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ABSTRACT  
 
Transformative consumer research (TCR) is a new academic initiative among researchers 
committed to studying the role consumption plays in the major social problems of our day. 
These problems may involve the over consumption of products among the obese, the 
addicted, and the materialistic, or the under consumption of products among the hungry, the 
homeless, and the poor. The goal of transformative research is to do practical research that 
can be used by consumers, activists, policy makers, and businesses to improve consumer 
well-being. In this article, we propose rethinking the way that research is traditionally 
conducted in consumer research to make it more conducive to achieving TCR objectives. We 
start with the conventional approaches to consumer research and then offer alternative 
approaches to increase the likelihood that research will deliver useful and useable results. 

 

ARTICLE 
________________________________________________________________ 
 

Introduction 
 
Substantial advances in research aimed at improving consumer well-being have occurred 
since the birth of the Journal of Research for Consumers in 2001 (Pettigrew 2001). Over the 
past decade, more consumer researchers have become increasingly concerned with the 
many adverse consequences of individual- and society-level consumption patterns. These 
consequences include climate change (Varey 2010), exacerbated income disparity (Scott et 
al. 2011; Shapiro and Shultz 2009), and a range of health problems (Block et al. 2011; 
Scammon et al. 2011; Scott et al. 2008). A growing proportion of journal space in the 
consumer behaviour discipline is dedicated to studies concerned with these pressing social 
issues. 
 
In 2005, Transformative Consumer Research (TCR) emerged to unite consumer 
behaviourists and those researchers in related fields who engage in studies “that are framed 
by a fundamental problem or opportunity, and that strive to respect, uphold, and improve life 
in relation to the myriad conditions, demands, potentialities, and effects of consumption” 
(Mick 2006, p.2). Under the banner of TCR, significant work materialized including numerous 
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publications (e.g., Crockett et al. 2011; Mari 2008; Mick et al. 2012b; Pechmann et al. 2011; 
Petkus 2010), conferences (dedicated TCR conferences in 2007, 2009, and 2011) and 
special sessions at conferences (e.g., Arnould 2009; Ozanne 2009). While interest continues 
to grow in TCR-related issues, this new area of academic research is not considered 
mainstream: that is, most consumer researchers continue to focus on generating knowledge 
that is of managerial relevance for commercial organisations. Transformative researchers 
seek to study problems that are meaningful to consumers and generate findings that can be 
translated for their benefit. However, little guidance exists for researchers seeking to adopt a 
more consumer-focused orientation in their work and deliver practical results. These gaps 
are especially problematic for novice researchers who wish to tackle social issues but lack 
the expertise, mentorship, and funding required to undertake the often herculean tasks 
involved in addressing the complex and multi-factorial consumption-related problems facing 
humankind.  
 
Current methods of initiating, performing, and reporting on consumer research are unlikely to 
be sufficient for the challenges of TCR. Our typical research approach is to work individually 
or in small groups to investigate well-defined and carefully demarcated elements of human 
behaviour at a single point in time, and then to report our results to our colleagues through 
the peer-reviewed journal system. This approach does not adequately equip us to address 
those consumption-related phenomena that are most problematic for consumers. The TCR 
goal to positively transform consumers and consumption practices requires an alternative 
orientation that involves conceptualising research problems more broadly and acknowledging 
the influence of a wide range of factors over extended periods of time. It will often involve 
more creative sampling and data collection activities, along with more iterative and integrated 
approaches to data analysis. Finally, a new model of research dissemination is required for 
research outcomes to be articulated into organisational and individual practices and public 
policy (Mick et al. 2012a). While this may sound overwhelming and discouraging, examples 
exist in other disciplines to guide our attempts. Public health researchers, for example, are 
long accustomed to wrestling with the difficulties currently facing consumer researchers in 
their attempts to achieve transformational outcomes (Woolf 2008). 
 
The purpose of this paper is to provide concrete suggestions about the way the TCR sub-
discipline could evolve over time to facilitate researchers of all levels becoming actively 
involved in consumer-oriented research and achieving meaningful outcomes. ‘Meaningful’ in 
this sense relates to both the theoretical advancements that build our collective body of 
knowledge and the practical results that make a substantive difference in consumers’ lives. 
Specifically, we commence a dialogue about the formulation of research teams and the 
process of disseminating results to realise the potential of TCR. 
 
Research teams 
 
TCR needs to be transdisciplinary in nature in order to address the complex social 
phenomena that are its grist. Confining our studies to single research paradigms is unlikely to 
generate the new insights necessary to tackle well-established and persistently ‘sticky’ 
problems that resist resolution despite focused attention from researchers within many fields. 
Transdisciplinary research is defined as “cutting across disciplines through use of a common 
conceptual framework to address a particular problem, blending together commonly 
accepted concepts and theories” (Rosenfield 1992, p. 1350). It also typically involves a 
greater number of stakeholders relative to more traditional, single-discipline research (Klein 
2008). Such an approach is generally beyond the abilities and resources of individuals or 
small groups, especially when they belong to the same discipline.  
 
The transdisciplinary approach represents a useful model for TCR. While Sherry (2006) 
offers some useful practical advice for building and managing research teams, our focus 
here is on the benefits of this collaborative form. Research teams comprised of individuals 
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representing different disciplines can be more innovative and effective than single-discipline 
teams because of the varying perspectives and expertise that are brought to the research 
problem and the resulting stimulation experienced by team members (Barjak and Robinson 
2007; Smith 1971; Upham and Small 2010). This approach can be especially productive in 
the study of complex phenomena that are difficult to define and that resist theoretical 
compartmentalisation because of the number of interrelationships that are not yet fully 
understood (Birnbaum 1981). For example, consider the sky-rocketing rates of diabetes 
among indigenous peoples (Ferreira and Lang 2006). Medical researchers provide essential 
insights about the physical manifestations and causes of diabetes. Cultural anthropologists 
can help identify the familial and kinship patterns that provide both opportunities and 
obstacles to well-being. Consumer researchers, who seek to understand consumption from 
the perspective of the consumers, can provide deeper insight into the meaning of these 
consumption practices. Indigenous researchers can expose the historical patterns of 
exploitation and marginalization that create communities under stress (Smith 1999). 
 
Being part of a research team with diverse membership can be particularly useful and 
stimulating for younger team members (Smith 1971; Webber 1974) and can enhance 
doctoral student training by increasing completion rates (Rey-Rocha, Garzon-Garcia, and 
Martin-Sempere 2006). However, care needs to be taken to ensure that younger group 
members are not discouraged when their ideas and contributions are amended or rejected 
by more experienced group members (Bartell 1984). Including younger researchers in teams 
can facilitate the longevity of the project, and it inducts a new generation of researchers into 
the focal area of research, thereby increasing the potential for the research area to constitute 
a lasting ‘research front’ (Upham and Small 2010). 
 
Another aspect of team diversity is nationality. Many TCR projects would benefit from 
international collaboration to enable identification of cross-cultural similarities and differences 
and to facilitate social improvements in countries with the lowest standards of living. In 
addition, the availability of research funding in other countries can be an important motivator 
for international collaboration (Vincent-Lancrin 2006). While international collaboration brings 
a range of difficulties that complicate the research process, the very heterogeneity of the 
research team can stimulate creativity and achieve paradigmatic breakthroughs (Bouncken 
2009; Nason and Pillutla 1998). Working in different time zones presents challenges, 
although it also offers opportunities for enhanced productivity by allowing continual progress 
to be made on the project over a 24-hour period (Stokols et al. 2008).  
 
Research dissemination 
 
We advance that TCR will benefit from the use of transdisciplinary teams who can 
conceptualize complex social problems more broadly and engage in sustained research. But 
how do these transformative researchers get their findings to the people whose lives they 
hope to improve? Traditional researchers are content to publish their findings in peer-
reviewed journals, optimistically hoping that their findings will find a way into the hands of the 
people who can use them. Transformative researchers are sobered by the challenges of 
disseminating research findings and assume that researchers will have to play a more active 
role in the diffusion of research results (Mick et al. 2012a).  
 
We offer three suggestions. First, as any successful marketer knows, researchers must have 
a target audience whom they hope to influence and a good understanding of the needs of 
this audience. So researchers need to identify the person or organization that is in the best 
position to use their findings. Ideally, researchers will have considered their target audiences 
early in the design and planning of their research. Consider the Smarter Lunchrooms 
initiative that disseminates applicable research findings directly to parents and food service 
directors in public schools (www.smarterlunchrooms.org: Wansink 2006). This initiative is 
based on a firm understanding of the constraints faced by public school officials who lack 
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significant financial and human resources. As such, guided by research findings, food service 
directors are given easy and inexpensive suggestions to make healthy food more attractive 
to children so they will voluntarily make healthy food selections.  
 
Second, various forms of artistic expression can be used to communicate research findings 
in interesting and engaging ways to both consumers and other relevant stakeholders. 
Effective uses of art to inspire social change are far ranging and include theatre (Boal 1979), 
soap operas (Nariman 1993), songs (Lewis 2001), poetry (Downey 2010, 2011; Gallardo, 
Furman, and Kulkarni 2009; Sherry and Schouten 2002), photography (Ewald 1985), film 
(Kozinets and Belk 2006), and murals (Ozanne and Anderson 2010), to name but a few. Art 
can focus public attention, provide an expressive and healing release, and break through the 
clutter to communicate effectively (McDonald, Sarche, and Wang 2006). For instance, 
teenagers within an indigenous community with high rates of diabetes expressed their 
understanding of the disease in a community mural that inspired discussion of the issue 
within the community (Ozanne and Anderson 2010). Art can offer a therapeutic release for 
communities in crises, such as the NAMES Project that memorialized in a quilt those people 
who have died from the AIDS epidemic; it is believed to be the largest community art project 
ever created (McDonald et al. 2006). Sometimes art can be used to communicate across 
geographical and cultural distances that divide people. For example, Wang, Buruss, and 
Ping (1996) publically displayed photographs taken by poor Chinese women to express the 
problems they faced, such as inadequate childcare. Public policy makers, who were far 
removed from the harsh realities of these women’s daily lives where children accompanied 
their mothers into the fields, were inspired by the vivid display and allocated additional 
funding for a day care centre.  
 
Third, social media offer a broad array of tools that are providing unprecedented 
opportunities for disseminating information and community organizing (Kozinets, Belz, and 
McDonagh 2012). Jayanti and Singh (2010) found that online communities can collectively 
help consumers make sense of their own experiences of an illness and learn new 
opportunities for action that are potentially empowering. Kozinets et al. (2012) suggest three 
uses for online communities that include local communities that use these tools to coordinate 
activities, virtual support groups who may span distances but use social media to 
communicate and provide social support, and groups that organize around specific issues 
and seek to exchange information and inspire action. Far less attention is paid on how these 
tools could be used to foster two-way exchanges among researchers and consumers. One 
interesting exception is the Lost Ladybug Project, where entomologists at Cornell University 
partner with ordinary people across North America to become citizen-scientists. Researchers 
were at a loss to explain the decline in native species so they enlisted the help of citizen-
scientist across the country to collect and photograph ladybugs in their area and then upload 
this information. Over 3000 people have sent in photos. Researchers gained invaluable data 
that would have been impossible to gather and citizens, many of whom were school age 
children, got first-hand exposure to scientific research in their local environs 
(www.ladybugproject.org).  
 
Conclusions 
 
In summary, we highlight two important changes that are needed in the way that we do 
research that aims to have a social impact. We advance the need for more transdisciplinary 
and diverse teams to study the daunting social problems that we currently face. In addition, 
we emphasize the need for more creative ways to effectively communicate our research 
findings to the people who can utilize them.  
 
The challenges facing transformative consumer researchers are great. This type of engaged 
scholarship is hard to do and we will have to continue to innovate and refine as we learn from 
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our successes and failures. But we have an opportunity to do research that can alleviate 
suffering and improve well-being. We believe that the risks are worth the reward. 
  
 

 
References 

 
Altman Arnould, Eric (2009), “Building an Understanding of What Makes Consumer Behavior 

Transformative,” in Ann McGill and Sharon Shavitt, eds. Advances in Consumer 
Research, Vol. 36, Duluth, MN: Association for Consumer Research, pp. 114-118. 

Barjak, F. and S. Robinson (2007), “International Collaboration, Mobility and Team Diversity 
in the Life Sciences: Impact on Research Performance,” Social Geography 
Discussions, 3, 121–157. 

Bartell, Marvin (1984), “A Bibliographical Introduction and Review of some Factors 
Influencing the Effectiveness of Research and Development Teams: The Agricultural 
Research,” Agricultural Administration, 16, 113-129. 

Birnbaum, Philip H. (1981), “Contingencies for Interdisciplinary Research: Matching 
Research Questions with Research Organizations,” Management Science, 27 (11), 
1279-1293. 

Block, Lauren G., Sonya A. Grier, Terry L. Childers, Brennan Davis, Jane E .J. Ebert, Shiriki 
Kumanyika, Russell N. Laczniak, Jane E. Machin, Carol M. Motley, Laura Peracchio, 
Simone Pettigrew, Maura Scott and Mirjam N. G. van Ginkel Bieshaar (2011), “From 
Nutrients to Nurturance: A Conceptual Introduction to Food Well-being,” Journal of 
Public Policy and Marketing, 30 (1), 5-13.  

Boal, Augusto (1979), Theater of the Oppressed, New York: Urizen. 
Bouncken, Ricarda (2009), “Creativity in Cross-Cultural Innovation Teams: Diversity and Its 

Implications for Leadership,” in Peter Meusburger, Joachim Funke, and Edgar 
Wunder, eds. Milieus of Creativity, Dordrecht: Springer Netherlands, pp. 189-200. 

Crockett, David, Laurel Anderson, Sterling A. Bone, Abhijit Roy, Jeff Jianfeng Wang, and 
Garrett Coble (2011), “Immigration, Culture, and Ethnicity in Transformative 
Consumer Research,” Journal of Public Policy & Marketing, 30 (1), 47–54. 

Downey, Hilary (2010), “Suppressing the Medical Model,” “Family War,” and “The Fallenness 
of Humanity,” in Roel Wijland, John Schouten, and John F. Sherry, Jr., eds. Canaries 
Coalmines Thunderstones, St. Bathans, New Zealand: University of St. Bathans 
Press. 

Downey, Hilary (2011), “The Last Gift,” “Vulnerability,” and “The Letter,” in Roel Wijland, ed. 
Coyotes Confessions Totems, St. Bathans, New Zealand: University of St. Bathans 
Press.  

Ewald, W. (1985), Portraits and Dreams: Photographs and Stories by Children of 
Appalachians, New York: Writers and Readers. 

Ferreira, Mariana Leal and Gretchen Chesley Lang (2006), Indigenous Peoples and 
Diabetes: Community Empowerment and Wellness, Durham, NC: Carolina Academic 
Press. 

Gallardo, Heather, Rich Furman, and Shanti Kulkarni (2009), “Explorations of Depression: 
Poetry and Narrative in Autoethnographic Qualitative Research,” Qualitative Social 
Work, September 8, 287-304. 

Jayanti, Rama K. and Jagdip Singh (2010), “Pragmatic Learning Theory: An Inquiry-Action 
Framework for Distributed Consumer Learning in Online Communities,” Journal of 
Consumer Research, 36 (April), 1058-1081. 

Klein, Julie T. (2008), “Evaluation of Interdisciplinary and Transdisciplinary Research: A 
Literature Review,” American Journal of Preventive Medicine, 35 (2S), S116–S123. 

Kozinets, Robert V. and Russell W. Belk (2006), “Camcorder Society: Quality Videography in 
Consumer and Marketing Research,” in Russell W. Belk, ed. Handbook of Qualitative 
Research Methods in Marketing, UK: Edward Elgar, pp. 335-344. 



6 

 

Kozinets, Robert V., Frank-Martin Belz, and Pierre McDonagh (2012), “Social Media for 
Social Change,” in David Mick, Simone Pettigrew, Cornelia Pechmann, and Julie L. 
Ozanne, eds. Transformative Consumer Research for Personal and Collective Well-
Being. NY: Taylor and Frances, pp. 205-223. 

Lewis, Helen M. (2001), “Participatory Research and Education for Social Change: 
Highlander Research and Education Center,” in Peter Reason and Hilary Bradbury, 
eds. Handbook of Action Research, Thousand Oaks, CA: Sage Publications, pp. 262-
268. 

Mari, Carlo (2008), “Doctoral Education and Transformative Consumer Research,” Journal of 
Marketing Education, 30 (1), 5-11. 

McDonald, Marian, Jennifer Sarche, and Caroline C. Wang (2006), “Using the Arts in 
Community Organizing and Community Building,” in Meredith Minkler, ed. Community 
Organizing and Community Building for Health, New Brunswick, NJ: Rutgers 
University Press, pp. 346-364. 

Mick, David G. (2006), "Meaning and Mattering through Transformative Consumer 
Research," in Cornelia Pechmann and Linda L. Price, eds. Advances in Consumer 
Research, Vol. 33, Duluth, MN: Association for Consumer Research, pp. 1-4. 

Mick, David G., Simone Pettigrew, Cornelia Pechmann, and Julie L. Ozanne (2012a), 
“Origins and Envisionments of Transformative Consumer Research,” in David Mick, 
Simone Pettigrew, Cornelia Pechmann, and Julie L. Ozanne, eds. Transformative 
Consumer Research for Personal and Collective Well-Being. NY: Taylor and Frances, 
pp. 3-24. 

Mick, David G., Simone Pettigrew, Cornelia Pechmann, and Julie L. Ozanne, eds. (2012b), 
Transformative Consumer Research for Personal and Collective Well-being. New 
York: Taylor and Frances. 

Nason, Stephen W. and Madan M. Pillutla (1998), “Toward a Model of International 
Research Teams,” Journal of Managerial Psychology, 13 (3/4), 156-166. 

Nariman, Heidi Noel (1993), Soap Operas for Social Change: Toward a Methodology for 
Entertainment-Education Television, Westport, Conn.: Praeger. 

Ozanne, Julie L. (2009), “Taking It to the Streets: Methodological Challenges of Doing 
Transformative Consumer Research on Health,” in Ann McGill and Sharon Shavitt , 
eds. Advances in Consumer Research, Vol. 36, Duluth, MN: Association for 
Consumer Research, pp. 143-145. 

Ozanne, Julie L. and Laurel Anderson (2010), “Community Action Research,” Journal of 
Public Policy & Marketing, Spring, 29 (1), 123-137. 

Pechmann, Cornelia, Elizabeth S. Moore, Alan R. Andreasen, Paul M. Connell, Dan 
Freeman, Meryl P. Gardner, Deborah Heisley, R. Craig Lefebvre, Dante M. Pirouz, 
and Robin L. Soster (2011), “Navigating the Central Tensions in Research on At-Risk 
Consumers: Challenges and Opportunities,” Journal of Public Policy & Marketing, 30 
(1), 23–30.  

Petkus, Ed (2010), “Incorporating Transformative Consumer Research into the Consumer 
Behavior Course Experience,” Journal of Marketing Education, 32 (3), 292-299. 

Pettigrew, Simone (2001), "Why a Journal of Research for Consumers?" Journal of 
Research for Consumers (www.jrconsumers.com), 1.  

Rey-Rocha, Jesús, Belén Garzón-García, M., and José Martín-Sempere (2006), “Scientists’ 
Performance and Consolidation of Research Teams in Biology and Biomedicine at 
the Spanish Council for Scientific Research,” Scientometrics, 69 (2), 183-212. 

Rosenfield, Patricia L. (1992), “The Potential of Transdisciplinary Research for Sustaining 
and Extending Linkages Between the Health and Social Sciences,” Social Science & 
Medicine, 35, 1343–1357. 

Scammon, Debra L., Punam A. Keller, Pia A. Albinsson, Shalini Bahl, Jesse R. Catlin, Kelly 
L. Haws, Jeremy Kees, Tracey King, Elizabeth Gelfand Miller, Ann M. Mirabito, Paula 
C. Peter, and Robert M. Schindler (2011), “Transforming Consumer Health,” Journal 
of Public Policy & Marketing, 30 (1), 14–22. 



7 

 

Scott, Linda, Jerome D. Williams, Stacey Menzel Baker, Jan Brace-Govan, Hilary Downey, 
Anne-Marie Hakstian, Geraldine Rosa Henderson, Peggy Sue Loroz, and Dave 
Webb (2011), “Beyond Poverty: Social Justice in a Global Marketplace,” Journal of 
Public Policy & Marketing, 30 (1), 39-46. 

Scott, Maura L., Stephen M. Nowlis, Naomi Mandel, and Andrea C. Morales (2008), “The 
Effects of Reduced Food Size and Package Size on the Consumption Behavior of 
Restrained and Unrestrained Eaters,” Journal of Consumer Research, 35, 391-405. 

Shapiro Stanley J. and Clifford J. Shultz II (2009), “Macromarketing, Controversy and 
Economic Development: Just Before and Now During the Global Meltdown,” 
European Business Review, 21 (4), 313-325. 

Sherry, John F. (2006), “Fielding Ethnographic Teams: Strategy, Implementation, and 
Evaluation,” in Russell W. Belk, ed. Handbook of Qualitative Methods in Marketing, 
UK: Edward Elgar, pp. 268-276. 

Sherry, John F. and John W. Schouten (2002), “A Role for Poetry in Consumer Research,” 
Journal of Consumer Research, 29, 2, 218-234. 

Stokols, Daniel, Shalini Misra, Richard P. Moser, Kara L. Hall, and Brandie K. Taylor (2008), 
“The Ecology of Team Science Understanding Contextual Influences on 
Transdisciplinary Collaboration,” American Journal of Preventive Medicine, 35 (2S), 
S96–S115. 

Smith, Clagett G. (1971), “Scientific Performance and the Composition of Research Teams,” 
Administrative Science Quarterly, 16 (4), 486-496. 

Smith, Linda T. (1999), Decolonizing Methodologies: Research and Indigenous Peoples, 
London: Zed Books. 

Upham S. Phineas and Henry Small (2010), “Emerging Research Fronts in Science and 
Technology: Patterns of New Knowledge Development,” Scientometrics, 83, 15–38. 

Varey, Richard (2010), “Marketing Means and Ends for a Sustainable Society: A Welfare 
Agenda for Transformative Change,” Journal of Macromarketing, 30, 112-126. 

Vincent-Lancrin, Stéphan (2006), “What is Changing in Academic Research? Trends and 
Futures Scenarios,” European Journal of Education, 41, 2. 

Wang, Carolina, Burris, M. A., and Ping, X. Y. (1996), “Chinese Village Women as Visual 
Anthropologists: A Participatory Approach to Reaching Policymakers,” Social Science 
and Medicine, 42 (10), 1391-1400. 

Wansink, Brian (2006), Mindless Eating, New York: Bantam Books. 
Webber, Ross A. (1974), “The Relation of Group Performance to the Age of Members in 

Homogeneous Groups,” Academy of Management Journal, 17 (3), 570-574. 
Woolf, Steven H. (2008), “The Meaning of Translational Research and Why it Matters,” 

Journal of the American Medical Academy, January 9/16, 299 (2), 211-213.  



Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.


