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Awesome and inspiring (for me personally)...
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Concept Visual

A visual summary of your research story that can inform,
Inspire, orient, and expand your paper’s readership.



FAQs



Frequent Student Questions

1. What’s the difference between a
concept and a roadmap visual?

2. Everyone talks about visuals. But
do | even need one in my paper?

3. Are there basic templates for
concept visuals in our field?

4. How do | position the consumer/
consumption in my visual?



1. What’s the difference between a
concept visual and an outline visual?

Outline Visuals (OV)

aka “roadmap models” organize your findings section

VS.

Concept Visuals (CV)

aka "conceptual models” illustrate your theorization

NOTE: A CV can also serve as an OV,
e.g., Ustuner and Holt (2007), JCR



Outline Visual Ex. 1: A Visual Outline
of the Study’s Findings
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Outline Visual Ex. 2: The Evolution of
Botox Cosmetic’s Brand Image (2002-2010)
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Because OVs are typically
functions of CVs, let’s focus
on how we can build CVs.



2. Do | even need a concept visual?

Do | have a

theorization?

YES

Does my theorization
lend itself to a visual?

NO YES
NO

No I’'m not Yes,
CV so sure. cv

T~

Would a CV help me Did the AE/reviewers
organize my thinking? ask me to create a CV?
YES NO NO YES
Make a visual but don’t No Yes,

include it in the paper. Ccv cv




3. Are there CV templates or genres?

To answer this question, | analyzed concept visuals in the last 28 years of culturally
oriented consumer research publications in JCR, JM, JMR, CMC, and Marketing Theory.



3. Are there CV templates?

A. CV Dimension Development
B. Basic CV Template Overview



3.A: Developing Dimensions

What causes what?

How do things
unfold over time?



D1: Variance vs. Process-Based Theorizing

3.A: Developing Dimensions

What causes what?

How do things
unfold over time?

VARIANCE THEORY

Explaining strategic change
through a variance model

Attn

butes of

Top management

focus ~ Extent of
Inter-departmental > Y Market
cooperation Orientation

»
Reward systems

Y= f{x1, ...., xn}

e.g., Kirca, Jayachandran,
and Bearden (2005)

PROCESS THEORY

Explaining strategic change
through a process model

o =
&l =
e e
Reality | * Events Reality 2
*  Activitics
* Choices
10 »in

e.g., Gebhardt, Carpenter,
and Sherry (2006)




More on Variance vs. Process-Based Theorizing

Process Theorization in Cultural Consumer

Research
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3.A: Developing Dimensions

One level
of analysis?

Multiple levels
of analysis?



3.A: Developing Dimensions

D2: One vs. Multiple Levels of Analysis

VN
Meso (Market) [I1i

Mﬁ Micro o




3.B: Basic Template Overview

Concept Visuals: Four Basic Templates

Variance-Based Process-Based

Intra-Level

Cross-Level



3.B: Basic Template Overview

Concept Visuals: Four Basic Templates

Variance-Based Process-Based
ete E /
Comparatives Pathfinders

Cross-Level A B Q

Interplays Transformations



Ask Yourself

Where does the consumer/
consumption live in the visual?

What'’s the first thing you see or
the first message you take away?

What role did the visual play In
organizing the authors’ thoughts?



A

Comparatives

Impact of Cultural Discourses on
Cognitive Elements of Goal Striving

Culturally pervasive discourse

Scientific rationalism Self-management Fatalism
Appraisals:

Self-efficacy Perceived self-efficacy eclipsed Strong conviction of self-efficacy Evaluation depends on whether
by perceived efficacy of across process trial is seen as willed by fate
technology

Action/outcome Expectations of each trial gener- Expectations of each trial Expectations vary across trials

expectations ally positive conservative

Affect toward means Disciplined Detached Positive when trials endorsed by

fate
Action planning:

Plan completeness Embrace one technique at a time Embrace multiple techniques at Embrace one trial at a time
based on recommendations of once; have a “Plan B” based on perception of what
experts higher power endorses

Plan specificity Escalation/change dictated by Escalation/change dictated by Few specific plans
experts self

Novelty Viewed as beyond bounds of Embraced/sought after Embrace if signals from higher
rationality power so indicate

Goal maintenance:

Protect/maintain goal Maintain within rational bounds Flexible about subgoals Maintain goal if perceived as will

of fate

Revise goal Revise within rational bounds Revise so long as parenthood Revise if perceived as will of fate

will result

Abandon goal Abandon if continuing seems Not supported Abandon if perceived as will of

irrational

fate: then count blessings

Fischer, Otnes, and Tuncay 2007, JCR



A

Comparatives

Relationships between

Liquid and Solid Consumption

Consumer identity

Nature of social
relationships

Accessibility to
mobility networks

Nature of precarity

Liquid Consumption

Solid Consumption

e ——————

* Low relevance to the self (Bardhi and Eckhardt 2012)

Commoditized and monetized relationships

* Brand publics (Arvidsson and Caliandro 2016)
* Social media (Zwick and Bradshaw 2016)
High accessibility

* Global nomads (Bardhi et al. 2012)

* Global cities (Sassen 2005)

Professional precarity
* Cultural creatives (McWilliams 2015)
* Gig economy prosumers (Ritzer and Rey 2016)

* High relevance to the self (Belk 1988)

Noncommoditized social relationships
* Brand community (Muniz and O'Guinn 2001)

Low accessibility
* |solated towns and rural areas

Economic precarity

* Downward mobility (Saatcioglu and Ozanne
2013)

* Greek economic crisis (Chatzidakis 2017)

Bardhi and Eckhardt 2017, JCR



Comparatives

Market System Dynamics as a Corrective to
Three Salient Scholarly Marketing Biases

Scholarly
marketing blases Imbalances in
scholarly attention

Economic actor bias

Privileging the actions ( \ \

Market system
dynamics correctives

Markets as complex
soclal systems

Theorizing discursive
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Giesler and Fischer 2016, MT



How to design

AL

Comparatives

Pick categories of X (X=discourses,
practices, etc.) for comparison

Pick two or more
structuring dimensions

Pick a takeaway message: contrast,
continuum, balance, imbalance, etc.

Visual elements:
tables, 2-by-2, 2-by-3, arrows, etc.



/

Pathfinders

The Evolution of Motives for High-Risk Consumption
in Relation to Risk Acculturation and Experience
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Celsi, Rose, and Leigh 1993, JCR



Pathfinders

Legitimation Stages and Framing Strategies
Legitimation Stages and Framing Strategies

o Geneml Vakcason
Stages of Legitimacy w
Diffusion o
Local
Valdason
Innovation
_——
Framing Strategy Ampli§cation Extension Bridging
Maragerial Acton Survey Form coalitons Survey Note opposs
discourse for with other intorests of & tonal ¥ames
oparant lrames OGANZAtONS broader range and bridge
and choose a In the fieid of stakeholders between
frame that will and with and extend existing fmme
appeal o superordinant exstng fmmes and cpposing
multiple organizations 1o meet those frames
stakebolders exiomal o nhecests
the fiela
Type of Legitimacy Cultural-Cogniive . Regulative \ Noemative
Legtimacy Leg: Y Legtimacys

Types of lagtimacy @0 ot alwarys oocur n this order. Steps should e taken 10 frst assess the type and level of leglmacy before choosng a
taming syategy

Humphreys 2010, JM



How to design

/

Pathfinders

Pick your focal construct
(e.g., legitimacy, risk experience)

Pick dimensions, and stages/phases
that shape your focal construct over time

Pick a takeaway message: growth,
decline, stagnation, variation, etc.

Visual elements:
2D, 3D graphs, boxes, arrows, etc.



A—B

Interplays

The Process of Collective Value
Creation in Brand Communities

Community

Social Engagement
Networking *Documenting
*Welcoming *Badging
*Empathizing *Milestoning
*Governing *Staking

Impression
Management
*Evangelizing
«Justifying

Brand Use

*Customizing
*Grooming
*Commoditizing

Schau, Muniz, and Arnould 2009, JM



A—B

Interplays

The Ideological Field of Technology:
A Semiotic Square
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P

Interplays
Hegemonic Memory Making

Moralistic algsa frame 19912000 1999-2005 Camavalesque nostalgia frame
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Brunk, Giesler, and Hartmann 2018, JCR



A—B

Interplays

The Consumer Al Experience

N CAPABLITY
Predicting

A CAPABILITY
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EXPERENCT
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Listening

DELEGATION
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SOCIAL
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L
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Interacting

Puntoni, Reczek, Giesler, and Botti 2020



How to design

A—B

Interplays

Pick cross-level categories
(e.g., scripts, discourses, institutions,
practices, identities, etc.)

Establish types and directions of
(relationships among) categories

Takeaway message: spanning field,
tension/contradiction, interaction etc.

Visual elements:
bubbles, gearwheels, semiotic
squares, contrasts, etc.



B. A

Transformations

A Process Model of Assembling
Nature for Romantic Consumption

Romantic Experiences of
External Nature

fo—d

New

Betrayals

=

B Z
2 4
= =

/
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Betrayals

Disciplines

Discourse

A L
/ \
/ Assemblage \
of
Nature

echnology Geography

‘---*
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Acceptable
Betrayals

Canniford and Shankar 2012, JCR



B. A

Consumer Responsibilization

as a Governmental Process
SHARED
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Comtravts sdealized Sanctifies responsible | > Develops concrese — Fosters adopiion of
respoveible conswmer comumer sabiect Momeh marked for resy LY ey e ¢
with brresponsible other cxpert knowledge se (- manape wene subjecriviry

Giesler and Veresiu 2014, JCR




B. A

Transformations

Market-Mediated Multiculturation
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Veresiu and Giesler 2018, JCR



B. A

Misalignment of Practice Elements
Causes Drag or Rush

S) Cultural ) Cultural
under- 1) Material under-
standings Set-Up standings S) CUM 1) Material
undes Set-Up
4) Teleo- 2) Bodidy 4) Teleo- 2) Bodily standings
ective Routines affective Routines

- and Skills and Skills 4) Teleo- 2) Bodily

st affective Routines

3) Rules 3) Rules Structure and Skills

N

Transformations

Performing the practice evokes experienced temporality t*®

Aligned Performance Misaligned Performance Misaligned Performance
Optimal timeflow Misaligned element Misaligned element
when all elements aligned speeding up timeflow, slowing down timeflow,

causing rush causing drag
Example outcomes
Security, relaxation, Stress, fear, frustration Boredom, lack of interest,
enjoyment lack of patience

Woermann and Rokka 2015, JCR



How to desian

B. A

Transformations

Pick focal transformation (e.g., timeflow,
nature experience, consumer responsibilization)

Create a sense of change-over-time by assembling
co-constitutive relations among shaping constructs
sequentially (e.g., (counter-)clock, left-to-right)

Pick a takeaway message: continuity/
discontinuity, topological shifting, etc.

Visual elements:
circles!, semiotic squares, arrows, boxes, etc.



3.B: Basic Template Overview

Concept Visuals: Four Basic Templates

Variance-Based Process-Based
ete E /
Comparatives Pathfinders

Cross-Level A B Q

Interplays Transformations



Exercise: Create a Concept Visual

What broader CV template did
| draw inspiration from for my CV?

Where does the consumer/
consumption live in my CV?

What’s the very first thing | wanted
the observer to see/take away?

Slides at: mgiesler.com



Let’s all create...



Informative,

captivating, cultural
consumer visuals of
stability and change.



