COMPARISON (men vs women) Estimate (mer SIE C.R P Labe
Extraversion -->  Funct_1_Quality -0.177 0.105 -1.684 Q.62 1 0.113 0.099 1.142 0.254 b1_4
Extraversiol --> Funct_2_Pric 0.02¢ 0.14¢  0.16¢ 0.86¢b2_1 -0.231 0.13¢ -1.73t 0.08:b2_2
Extraversiol --> Emotiona -0.007 0.09z -0.07¢ 0.94zb3_1 0.00¢ 0.08t 0.05¢ 0.95:b3_z
Extraversiol -->  Symbolic_1_Self_identi -0.10¢ 0.15¢  -0.6¢ 0.4¢b4_1 -0.142 0.14¢ -0.9¢ 0.322b4_Z
Extraversion -->  Symbolic_2_Group_identity -0.09 0.1570.573 0.567 b5_1 -0.132 0.16 -0.826 0.409 b5_p
Extraversiol -->  Symbolic_3_Statt 0.09¢ 0.11¢ 0.86¢ 0.387b6_1 0.247 0.12¢ 1.96¢ 0.04¢b6_:
Emotional_Stabilit --> Funct_1_Qualit 0.1z 0.1 1.29¢ 0.19:b7_1 0.00: 0.077 0.03¢ 0.97b7_Z
Emotional_Stabilit --> Funct_2_Pric -0.12¢ 0.14: -0.87¢ 0.38zb8_1 0.12¢ 0.10¢ 1.141 0.25¢b8_:
Emotional_Stability --> Emotional 0.131 0.089 1473 0.bOl1l 0.077 0.067 1.151 0.25b9_2
Agreeablene: -->  Symbolic_1_Self_identi -0.03¢ 0.19¢ -0.197 0.84<b10_! 0.037 0.1€ 0.23z 0.81¢b10_:
Agreeablene: -->  Funct_1_Qualit 0.151 0.1 1.15¢ 0.247bl11_! 0.13¢  0.111 1.241 0.21¢b11_:
Agreeablene: --> Funct_2_Pric 0.01Z2 0.18¢ 0.06€ 0.947b12_! 0.33f 0.152 2.19¢ 0.02¢b12_:
Agreeableness -->  Emotional -0.043 0.115 -0.376  0.707 b1pB_ 0.147 0.096 1531 0.126 b13_p
Agreeablene: -->  Symbolic_2_Group_identi 0.13: 0.19¢ 0.67 0.50:b14_: 0.35f  0.182 1.95z 0.051b14_:
Agreeablene: -->  Symbolic_3_Statt -0.117 0.14: -0.817 0.41¢bi15_: -0.27 0.13¢ -1.94¢ 0.05Zb15_:
Intellect -> Emotiona 0.08¢ 2581  0.01b16_: - 0.06 4.02¢ ** ph16_:
Intellect -->  Symbolic_1_Self_identity 8 0.152 3.22 .0@L b17_1 6 0.132 3.142 0.002 b17[2
Intellect -->  Symbolic_2_Group_identi 0.18¢ 0.14¢  1.27¢ 0.201b18_! 0.3¢ 0.14€ 2.25¢ 0.02¢b18_:
Intellect -->  Symbolic_3_Statt -0.12¢ 0.10¢ -1.151 0.2Eb19_: -0.132 0.111 -1.18¢ 0.23¢b19_:
Conscientiousne -->  Symbolic_3_Statt -0.03: 0.07: -0.44t 0.65€b20_! 0.1¢ 0.06z 3.09: 0.00zb20_:
Conscientiousness -->  Symbolic_2_Group_identit -0.0710.101 -0.702  0.482 b21_. 0.085 0.079 1.076 0.282b2}_2
Conscientiousness -->  Symbolic_1_Self_identity 0.042 100. 0.414 0.679 b22_] 0.079 0.071 1.117 0.264b2%_2
Conscientiousne -->  Emotiona -0.02: 0.05¢ -0.38¢ 0.7b23_: 0.03t 0.04z 0.821 0.41Zb23_:
Conscientiousne --> Funct_2_Pric -0.21¢ 0.09¢ -2.2z 0.02€b24_: -0.06z 0.06t -0.95¢ 0.33¢b24_:
Conscientiousness --> Funct_1_Quality -0.016 0.067 $.230.814 b25_1 0.082 0.049 1.658 0.097 b25| 2
Intellect -->  Funct_1_Quality 3 0.1 2722 0.006 b2 0.091 2.406 0.016 b26_p
Emotional_Stabilit -->  Symbolic_1_Self_identi -0.047 0.157 -0.31% 0.75¢b27_! -0.11¢  0.11z -1.01 0.31:b27_:
Emotional_Stabilit -->  Symbolic_2_Group_identi -0.14: 0.15Z -0.94¢ 0.34<b28_! -0.13t  0.12¢ -1.07 0.28th28_:
Emotional_Stability -->  Symbolic_3_Status -0.083 0.11 .787  0.449 b29_1 -0.174 0.097 -1.796 0.073b29 2
Intellect -->  Funct_2_Price -0.219 0.141 -1.552  0.121 H3Q_ 0.017 0.117 0.145 0.884 b30_p
Funct_1_Qualit --> Consequenc 0.05¢  4.09¢ w31 1 0.057 3.02¢ 0.00zb31_:Z
Funct_2_Pric --> Consequenc -0.01: 0.017 -0.76¢ 0.44tb32_: 0.00¢ 0.01 0.521 0.60:b32_:Z
Emotional --> Consequences 41 0.061 10.48 ** h3 .69.062 10.459 *+ h33_2
Symbolic_1_Self_identity --> Consequences -0.017 0.030.458 0.647 b34_1i -0.001 0.042 -0.027 0.978b34 2
Symbolic_2_Group_identi  --> Consequenc -0.02¢ 0.04¢ -0.541 0.58¢h35_! -0.11¢ 0.04< -2.65¢ 0.00¢b35_:
Symbolic_3_Statt --> Consequenc: 0.06¢ 0.06¢ 1 0.317b36 ! 0.14 0.04¢ 2.85€ 0.00<b36 ¢
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CONCLUSION

To conclude with this doctoral dissertation, thdlofwing section will display the link
between the three papers, summarize the academidbedions of the current work and

finally will propose avenues for future research.

Links between the three papers

This dissertation represents a coherent body ofkwiir starts, with the first paper, by
proposing a clear definition of the field, and eips conceptually what symbolic
consumption is and why it is important to studylib. give a theoretical basis and to structure
the literature to highlight the current gaps iseaessary first step before further investigation.
Having completed this step, it is possible to canidurther empirical analyses, as proposed in
articles 2 and 3. These two articles show how symlmonsumption can be operationalized
and test several related concepts.

When comparing the results of the two empiricatlgs, one can notice the following:

* The self-identity need does not display a signiftdink with outcome variables such
as behavioral intentions, in paper 2, nor in p&erhe first potential explanation is
that this need is not related with these consegsenBut two additional elements
should be considered. First, the results might be tb the chosen destinations,
especially in the second paper, where respondestes asked for specific destinations.
These destinations were perhaps not sufficientipb®fic to answer self-identity
needs. As respondents did not feel this symbopacisy, they would not relate it with
satisfaction. This does not mean that self-idensityot a valid predictor in general. It
has been shown to be of some interest for diffepeotiuct categories. Therefore, it
might remain a valid predictor in tourism but foora specific symbolic forms of
tourism such as green, fair, scientific, genderedsmiritual tourism. Second, as
discussed in paper 1, consumers are mostly unaarssaf their symbolic needs, or
might not want to recognize them. Self-identityhie symbolic need that is most prone
to be a victim of this bias, as it is the one ibahe most deeply related with consumer

personality and subconscious alike.
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» Group-identity is strongly and significantly reldte/ith outcome variables (intentions
to purchase and to recommend), both in article;m@ & However, it would be
inaccurate to compare these values because destsiaand respondents alike, were
not the same in the two studies. Moreover, theescabed are different and in the
second paper, people did not experience the déstindinally the structure of the
model, and in particular antecedents and the dibeefits alike, are not the same.
Therefore, it is only possible to affirm that grewentity significantly impacts the

outcome variables.

* Finally, the third need status appears to be slyoredated in both studies with the
outcome variables. Similarly, it is difficult to cgare these values, however it seems
that a destination will be better perceived (inmerof satisfaction or behavioral

intentions) by the consumer if it offers him thgopgunity to show personal status.

Apart from their complementary findings, these twmpirical studies also represent
interesting complements to each other in terms ethodology. First, the second paper tests
the search for symbolic benefits before a conswmptexperience, whereas paper 3
investigates it after respondents have returned ftheir holidays. Second, in paper 2,

destinations are selected by the authors whereapaper 3, they are freely chosen by
respondents with reference to their last holidaysrd, different measurement scales were
used to measure the symbolic benefits. Althoughesdifierences exist between the results,
they show that symbolic consumption can be operalived in different ways. Fourth, the

design is also different between paper 2 and pap&his allows showing the importance of
symbolic benefits, both when they are measuredragghg, as in paper 2, or simultaneously
with other benefits, as in paper 3. Finally, the papers also differ in terms of sample and
data collection. Paper 2 uses paper-based quesitesnwhile paper 3 uses mainly online
guestionnaires. Finally, and with the exceptiorihaf exploratory study in paper 3, a special
effort was made to avoid samples composed solelgtadents in order to increase the

external validity.
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Academic contributions and avenues for future reseah
These three papers fill several theoretical andhatitlogical gaps and provide significant
contributions to the current literature. It is hdgbat these findings will convince scholars of

the relevance and the importance of the symbolisgeetive.

In particular, the first article contributes to theerature by offering a clear and structured
view of this perspective. It conceptually shows ititerest of this approach and explores the
different needs and means used during symbolicucopson. Moreover, paper 1 enriches the
literature by identifying clear methodological acmhceptual gaps that future research should

bridge.

The second paper also provides a strong contribityohighlighting a major confusion made
in symbolic literature to date. It demonstrates telf-congruity and symbolic benefits are
two clearly differentiated concepts and the padér® a way to operationalize them in a
distinctive manner. Moreover, it tests and validateat symbolic benefits have a higher
predictive power on behavioral intentions than -seligruity. Therefore, future symbolic
research should concentrate not on the congruttydsas the product’s image and consumer’s
self perception, but rather on the extent to whiah product allows to fulfill symbolic needs
of self-expression.

Theoretic contributions of the third article areofald:

First, it reinforces the stream of research conmgatihe three types of sought benefits
(functional, emotional, and symbolic). It empirigadlemonstrates the importance of symbolic
benefits as drivers of consequences (satisfactidrbahavioral intentions) and highlights that
a model integrating symbolic benefits as predictsrsignificantly better (in terms of model
fit) than a model excluding them. Moreover, it l@/n in paper 3 that the variance explained
by the consequences is higher when integrating siimbenefits.

Second, it is also the first paper to date to itigate the role of all personality traits on the
sought benefits. Surprisingly, the impact of peediby has almost been neglected until today
in the literature. The paper reveals that it i®wvaht to model benefits as consequences of

consumer personality.

From a methodological point of view, this dissediatalso contributes to the field by using

state-of-the art statistical methodologies, inipaftar Structural Equations Modeling allowing

129



the construction and investigation of complex medet a field that remains often purely
conceptual or qualitative. This provides supporttsymbolic consumption is not only
interesting in theory but is also manageable wheomes to quantitative research.

From a managerial perspective, this work argues slgmbolic needs are real consumer
desires that product and brand managers shouldidesndBy showing what influences
symbolic needs and how these needs can be meashiedijssertation provides managers
with a useful basis for answering consumer needshbarniding a tailored offer. Managerial

implications were presented in more detail in eaticle.

Finally, these three articles open exciting aveniogsfurther research. In particular, the
guestion of stability allows the building of a sdumesearch agenda. There are several
stability-related issues that are emphasized ia thesis. Answering them represents the
possibility of conducting future interesting stuslieBy stability, | first mean the stability
across consumers. As shown in articles 2 and 3uwmars do not behave equally regarding
symbolic consumption. Some are more sensitive @sdlbenefits, some less. The impacts of
consumer personality and self-congruity alike halveady been investigated in this thesis to
explain these inter-individual differences. Howewkere remains scope for further research
before a complete understanding can be achievedn8ethe stability question also relates to
the variation across product categories. Some ptedare especially sought after and
appreciated for their symbolic attributes, whildets only have functional or emotional
attributes. Even within the tourism sector, somgtidations display high symbolic attributes
whereas others do not. In other words, symbolicsamption is not stable across and within
product categories. It would be highly interestiaginderstand the origins of these variations.
Finally, differences in the results of articlesri&leB provide preliminary support to state that
symbolic consumption is not stable over time. Theans that a consumer will not search for
and be sensitive to symbolic benefits similarlyéf has never experienced the product or the
brand, if he has experienced it once, or if heighlly loyal to it and has made repeated
purchases. Investigating stability over time woiddrely also represent a significant

contribution to the study of symbolic consumption.
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Last words

In conclusion, | would like to give some guidanoe future scholars working on this topic.
Marketing managers are often criticized for cregptiew needs rather than satisfying existing
ones. This matter is particularly important for fledd of symbolic consumption. Why is that?
Because, in this symbolic consumption, needs appeased on the essential desires of the
consumer to complete his identity. He might fedaek of self-esteem or a lack of social
integration and because of this lack, he is exprgssymbolic needs. It is honorable for
marketers to answer these needs once they areciypkxpressed by the consumer.
However, it is particularly shocking that marketeneate them before they have been
expressed by consumers. This would mean that nesgkptay on and reinforce consumers’
essential feelings of incompleteness only for maryeteasons. In no way is such behaviour

acceptable.

Moreover, while working on symbolic consumption, rkeding scholars and practitioners
should bear in mind that the issue of “consumentitieis an overwhelmingly ethnocentric
one for the rich, advanced economies of the Nortie vast majority of consumers in the
world desperately want to consume more, not to ¢er@por compliment some notional
‘identity’, but in order to survivé (Saren, 2007: 348). Even in our Western socigtiesany
people are unable to fully participate in the coneu society because they have little
discretionary spending or choice. Some of thisus tb low incomes, however consumer
disadvantage may take several forms including lafclccess to markets, information and
education, availability of finance and credit, efdtive practices of business, and other
personal factors such as immobility or iliness’idih

Therefore, as academics working on symbolic consieampwe have to make a special effort
to avoid the reductionism of all consumption intsiagle logic, namely the market logic
(Firat and Venkatesh, 1995). We have to deepemderstanding of symbolic consumption,
not to create new needs and achieve financial pragpbut to be better able to provide the

consumer with what he is looking for to completeexpress personal identity and well-being.
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