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Abstract 

 

Communities and their specific consumptions is a fundamental subject to 

understand our world which is, most of the time, different from what we already know. 

In a period of globalization and of profound changes in human relations, it is important 

to understand other cultures, other spiritualties and other conceptions of life. Marc 

Aurelius said “We are the other of the other”, which means that our conception of the 

world is not the right answer, but one of the possible answers. 

This research studies the relation between the consumption and community. The 

purpose of this thesis is to identify the key elements that influence the consumption of 

an individual within a community, the impact of the community members on the 

community consumption behaviour, and how industries and professionals could answer 

to the community needs in terms of products and services. In addition, we have made a 

focus on the influence of a specific member of a community: the leader. 

To be more precise, the research fulfils different objectives which are: first, to review 

and identify key principles of communities, from existing literature; second, to adopt a 

360° study method which allows us to have an overview of our problem by collecting 

data from different actors of the subject (Opinion leaders, professionals and customers);  

The literature review and this qualitative data collection helped us to identify the key 

elements which lead and determine the relation between consumption and communities. 

With this purpose in mind, we were motivated to collect qualitative primary data 

through an interpretivism paradigm. We conducted semi-structured interviews with 

open questions with selected participants who have a key role in the community. The 

main objective of the interviews was to gain a comprehensive and reliable perception of 

the situation from different key points of view.  

Our main goal is to identify what are the key elements in the relation between 

communities and consumption. On this road, we also wanted to know why a community 

is tightening on its practices and if their consumption may attract non-members of the 

community. 
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1. INTRODUCTION 

In this chapter, we will present the subject background and our research approach. We 

will present the main research previously carried out by sociologists and by marketing 

researchers, this, in order to highlight the major theories that form our basic premise. 

We will, then, end this chapter by presenting the problem which this thesis comes out of 

and its purpose. 

1.1. THEORETICAL BACKGROUND 

For Aristotle, the Man is a social animal. Tonnies also assumes that the man is a social 

animal by nature. It explains why he is living in society, which is directed by “a system 

of laws which stood in direct contrast to the individualistic rational law” (Tonnies & 

Loomis, 2002, p.9). So, the society can not only be based on feelings such as altruism, 

mutual sympathy understanding or mutual recognition… and all these factors lead to the 

existence of communities based on these criteria inside a society. Our subject, will, so 

be shared between the observations of the internal rules and functioning of a community 

and the external rules of the communities which are laid down by the society in which 

the communities are evolving.  

So the interest of studying communities and the cultural phenomenon linked to it and 

their latest developments. These developments are partly due to globalization and the 

opening of borders in Europe for example. This leads to a profound evolution of field of 

study with greater social mix. These cultural changes have huge implications for the 

deployment of international marketing programs. Given these multicultural evolutions, 

it becomes important in any type of marketing research to better manage and understand 

the existing cultural differences. One of the major cultural challenges of marketing 

would be to develop an upgradeable marketing to minimize the risk of ethnocentrism. 

This would reduce the risk of failures in the conquest of foreign or local new markets 

(mostly due to ignorance of individuals and their belonging community, and the myth of 

superficial similarity between individuals in which some marketing managers believe 

in). The marketing interest would be to use cultural diversity by seeking such a "cultural 

lever" based on mutual learning in every kind of society. 

The development of modern society conditioned an environment heavily loaded of 

objects, signs and interactions based on market exchanges, where the production of 

manufactured goods and services continue to expand and diversify (Goodwin et al, 

2013, p. xxi). This phenomenon is coupled with the acceleration of the renewal of the 

available supply. So, faced to this complexity, economic actors and analysts are looking 

for benchmarks, because the stakes have become considerable. Therefore, to achieve 

economic sustainability, companies need to well identify the needs and expectations of 

their targeted customer bases, and so the targeted communities. 

Economic and social rapid changes have made people feeling lost and frustrated: in a 

consumer society in which life is dedicated to the possession, where identity is lead by 

consumption, every area of daily life is assessed as material variables: as an example the 

quality of a book is evaluated through the number of prints (Arnoult & Thompson, 

2005, p. 871) and according to Baudrillard (1970, p. 95), consumption is in a legal 

impasse. Today's consumers are more involved in their act of purchase; they realized 

the impact of their actions. Through their consumptions, they look for an identity, the 

respect of their particularities and preservation of their natural balance. Indeed, 
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communities and societal changes involve that consumers have more responsibilities 

and are looking for strong identification through their personal consumption: indeed, 

ethnicity is becoming an essential variable of consumer behaviours, thanks to the 

anthropology which allows deep understanding of consumer needs. 

Regarding to the dynamics around the societal mutation implied by the globalization, 

the first factor to take into consideration is undoubtedly the cultural environment. 

According to Dubois (1987, p. 59-61) taking into account the cultural environment in 

marketing, comes down to understanding the worldview and way of societies 

functioning. In addition, Cova and Cova (2002, p. 596) assumed in their articles, that 

northern countries are characterized by their individualism. According to the scholars, 

the fragmentation of the society is due to the development of the industry and 

commerce, because products and services have little by little replaced some tasks left 

behind by tradition. From one’s own home, and without physical social interaction, one 

can obtain almost everything one desires (Cova and Cova, 2002, p.596). But the two 

authors also proclaim that this social assessment is changing and that the social re-

composition is visible. People that were previously liberated from social constraints are 

reversing the tendency. This result is the alternative quest of social arrangements and 

new communities (Goulding et al., 2001). Individualism is not the social norm anymore 

and it revives the tribal marketing field of study in order to study this new phenomena. 

Important aspects that have to be taken into account are all the notions around the 

community. Culture, society and community are linked together. Social group is the link 

between the individual and the society he is living in. 

There are multiple fields of marketing which are related to the study of gathering of 

consumers or individuals with a common way of life (Badot & Cova, 2003, p. 87). 

Hoffman and Novak (1996) highlighted the necessity of a modification of the marketing 

strategy thanks to the modifications of the communion means such as Internet. The 

marketing field of study has strongly oriented his interest to “a one to one” or “a one to 

few” marketing approach, which appeared for the first time in the publication of Don 

Peppers et Martha Rogers  (1997), in opposition to the “one to many” marketing 

approach (Badot & Cova, 2003, p. 90). This growing interest around targeting a specific 

group of consumers, despite targeting a mass of heterogeneous individuals, has opened 

new era in the marketing field of study.  Scholars like Badot and Cova have called it 

moving marketing, which is subdivided in multiple categories such as the brand 

marketing, tribal marketing, viral marketing, ethical marketing… The postmodern 

research approach provides us new means to widen our perspective of consumers 

(Gronroos, 2006) and helps us to better understand their consumption within a social 

context. Tribal marketing is an alternative to the mass marketing, whereby, consumers 

are found in some instance to initiate, build and maintain consumption-focussed groups 

(Cova & Salle, 2008; Kozinets, 1999). Cova (1997, p. 297) has defined consumer tribes 

as groups of people which are emotionally connected by their similar consumption’s 

values and habits. According to Bagozzi’s (2000), choosing to investigate on the social 

context of consumption is necessary to understand the “real” consumer and be closer to 

his expectation; this form of marketing has to serve the consumer. Using a tribal 

approach to the consumer behaviour forces the marketer to look beyond the 

conventional marketing theories and stop classifying consumers with classical social 

indicators (age, sex, profession…) by further investigating on meaningful shared 

characteristics (Addis & Podesta, 2005). The affective attachment that tribal members 

possess for their tribes helps marketers to create a stronger relationship with their group 

of consumers and serve better their interests (Cova, 1997). 
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By being a member of a community, and so, have a personal culture which is shared by 

the other members of the community, we might consider that it leads a structured way 

of thinking, feeling and reacting as a human group. These two scholars added that these 

affiliations are mainly acquired and transmitted through some symbols representing a 

specific identity (which might include concrete objects produced by the group). Indeed, 

communities and so the different cultures leading from them have a proven influence on 

individuals consumption behaviour. Therefore, it would act on preferences, search for 

information (Hirschman, 1983, p.200), attitude formation (Singh, 2005, p. 14-16). So 

studying these specific areas of marketing is relevant in order to better understand what 

may be the similarities and differences between communities and how it can impact the 

members' consumption. This will be helpful to study in the same time communities and 

individual consumption behaviours in order to get the full scope of influences involved 

by these phenomena. 

Because, by nature, social groups are part of the identification process of the individual 

under study. And the community are integrated in the society as sub-group in which 

individuals share a common system of value, norms and artefacts. This system of value, 

the internal norms of the community, form a common culture shared by all the members 

of the group (Sitz & Amine, 2004, p. 8). This is important to have all these information 

in mind because we will have to switch between all these levels of interest all along the 

research. And it will become even more important, regarding the concept of sub-culture, 

developed by Muniz and O'Guinn (2001, p. 414) which is relevant in the study of the 

concept of brand community. All concepts are linked one to the other and there are any 

possibilities to deal with one of these concepts without having some notions of the two 

others. 

1.2. KNOWLEDGE GAP 

Marketing approaches and some other fields of research have largely studied the social 

dimensions of consumption activities such as we wanted to do, with some of the 

following studies that were very helpful to start the comprehension of the social 

influence in marketing (Xueming & Bhattacharya, 2006; Rintamäki et al, 2006, 

Drumwright, 1996; Handelman, & Arnold, 1999). All these studies were based on the 

information the researchers have got from their observation of some phenomena that 

take place in the model of a society. Our interest in our research and more specifically 

for this thesis is a little bit different because our research is also based on the influence 

of the society external system of belief of the communities under study on the 

consumption. but we are making a focus on some specific group which are included in a 

society: the communities. 

Some authors such as Firat and Dhalioka perceived the tribal marketing as a mean that 

hides “the ability of the market to co-opt, usurp and commodify, as part of mainstream 

culture, the subversions attempted by the consumer” (Firat and Dhalioka, 1998, p. 64). 

In other words, this is a disguised mean to vehicle the hyper capitalism and standardise 

the market on the desire of the more powerful group of consumers (Rifkin, 2000). Then, 

in this article concerning consumer tribes, Mitchell and Imrie argue in favour of a future 

research that takes into account the role of the leader within a consumer tribe, in order 

to identify the impact of his opinion on the community consumption (Mitchell and 

Imrie, 2011, p. 53). The scholars also identify the number of communities as an issue in 

order to understand all the implications of tribes of consumers on the market. The more 

information on different communities marketing researchers can get, the more helpful it 
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will be, in order to build a completed marketing model. They finally call for further 

investigations on tribe loyalty to a brand, a product or services, because it has been well 

developed for single consumer but less concerning the consumption of a community. 

This kind of study, around community and culture, contributes to the stream of 

consumer culture literature (Arnould and Thompson, 2005), but the investigation needs 

to be more precise, regarding the community members consumption, motivation, 

behaviour and social interactions as tribal members. According to Cova and Cova 

(2002), much information has to be taken into account to discover a marketing strategy. 

The limitation of the case studies, in this particular area of marketing, is that regarding 

to the multiplicity of social groups, the marketing strategy has to be adapted to the 

social group under study and also be tempered with a psychological view and an 

ethnological approach. 

Regarding to the community, the attachment to the brand for the consumer has been 

studied. But additional information is needed to better understand the phenomenon of 

brand loyalty in this marketing domain (Loureiro et al, 2014, p 529). Some researches 

have to be done on the “anti-branding”, representing the rivalry between brands, 

products or services through the community marketing field of study. It will represent 

additional knowledge in marketing, regarding to the previous study conducted by 

Schouten and McAlexander (1995). Loureiro et al. also recommend to conduct such a 

study in a postmodern surrounding in order to investigate on the motivation of 

individuals within a community, and so, understand the internal consumption behaviour 

of a sport fans community. 

The role of the leader, within a community, has not been sufficiently studied and Scott 

(2014, p.8) argues in favour of researches not only around the leadership inside a 

community but also tried to determine what can be the role of leaders in this social 

environment. The characteristic of this specific individual and his impact on other 

members of his community has to be better studied. Sitz (2006, p. 13) pointed out that, 

within a community, the positions of the members are not static but change depending 

on the group structure and its members behaviour. In a research, all community’ 

members will not have the same value regarding to their social rank and it can have an 

influence on the research. The scholar encourages researchers to focus on the members 

who occupy the highest social positions, often the leaders, or members’ representatives 

of their social group. These members have the biggest influence on their community 

development and they maintain links with the social environment and the community 

(Harrington and Fine, 2000). A bad choice concerning the community members under 

study can be an issue 

 

1.3. RESEARCH QUESTIONS 

Considering the background and problem statement, we decided to answer the 

following problematics: 

 What are the key elements which determine the consumption of a community?  

 How industries and professionals could answer to the community needs in term 

of products and services?   

 What are the impacts coming from the communities' leaders on the consumption 

of other members? 
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1.4. RESEACH PURPOSE AND OBJECTIVES 

We are conducting a descriptive research in order to describe the phenomena we will 

discover as they exist. We use it to identify and obtain information on the characteristics 

of a particular issue (Collis & Hussey, 2014, p. 4). 

The overriding purpose of this thesis is to identify the key elements that influence the 

consumption of an individual within a community, the impact of the community 

members on the community consumption behaviour, and how industries and 

professionals could answer to the community needs in terms of products and services. 

Our challenge is to understand the internal rules of a community, determine what are the 

implications and roles of each type of individuals in the community (simple member, 

leader, follower...) in order to find if there are some possibilities, for a member, to 

influence the consumption behaviour of the community he belongs to. All the data we 

are looking for will be given by our literature researches and all the specific points, that 

requested additional researches, will be investigated through the qualitative study we 

will lead. 

Our desire is to investigate the full scope of the tribal marketing. It follows the 

recommendations of Mitchell and Imrie (201, p. 53) who have recommended to the next 

researchers to use several forms of community: in one hand communities united around 

a brand, a product, a service… and in another hand, communities (tribes) that share 

strong similarities. Our choice of study is investigating on communities under these two 

approach angles. Because of all these considerations, we choose to investigate on brand 

communities through the sport branding and the behaviours of sport fans. The second 

type of community we chose is the religious one. It allows us to base our researches on 

a strong historical base and religious written work, which sets up the consumption of the 

community members. This choice was possible thanks to the delimited geographical 

area we defined in order to investigate on our chosen communities. 

 By taking into account multiple characteristics and elements, our decision has been 

guided by the desire to be precise on the phenomena we will observe. Our aim is to 

make a study that will inspire an interest for future researches in this area, by offering a 

departure framework. 
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2. METHODOLOGY 

This chapter is designed to show the nature of our research and the methodology we 

used to create the literature search as well as to conduct our data collection strategy to 

answer our questions. Here, we wanted to show, explained and justified the 

philosophical points of view of this thesis in terms of ontology, epistemology and 

axiology. We will also discuss the data sampling and data collection method. 

2.1. AUTHORS’ PROFILES 

Nicolas Laurain and Charles Warnet are two students from Kedge Business School 

France, Bordeaux Campus. Charles did a specialization in artistic management and 

Nicolas in economic strategy and internationalization. After their first year master, they 

both took a gap year in order to gain work experience. Charles did two internships, the 

first one at Ubisoft, a video game producer, as an event manager assistant and a second 

internship at the National Opera in Brussel-Belgium as a communication assistant. 

Nicolas, as a passionate of geopolitical particularly in a military area, worked during an 

entire year for the French Navy as a communication officer on the navy warship 

"Tonnerre". 

After this gap year, they joined Umea University for a double diploma degree with a 

specialization in Business development and internationalization and a course of 

sociology.  

2.2. CHOICE OF COMMUNITIES UNDER STUDY 

According to the purpose of our thesis and the choice to investigate on two type of 

communities, we decided to choose three specific communities in order to maximise the 

implication of our research. The one about sport is related to the brand community and 

the two religious one are related to cultural and social communities:  

 The Muslim community  

 The Jewish community  

 The football’ fans community 

For the two first communities, the choice is led by the possibility to study their 

particular characteristics in the same environment because we decided to conduct the 

qualitative analysis in France. The choice of France is led by the fact that, in Europe, 

this is the country in which these communities are more represented in the population 

(Hackett, 2016; Lipka, 2015). The choice to focus ourselves on the Jewish and Muslim 

community in France has also been made in order to keep the existing similarities and 

differences between these religions but avoid any polluting factors lead by a different 

living place with different life styles or laws. The Kosher food as well as Halal food will 

be our main religious consumptions under study because in Judaism and Islam food 

rules are highly present, which allow us to compare the both communities on a same 

basis.   Our interest on football marketing is due the existence of a system of brand 

management around the images of football teams. This choice is due to the 

recommendation of marketing researcher like Loureiro et al.. So it allows us to 

investigate the phenomenon of brand loyalty and rivalry which are not present in the 

two other communities marketing model. The choice of the football fans community has 

been made to investigate on other characteristics than the one which can be observe in 
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the two other communities. This is also why the choice of respondents’ location was 

broader (Western Europe). By choosing three communities we want to optimise the 

outcomes of the research and be able to generalize our findings. 

The problem resulting from the choice of religious communities as subject under study 

is the objectivity we have to apply all along the thesis. According to Streng (1972, p. 

219-222), the researcher have to stay objective all along his research around religious 

fact and remain factual in his use of data. We will follow all the advises we have 

collected around the problematic of research on religion to remain neutral and objective. 

This is the best way to give some values to our findings and also don’t hurt the 

sensibility of the members of these communities. 

2.3. PHILOSOPHICAL POSITION  

This part is elaborated to highlight our philosophy in order to solve our main problem 

through two modes of research: epistemology and ontology. We both studied the nature 

of the research (Collis & Hussey, 2014, p. 46). The term “ontology” might be defined as 

an “explicit specification of a conceptualization”. This notion refers to the knowledge of 

a field of interest that is viewed as a declarative formalism. In other words, “ontology” 

is a declaration of a rational theory. (Gruber, 1993, p. 1-2). Ontology is focused on the 

nature of reality and how the world is functioning. Epistemology involves what 

constitutes acceptable knowledge in a field of study (Saunders et al., 2009, p. 112). In 

other words, epistemology analyses the science of knowledge from a philosophical 

point of view (nature and causes). Epistemology serves to define which knowledge is 

acceptable (Bryman & Bell, 2011, p. 15; Saunders et al., 2009, p. 112). 

2.3.1. ONTOLOGY 

The goal of cognitive science is to build cognition as a scientific object. Therefore, there 

is a question that cannot be avoided: the nature of relationship between subject and 

object of knowledge. Ontology has two positions: objectivism and constructivism 

(Bryman & Bell, 2011, p.20). The position we qualified by the term "objectivism"  is to 

consider the object of cognition as a unique reality which exists and that is what it is 

independently of any relationship (if any) with a cognitive subject. In this light, the truth 

is the adequacy of knowledge of the subject and this objective reality, independent and 

referential. In cognitive science, objectivism is an epistemological question, but in 

general it is an ontological question because it corresponds to a metaphysical 

commitment regarding the nature of reality. Objectivism's goal is to postulate that the 

real is unique, it exists before any cognitive act so, and it is (ideally) knowable as such. 

We name here "constructivism" the project to develop, within the framework of 

cognitive science and thus as a scientific object, an acceptable alternative to 

objectivism. This approach assumes that social phenomena are created by social actors 

themselves. Because of the social interactions, phenomena are constantly in a position 

of being revised. (Saunders et al., 2009, p.110-111). The false solutions of idealism and 

relativism define at least the specifications for such an undertaking: constructivism must 

do justice to our intuitions about the constraints of a reality principle. If we take things 

from the basis, constructivism is forced to take against the foot of objectivism denying 

that there is an objective reality, referential, unique, that would be right specifiable 

independently of any relationship a cognitive subject. In other words, constructivism 

must consider the subject and object of knowledge are, in a sense, inseparable. 
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Constructionist is an ontological assumption that suggests that social properties are 

results of the exchange among people and it doesn’t represent merely the phenomena 

out there with exclusion of those who are responsible of its formation (Bryman & Bell 

2011, p. 386). It suggests that social facts and classifications are not just shaped through 

interaction and contact, but that they are continuously revised (Bryman & Bell 2011, p. 

22). But versus idealism, constructivism will have to maintain a distinction between 

subject and object. As regards relativism, constructivism acknowledges that there may 

be (legal certainly, and probably actually also) a plurality of "realities." 

Regarding our research, we will position ourselves in the subjectivist ontological 

assumption. We indeed imply that there is a social actor that is influencing the 

consumers’ behaviours in communities. Thus, what we are looking for is the motive or 

influence behind it. In our case, we see each member of opinion, leader of a community 

as having various motivations and perspectives of the world, as they are all different. 

The consequence is, when studying their behaviours, that there are different 

understandings. The social phenomena are thus in a continuous state of revision because 

we will not perceive the reality the same way as all these different members. Our 

understanding of them will always be reviewed and the axiology in this case will be 

value-bounded and biased. 

2.3.2. EPISTEMOLOGY 

Epistemology involves what constitutes the acceptable knowledge in a field of study 

(Saunders & al., 2009, p. 112). Basically, it is defined as the science of knowledge 

studied from the philosophical point of view, or the science of knowledge in its ultimate 

causes and first principles, studies using the light of natural reason (Horrigan, 2007, p. 

vii). It is underpinned by the belief that social reality is not objective but highly 

subjective because it is shaped by our perceptions (Collis & Hussey, 2014, p. 47). This 

concept of epistemology is divided into four different conceptions which are 

pragmatism, positivism, realism and interpretivism (Saunders & al., 2009, p. 113-116). 

Pragmatism defines the acceptable knowledge, depending of the research question. In 

fact, either or both observable phenomena and subjective meanings might provide 

acceptable knowledge. Positivism is focused on causality and law-like generalizations. 

Acceptable knowledge is determined only by observable phenomena enable the 

production of facts and credible data. Then, realism, which is similar to positivism, is 

more of a scientific approach to the development of knowledge (Saunders & al., 2009, 

p. 114). Insufficient data or inaccuracies in sensations or phenomena create sensations 

which are open to misinterpretations. Finally interpretivism supports the idea that it is 

necessary for the person conducting the research to understand differences between 

humans in our role as social actors (Saunders & al., 2009, p. 116).  

During our research, we decided to adopt the interpretivist approach. While conducting 

our research, we tried to understand what are the key elements which influence the 

consumption of community members. And we assumed that the data could not be 

theorized by quantitative methods. For this reason, we have decided to conduct our 

research under an interpretivist approach. Furthermore, the data considered as 

acceptable knowledge, which are members and leaders’ perception of community 

consumption and their motivations for buying the products, are made of subjective 

meaning that we need to interpret and that will be influenced by our way of perceiving 

this social phenomenon. 
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2.3.3. AXIOLOGY  

Axiology is a philosophic branch which deals with judgements about values (Saunders 

et al., 2012, p.137). In our case, independency and objective judgement is a priority 

because one of the axes of our thesis concerns religious beliefs. Our conclusions and 

analysis will be based on the entire research process from data collection and analysis to 

the final presentation of the conclusions. Of course, our own interpretations by a cross 

comparison between all interviews will intervene later in the thesis. 

2.3.4. RESEARCH APPROACH 

There are two ways to do a research approach: one is deductivism, and the other is 

inductivism. Deductivism is about assuming that a hypothesis exists and to verify 

through the observations made during the study, match the assuming theory. 

Inductivism is, on the other hand, about starting from the observations that we have and 

assuming a theory out of these observations. (Saunders et al., 2009, p.125-126).  

In most qualitative research method, inductive research approach seems more 

appropriate. In our case, the inductive approach is the most appropriate for the research 

question because we want to understand the key elements of the relation between 

communities and consumption. Also we want to know how industries and marketers 

might offer to community-related people what they need and to understand them. We 

will study religious consumption, especially Judaism and Islam, where the rules are 

really strong in term of religious consumption (Shapiro 1961, p89). So we need to see 

what the reality is in term of consumption and how people interpret those rules. Also, 

our second axis, which is the football clubs supporters, even if they are less influenced 

by strong millenarian rules, they are lead by traditions. Moreover, through our data 

collection, we will find that the reality may slightly be different from the theory. 

Because, the goal of our research is to show what is the reality of this relation between 

consumption and communities because the rules may be interpreted, and may also 

evolve from the past to our present. With that state in mind we will be able to provide a 

series of propositions from the literature that we will confront to the reality created 

through the data collection. The main goal of the literature is to show what the key 

people which works as the gearing of the relation between communities and 

consumption in the field of marketing but also in sociology. 

 

2.3.5. RESEARCH DESIGN 

We could divide the research design approach into three possibilities: the quantitative 

study, the qualitative study, or the mixed-methods study. The quantitative approach is 

about the collection, treatment and analysis of statistical data, which the biggest and the 

most completed are always better. On the other hand, the qualitative approach is 

interesting in order to show different realities through a subjective point of view. 

Finally, the mixed-method combines both qualitative and quantitative data (Creswell, 

2003, p.18). The aim of our study is to analyse behaviour through strong norms and 

rules of different communities. Because we have assumed that our philosophy lies on 

interpretivism, it means that we will therefore conduct a qualitative study. Our sample is 

not randomly chosen and we decided to use a 360 degree approach. That means we will 

choose specific people of each community we want to analyse. We want our results to 

have a high degree of validity through this kind of study, and match the fact that we 
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assumed ontologically that our research was based on constructivism. Our research is 

mainly about social sciences, and the quality of the research and its analysis is 

dependent of the authors and the participants, but also of the quality of the 

questionnaire. The elaboration of a questionnaire needs to be very accurate and follow 

strong guidelines in order to answer correctly our research problematic.  

Only after, we will be able to rely our reflections on the study (Bavdaž, 2010). 

Moreover, the qualitative study is allowing us to identify the different attitudes and 

opinions from different people with different roles in the community. Only the 

quantitative study allows it. Therefore, we will need to clearly delimitate the scope of 

the study in order to answer clearly to the problematic. If we focus our survey on 

undefined individuals, we will have to broad results which will drown the precision of 

the answer. 

So regarding to the division existing between communities we decided to divide 

communities in different profiles: 

 Leader 

 Professional of the consumption offer 

 Regular member of the community 

This method and strategy applied to all communities targeted allows us to have a clear 

vision and an equilibrium between all communities analysed. 

2.4. RESEARCH STRATEGY  

Our research strategy will be based on semi-structured qualitative interviews, which are 

more suitable for our analysis (Collis & Hussey, 2014, p. 134). We started from a strong 

theoretical framework, where we defined the core rules which guide the consumption of 

football supporters and of religious people. This theoretical framework helps us to 

understand the phenomenon of social cohesion, tribe aspects and the global laws around 

community and consumption. Then we will make different propositions related to what 

we have discovered from diverse theories. So we decided to focus our data collection on 

members of communities in order to understand how they consume, but also how the 

consumption overtakes the customs of their community. 

As explained in the research design, we decided to interview specific people. First we 

wanted to interview regular members of communities (Muslims, Jewish and football 

fans). We wanted to know how they consume and if they see non-members of their 

community consuming the same food / product as them. Secondly, we wanted the 

opinion of leader of communities like football journalist, Imam and Rabbi. We want to 

understand their influence on their members and their opinions on the development of 

their consumption. Finally, we wanted to interview sales person who could explain what 

the signification of their products is and who and why members and non-members 

bought them. 
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2.5. DATA COLLECTION AND ANALYSIS 

2.5.1. DATA COLLECTION METHOD 

Our study is based on a qualitative research approach, in which we want to explore the 

relations between communities and consumption. Our data collection method needs to 

be consistent with the research philosophy, methodology, approach and strategy.  

In order to get accurate results, we need to get answers from communities. Collis and 

Hussey defined three different types of qualitative sampling techniques which are 

snowball sampling, the judgmental sampling and the natural sampling (2014, p.52).  

The snowball sampling is “used in studies where it is essential to include people with 

experience of phenomenon being studied in the sample” (Collis & Hussey, 2014, 

p.132). Those interviewed people may guide us to other specialists in order to increase 

the reliability and the validity of your research. The second sampling method is the 

judgmental sampling, which is similar to the snowball sampling. But, in this case, 

researchers at the beginning of the survey know perfectly their targets and do not need 

other contacts. Finally, the last sampling method is the natural, where researchers do not 

have an influence on the composition of the sample. 

We choose the judgmental sampling technique for football fans because one of us has 

some connexions in the community of football fans in Europe and knows which person 

we need to collect data from. For religious people, we chose to use a snowball sampling 

because we are not familiar with those communities so we mainly asked the leader of 

opinion for other members / specialists of the Judaism and Islam. We chose to contact 

firstly mosques and synagogues of metropolis in order to talk to religious opinion 

leaders, and received contacts of regular members and halal and kosher products sellers. 

Furthermore, interviews may be categorized into various typologies based on the level 

of formality: structured, semi-structured and unstructured interviews (Saunders et al., 

2012, p.374). Structured interviews also known as ‘standardised interviews’ or 

‘quantitative research interviews’ are based on a predetermined set of questions that are 

administered by the interviewer. The goal of this method is to collect data from 

participants, which might be compared easily because they were interviewed in the 

same context. Unstructured interviews also called ‘informant interview’ are useful to let 

the interviewed person talk about different aspects of the problem topic (Bryman & 

Bell, 2015, p. 214; Saunders et al., 2012, p. 375).  

With those possibilities in mind, the authors believe that semi-structured interviews 

represent the most suitable data collection method offering multiple benefits that would 

substantially enhance the quality of the data collected. Semi-structured interviews, also 

referred to qualitative interviews (Bryman, 2012, p. 203), are non-standardised, and 

need to be prepared in advance, but this method is more flexible that structured 

interviews. In fact, because of our specific targeted community members we created a 

specific questionnaire. First, we created a common questionnaire for all people of every 

studied communities. This part allowed us to have common questions about community 

affiliation in general, which will be easier to compare in the analytical part. After this 

part we chose to adapt the questionnaire to each community and furthermore, to specific 

targeted people. So, at the end, we have dedicated parts of the questionnaire specifically 

for: 
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 Leaders of religious community 

 Leaders of football community 

 Members of religion 

 Members of football fan-club 

 Halal of Kosher products sellers 

Interviews may be done in person, over the phone or through means of using internet 

devices like Skype (Saunders et al., 2012, p. 405). Because the focus people of the study 

where geographically dispersed and the authors themselves were not able to travel, the 

option of conducting the interviews physically has been removed. We prioritise the 

Skype video conference in order to interpret reactions and non-verbal language of 

focused people. 

2.5.2. DATA ANALYSIS 

The technique we want to adopt for analysing qualitative data will be determined by 

specific strategy, the link with the literature and our own interpretation. We used a 

general analytical procedure (Collis & Hussey, 2014, p. 157) to analyse our data 

collected from interviews of religious people and people from the football universe. We 

divided this part in different phases. Phase one, on a thematic analysis, involves 

familiarizing oneself with the data, while the second phase was about grouping 

responses to see similarities between people. This second phase was divided in two 

steps because we wanted to compare people from religion and football separately, so we 

may highlight specific information we want.  

 

 After this phase, we could see what themes we were going to use, which ones best 

represented our problematic and data we do not need in our axe of answers. After, we 

defined and named the different themes; we divided our analysis into 7 areas of 

questioning:  

 Qualitative interviews with religious communities 

 Common part of the questionnaire 

o Interaction in the Muslim community 

o Interaction in the Jewish community 

o Impact of Islam on consumption and everyday life 

o Impact of Judaism on consumption and everyday 

life 

o Extension of the consumption to non-members of 

the Muslim community 

o Extension of the consumption to non-members of 

the Jewish community 

 Specific part on halal and kosher products 

o Perception of halal products for Muslims 

o Perception of kosher products for Jews 

o How halal and kosher professionals promote their 

products 

o Buying factors for halal and kosher products 

o Packaging impact on buying decision 

 Influence of community leaders on kosher or halal products 
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 Qualitative interviews with football fans community 

 Common part of the questionnaire 

o Interaction with the football fan community 

o Impact of football fanaticism passion on 

consumption and everyday life 

o Extension of the consumption to non-members of  

the footballs fan community 

 Specific part on football 

o Club’s merchandising upon the club and the 

football fan’s community 

o Monetization of the passion 

o Brand fidelity and brand opposition 

 Specific part for the leaders 

 

After having classified our empirical findings into the seven areas of questioning, we 

will proceed of a cross analysis of the three studied communities in order to highlight 

the key elements of the relation between consumption and communities. Those key 

points will be mandatory to answer our problematic as well as propositions displayed in 

the theoretical framework. Each key point will be developed and put in relation with 

theories in order to have a clear and objective vision on those key elements. 

 

2.6. ETHICAL CONSIDERATION  

Ethic is central in any type of research in the field of social science. “The term ethics 

refers to the moral values or principles that form the basis of a code of conduct” (Collis 

& Hussey, p. 30). Here we need to focus on the manner we will conduct the study and 

how the results will be reported. Ethic part, concerns the moral choices and, of course, 

we cannot cover every moral possibilities (Greener, 2008, p. 40). 

Therefore the ethical considerations adopted by the authors followed recommendations 

made by Bell and Bryman (2007, p. 63-77) which outline that participation in research 

should: (1) Ensure there is no harm to participants. (2) The requirement to respect the 

dignity of research participants and researchers. (3) The need to ensure the fully 

informed consent of research participants. (4) The need to protect privacy of research 

subjects or avoid invasions of privacy. (5) The requirement to ensure confidentiality of 

research data whether relating to individuals, groups or organizations. (6) The 

protection of anonymity of individuals or organizations. (7) The potential for deception 

during the research process, either through lies or through behaviour that is misleading, 

(8) The need to declare any professional or personal affiliation that may be have 

influenced the research. (9) The need of openness and honesty in communicating 

information about research to all parties. (10) The research should be of mutual benefit 

to researchers and participants or some form of collaboration or active participation. 

(11) The need to avoid misleading, misunderstanding, misrepresenting or falsely 

reporting the research findings. 

We chose to conduct our interviews via Skype because it’s easier for participants 

because its allow them to choose a place that comforts them and a time that suits best 

their personal and professional schedule. Moreover, we did all of our interviews outside 

of Sweden, so it was easier for us to use this device instead of travelling (for a question 

of time and cost).  
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Because of the actual tensions about religious faith in Europe, when we contacted the 

participants we explained well that we wanted to conduct an objective study on the 

relation between consumption and communities. When we contacted them for the first 

time we also sent to them example of questions we wanted to ask them, in order to gain 

their trust. 

Furthermore, during the series of questions, participants may see themselves and their 

own behaviour from a perspective that they have not considered before, which in 

retrospective can seem immoral or unjust (Rubin & Babbie, 1997, p. 61). Some 

questions may start a reflexion process on the condition of the participants. Moreover, 

we interviewed people with a strong religious faith, so it is always a delicate situation to 

try to interpret and analyse a reality, which is strongly guided by a sacred text. We 

know that we must not show any judgment on their feelings even if we have personally 

other faith or if we do not trust in divinity. 

In order to prevent any harm to the identity of participants or the organization they 

belong to, we decided to keep their anonymity and the confidentiality of their name and 

the organization they work for. This ethic approach allows us to promote transparency 

and accountability, which could be useful in any further research. 

2.7. PRACTICAL METHOD 

2.7.1. INTERVIEW GUIDE  

As we adopted a semi-structured interview method, we are dependent on the 

interviewer’s answers to the questions, in order to maintain a high degree of coherence 

in interviews, which will be needed at the analytical moment. (Kvale, 2007, p. 57). 

For this study, as we explained in the methodological strategy part, we chose to submit 

the main part of the questionnaire to all participants, and after to submit specifics 

questions for each type of people (leader, member…).  Our interview guide (Appendix 

I) was prepared according to the research we did in the literature review and our 

methodological choices. 

2.7.2. EXPLANATION ABOUT INTERVIEWS: 

Our first part was designed for every participant involved in the study. In this section 

we want to know about how they perceive their affiliation to the community. This 

section was divided through specific questions: 

 (1) We wanted to know how they interact with their community and where do 

they meet and how much time they spend in the activities related to their 

community; 

 (2) We wanted to know the impact of the community on their daily life and on 

their consumption. Also if there is a leader which leads those impacts; 

 (3) Finally, if their consumption is extended to other people non-members of the 

community. 

Our second part was really specific to religious people. Some questions were common 

to every religious people. There is also specific questions if you are Jewish, Muslim, an 

opinion leader, and a regular community member or product seller. This part was also 

divided in different types of questions: 
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 (1) We ask what is their perception of the halal or kosher products for them and 

also about halal wine for Muslim people; 

 (2) Second part was for product sellers : how they promote halal product and 

what are their best sales and how they choose their products; 

 (3) This part was dedicated in how people buy their products and what the key 

elements they need to choose and also the impact of the packaging; 

 (4) This final part was dedicated to religious leaders and their impact on the 

consumption. 

The third part of the research was based on football supporter’s behaviours. Some of the 

questions were common with the other communities we are studying because it was part 

of the research on community behaviours. The other specific questions about the 

football fan were divided into two distinct parts: one of them was common for each type 

of fan, and the second one was only made for the fan group leaders or opinion leaders: 

 (1) First questions were about the perception of the offer and the marketing 

made around football in order to support football supporter's needs. The 

expectation was to let the respondent give his feeling and in the same time 

define his need and what are the symbolic of the product he purchases ; 

 (2) The second part was done in order to define what were the product purchase 

by fans, what where the one they will never purchase (brand opposition) and 

their behaviours concerning the clubs marketing offers; 

 (3) The last part was dedicated to the leaders in order to define their feelings 

about the potential influence they can have on other members consuming 

behaviours, and what are their relations with the club. 

2.7.3. CONDUCTING THE INTERVIEW 

During interviews, our first step was two introduce our background and the goal of our 

thesis (example: We are two French students, studying at Umea University. We are 

actually conducting a thesis on the relation between consumption and communities…). 

Moreover, because the first few minutes of any interviews have a strong impact on the 

results obtained during the discussion (Saunders et al., 2012, p. 389), we wanted to be 

sure that targeted people know perfectly our motivations and are aware of the ethical 

considerations will be fully respect. This allows us to establish a clear level of 

credibility and of confidence for the participants. 

We also wanted to take time to talk with the participants in order to get the clearest 

results and also to really understand deeply the problematic or any aspects of the 

problem we didn’t know. For participants, qualitative interviews are perceived as time 

consuming (Saunders et al., 2012, p. 398), so we booked in advance the interviews with 

them. Furthermore, to avoid forgetting any detail, one of us led the interviews and the 

other one was transcribing and highlighting the key points of the interviews. As 

explained above, we chose Skype video calls because of the graphic dispersion of 

participants (Saunders et al., 2012, p. 405) and also for the observation of their body 

language and facial expression. 

In the case, where participants were not available for a Skype video conference, we did 

the interviews by phone. In this case, the lack of visual device will cause the 

impossibility of the interpretation of non-verbal communication of the participants. 

Interviews were conducted in French and in English. Due to our level in those all three 
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languages, the possibility of misunderstanding may be eliminated (Bryman & Bell, 

2011, p. 488). The length of the interviews greatly varied from 45min to 60min. 

2.7.4. TRANSCRIBING THE INTERVIEW  

All interviews were conducted in duo, one of us led interviews when the other typed 

entirely the different answers. Also, this strategy allows us to be focus on the discussion 

with participants with no distraction. Furthermore, this approach allows both of us to 

participate to all interviews, which was useful when we compare the results from 

religious and from football communities. In semi-structured interviews, it allows both of 

us to ask further questions on specific points, because we were both responsible for 

different parts of literature. All the interviews have been transcribed in French to 

facilitate the analysis and the comparison between all the answers. It was easiest for the 

authors because it is their native language. Then on the basis of the reading and 

analysis, the relevant parts of the answers were translated into English in order to be 

included in the thesis. 

2.7.5. INTERVIEW RECAP 

Code Participants Country Duration 

ML Leader of Muslim community  France 1h10 min 

MM1 Member of Muslim community 1 France 45 min 

MM2 Member of Muslim community 2  France 50 min 

MM3 Member of Muslim community 3 France 40 min 

MS Halal product seller   France 55 min 

JL Leader of Jewish community 1 France/USA 1h05 min 

JM1 Member of Jewish community 1 Israel 50 min 

JM2 Member of Jewish community 2 France 45 min 

JS Kosher product seller   France 1h00 min 

FJ Football journalist  Spain 1h10 min 

FF1 Football fan 1  France 50 min 

FF2 Football fan 2 England 1h05 min 

FF3 Football fan 3 Germany 45 min 

FL Leader of football fans’ club England 55 min 

 

2.8. RESEARCH PROCESS  

 25th March 2016: We finished our course of methodology so we could think 

about our area of research. 

 28th March 2016: Choice of the Subject. We decided to start with the relation 

between consumption and communities but with Gentlemen Clubs and lounge of 

airlines companies instead of football fan-club and religious consumptions. 

 29th March – 15th April: We started to write the literature review and we 

switched the analysis on football club’s supporters because the Gent Clubs 

analysis would have been too complicated to analyse and to obtain information. 

On the other hand, airlines lounge seemed not relevant for our study. Finally to 

based our study on three communities: Football fans, Muslim people and Jewish 

people in France.  

 16th April -10 May : During this period we started to think of our methodology 

and we decided to do qualitative interview in a 360° approach by choosing to 
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interview regular members, opinion leaders and product sellers (Football + 

religion parts) or journalists for the football part. In the meantime, we wrote our 

introduction as well as building the final document in order to have a clear 

vision on our progress. 

 20th April-10th May: This period covered the establishment of contacts with 

potential participants as well as the interviews themselves. 

 7th May-15th May: The final period was dedicated to the analysis of the 

interviews and the writing of the discussions part and the conclusion of our 

thesis. 

 23th May: Final seminar for the thesis. 

 Modifications: After the submission of the thesis, we choose to cut some 

questions in the questionnaire, in order to have a clear focus on our study.  
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3. THEORICAL FRAMEWORK 

3.1. THE SOCIOLOGICAL VISION OF THE COMMUNITY 

3.1.1. THE DEFINITION OF THE COMMUNITY 

There are many definitions of what could be a community and the members who can be 

part of it. The main problem we have is to get a clear definition of the "community" 

itself before studying the existing interactions within a community. We believe that the 

right way to run our thesis is to, first, give the definition of "community" in order to set 

the boundaries of the subject. Then we will go further in the theory and by using this 

knowledge, it will be interesting to target specific communities for further analysis. 

The notion of community has been changing after the 1960s, because of the place and 

ways in which people experienced community have changed (Wood & Judikis, 2002, p. 

12). These two authors also express that they are faced to frustration because of the 

impreciseness of the definition they have found in academic circles. "In social science 

the most important concepts are often among the most imprecise." argue Lyon (1987, p. 

8). So the definition and the form which might be taken by a community are multiple 

such as prison communities, military communities, religious communities, academic 

communities and so on if we study the all scope of social science. 

The definition of "community" we based on is the following one: community might be 

defined by a group of people who has a sense of common purpose(s) and/ or interest for 

which they assume mutual responsibilities, who acknowledge their interconnectedness, 

who respect the individual differences among members and who commit themselves to 

the well-being of each other and the integrity and well-being of the group. The 

construction of these definitions had been done by Wood and Judikis after the 

exploration of the whole definitions made since the 70's. It means that we have to define 

the interactions between the communities’ members in order to define how it interferes 

in their consumption behaviour. 

3.1.2. IMPACT OF THE EVOLUTION BETWEEN TRADITIONAL AND 

POSTMODERN SOCIETY 

According to many postmodern sociologists such as Maffesoli (1988, p. 158-157), 

Western society has evolved to a structure governed primarily by self-referential and 

automatic mechanisms such as market, technology, media and communication. The 

effectiveness replaces legitimacy, management replaces the policy, and control replaces 

the property (Freitag 2002, p. 140). We might also add, according to Baudrillard (1970, 

p.95), traditional societies consumption has replaced religion and rose even, according 

Maffesoli (1988, p.158) new social mix even in contradiction with the ambient 

individualism. 

Indeed, post-modernity and its new social regulation principles lead to two consecutive 

and opposite phenomena: 

 First the appearance of individualism, individual autonomy agreement with 

various social and political institutions (family, clan, society, caste, status ...) 

followed by, 
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 A neo-tribalism: it is defined as a social composition of postmodern tribes 

composed of emancipated individuals of archaic and modern social ties, which 

have made up their social world on the basis of their own emotional choice 

 

The lack of traditional or modern references results from the decomposition of 

traditional and modern utopias, individuals then turn themselves to the consumption of 

objects and services, so to the consumption system (Baudrillard, 1970, p. 95) in order to 

forge their own identity. They need a value, and this phenomenon is the result of a lack 

of community (Elliot, 1993, p. 138). And that is this lost social connection, which is the 

structuring tool of an identity that postmodern tribes seek to compensate by bringing 

communities around new values of consumption. 

3.1.3. THE POSTMODERN VISION OF THE COMMUNITY 

Our society, in postmodern studies, is characterized by the social composition based on 

the self-referential principles such as market, technology, information, and above all, 

consumption, elevated on the same rank than religion by many consumption theorists 

such as Baudrillard (1970, p. 95). 

 

If sociologists have begun to explore these issues in the 80's (Maffesoli, 1988, p. 158-

157), marketing researchers started studying these new tribal phenomena in the 90's. A 

large study, done in these periods, was made by Schouten and Mcalexander (1995, p. 

43) on the community of motorcyclists, a consumer subculture centred on the famous 

Harley-Davidson motorcycles. The purpose of the study was to highlight the importance 

of the community in consumption behaviour in order to understand what were the main 

key factors of a new field of marketing: brand communities. 

 

Other specific works, on brand communities, were focused on their emergence, 

evolution, the challenges they were facing, the key success factors, and then exploration 

studies of different tribes were done by Muniz and O'Guinn studies (2001, p. 414) or 

those by Bernard Cova (1997, p. 302). Despite, numerous studies on these new social 

structures are made on postmodern communities; there is no relevant consensus on its 

definition, but rather a set of concepts used by a range of scholars. Indeed, the 

sociologists speak about postmodern tribe, the consumption theorists speak about 

consumption subculture and marketing theorists are speaking about branded 

communities. So, regarding the research in which studies were made, there was a 

dichotomy in the possible application of these different theories. To highlight the 

differences between the scholars in these fields of research, it is appropriate to include 

here a summary of the findings made by the different sociologists previously quoted. 

 

 Postmodern tribes: the social evolution of the individual who might interact with 

many different tribes that involves a multiplicity of roles in his own social life. 

(Example of a person who may be a lawyer during the day, football fan in the 

evening clubber overnight). The scholar of this theory is Maffesoli. 

 Consumption subculture: creation of sub-groups in the society, which are 

selected on the basis of a commitment to a brand, a product or consumer 

behaviour (example given by the community of bikers related to the Harley-

Davidson brand). The principal investigators of this research area are 

McAlexander and Schouten. 
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 Brand Community: existence of communities which are not mandatory 

geographically linked, specialized and based on a system of social relations 

structured around the use of a mark. (Apple or Facebook community, for 

example, which are structured by the use of a trademark). Proponents of this 

theory are Muniz and O'Guinn. 

 

Reading these three definitions, we notice that each theorist has developed a proper 

vision of the community and it is increasingly restrictive. The researches of Sitz and 

Amine (2004, p. 5) done in order to clarify these concepts and those from Cova (1997, 

p. 300-304) also establish more precisely an inclusive relationship between these three 

definitions. Indeed, a brand community is a specific type of subculture of consumption, 

and consumer subculture is a specific type of postmodern tribe. 

We also take into account the existence of virtual communities, although this specific 

type of community will not be investigated in our study. It remains interesting to give a 

general definition in order to let our readers getting an idea of the new current of 

thought emerging among sociologists. Howard Rheingold (2000, p. 53) gives the 

following definition: “virtual communities are socio-cultural groupings that emerge 

from the network when a sufficient number of individuals participating in public 

discussions long enough, with sufficient heart are for human relations networks are 

forged in cyberspace". Social links between individuals, regardless of intensity, remains 

central to the definition, which is not the case of the tribe or sub-culture where the social 

relationship happened after the concept of linguistic identity. This distinction is 

important and determines a first typology of virtual communities that we have to 

understand: the type of community “small groups” and the type of community 

"Network" such as virtual communities thanks to the apparition of the Internet. 

3.2. CULTURE, CONSUMPTION AND COMMUNITY 

After having defined what a community is, how she can be organised and what 

was the existing link between their members, we will make a focus on the existing 

relations and interactions between cultures, consumptions and communities. 

Traditionally, marketing sciences are studying the influence of existing groups on the 

consumption of their members. Recent developments have highlighted the opportunity 

to see spontaneously some form of consumer gathering “on the basis of a common 

consumption” (Schouten and McAlexander, 1995, p.44 ). 

 

It is therefore important for us, in the writing process of this thesis, to identify these 

concepts to understand how a common consumption mode might allow the formation of 

a community. It will be interesting to focus primarily on culture as a determinant of 

consumption. Then we will study the impact of consumption in the behaviour of a 

cultural group (which may also be defined as a community). 

 

3.2.1. CULTURE AND SUBCULTURE, FACTORS DETERMINING THE 

INDIVIDUAL BEHAVIOUR 

Western societies are not homogeneous and are divided into different social 

classes, ethnic groups, religious communities, regions or ideologies (Fine and 

Kleinman, 1979, p. 5). These categories consist of a full cultural system that forms 

various communities. According to Becker (1963, p. 105), “to the extent that these 
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cultures exist within the culture of global society, but differing from it, they are often 

called subcultures”. 

The existence of the social group is largely based on the exchange of information and 

the interactions between its members. It is within these social groups that cognitive 

patterns emerge and are broadcasted, and this is how an internal group culture is 

formed. In this perspective, there is a culture in which a group of individuals appears or 

practices a common activity. This particular culture is then called 'sub-culture' (Fine and 

Kleinman, 1979, p. 4-6). 

Fine and Kleinman (1979, p. 6) criticized the principle of assimilation which is made 

between social structure (the social group) and the sub-cultural pattern (subculture) 

shared by its members. According to the scholars, research has tended to downplay the 

existence of a subculture in confusing it with the social system in which it is integrated. 

In other words, research confuses the system of shared representations and social 

structure. 

To determine the existence of a sub-culture, we must first demonstrate that there is 

communications within a population segment, and then, that the members of the 

population segment defined themselves as a group apart, so they share a common 

identification (in other words the group has a common collective identity which 

differentiates them from social mass formed by the population) (Fine and Kleinman 

1979, p. 5). The subculture is both core values organized into a unified system, and a 

system of behaviours, norms and artefacts shared by members of a group. These 

cultures are not at the same perception level than the culture of the society in which they 

coexist, but share it with many common interpretations of representations and diagrams 

(Eliasoph and Lichterman, 2003, p. 759). And the meeting of cultures does not occur 

only between societies but also between social groups belonging to the same complex 

society. Individuals might be members of multiple groups simultaneously and adhere to 

their own sub-cultural systems (Sperber, 1996, p.116). 

The existence of a group of individuals, sharing the same culture, but also having 

affiliation with different cropping systems, allows us to analyze another interesting 

aspect related to community phenomenon: the ability to predict the behaviour of these 

communities in general and by extension the behaviour of individuals. By studying the 

formation of society, Giddens (1991) highlighted the link between culture and expected 

behaviours. When people do not follow the unspoken rules of the group they are 

belonging to, they are questioning the continuity of social interaction in the group and 

are positioning themselves outside the limits defined by the culture to which they 

belong. The "theory of structure" thus demonstrates a constraint link between cultures, 

expected behaviour and successfully completed behaviour. From an anthropological 

perspective, Mauss (1950, p. 365-386) made a focus on "body techniques" and stated 

that each culture is somehow "internalized" by individuals and "become visible" in the 

way they hold their body and move. So the culture might be expressed by the gestural 

language of the individual body, which gives us a tool to identify the community an 

individual is belonging to. 

Thus, beyond the constraints on social interaction which exist in each communities, 

culture is expressed in the body of individuals who share, through their "hexis" (using 

the word hexis , Bourdieu refers to sustainable ways to stand but also to raise the voice, 

as the physical layout of the body in physical space, that varies from one individual to 

another) (Bourdieu, 1979).  
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3.2.2. CULTURE AND CONSUMER BEHAVIOURS 

Culture “constitutes” the world we are living in by giving its meaning. This is why 

Baudrillard (1970, p. 95) reminds us that "we do not produce nor consume any property: 

the property must have significance in a system of values". Thus the study of the 

evolution of consumption over a long period shows the importance of the link between 

the changes we may observe in the culture and the changes that result of the 

consumption. McCracken (1986, p. 73), who was interested in the relationship between 

culture and consumption, said that goods have significance beyond their usefulness and 

market value. Their meaning depends largely on their ability to transmit a cultural 

sense. 

Marketing research has, as a first step, made the link between culture and consumer 

behaviour. The researches highlight the importance of the cultural signification of goods 

and services consumed: consumption is part of a broader process of cultural transfer 

(McCracken, 1986 p. 73). 

Marketing strategies are facing a need of cultural adaptation at each levels, because of 

globalization and the markets internationalization do not lead to standardization of 

cultural norms (Prime and Usunier, 2003, p. 15-20). Under these conditions, adapting 

the strategy to the cultural characteristics of the consumer target groups is a key success 

factor (Roth, 1995, p. 172). Cultural differences between consumers might be 

interpreted as a system of preference which causes different attitudes towards brands 

and products offered and led companies to adapt their communication and the 

positioning of their offer to the local cultural situation ( Prime and Usunier, 2003, p. 

17). 

We notice that the culture, specific to each individual, will define its consumption and 

will influence its behaviour as a consumer. In this case we start initially the study of 

culture and subculture which can then, according to their internal value system, define a 

common mode of consumption for a community. However it is also possible to reverse 

this process and to focus primarily on the individual as a consumer, then observing its 

consumption behaviour, to define which community he is belonging to. That is why we 

consider as necessary a study of the impact of consumption on the functioning of a 

community. 

3.2.3. IMPACT OF THE CONSUMPTION ON CULTURE 

This part aims to present the existing differences between consumption linked to a 

culture that we described in the previous paragraphs and culture associated with the 

consumption. So we will now define the concept of consumer culture. 

To mark the reversal relation between culture / consumption, we have to take into 

account the emergence of the consuming society in the twentieth century. This 

consuming society is centred on consumer activities (a common consumerist practice) 

which became an important part of the socio-economic and cultural system. The 

members of this consumer society are linked by their attendance of common places, the 

same receptivity to advertising discourse or the handling of similar products. In this 

perspective, this is not the culture that influences the practice, but practice which creates 

culture. To clarify the concept of consumer culture, we must make a focus on the social 

system in which the phenomenon occurs. The notion of culture is tied to the notion of 
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society in which it exists: the society carries a specific culture. So the consumer society 

allows the existence of a consumer culture. 

The development of consumer culture has led to a growing interest in marketing 

research for identity and cultural processes of consumption (Arnould & Thompson, 

2005, p. 871). The cultural system influences the consumption of individuals which, in 

turn, modifies their culture. The link between culture and consumption is no longer a 

unilateral relationship but a loop in which culture influences consumption and 

consumption influences culture and so on. 

3.3. THE BRAND LOYALTY 

Schouten and McAlexander (1995, p. 43) define consumer subculture as a distinct 

subgroup of society that self-selects itself on the basis of a common consumption of a 

product category, brand, or consumer activity. According to these scholars, a consumer 

culture emerges when individuals identify themselves with certain objects or certain 

consumption activities, and then, through these objects, they recognize themselves with 

other individuals who also possess this object. This is what is demonstrated in the 

example of the "Harley-Davidson" community members which identifies themselves on 

the criterion of possession of an artefact of the same brand, which differentiates them 

from the global consumption community of bikers (for whose the common vector is the 

purchase of a motorcycle whatever the brand is).The subculture of consumption is then 

defined as the system of values maintained and disseminated by the interaction between 

members of the consumption community. Consumption community brings together 

individuals who aggregate themselves around a common interest in a product category 

or a consumption activity. The subculture of consumption differs from global consumer 

culture but nevertheless shares with it a large number of values, norms and behaviours 

(Tandy et al., 2012, p.1027). 

The brand loyalty is generally conceived as individual. Yet, new marketing concepts 

propose to integrate this brand loyalty in the social networks the consumer belongs to. 

This "socialized" fidelity is not just behaviour and a "positive" attitude, but it also 

incorporates a screw rejection dimension against other existing brands on the market for 

the same type of product. Schouten and McAlexander (1995, p.43-44) indicate that the 

bikers faithful to the Harley Davidson brand, oppose themselves, sometimes physically, 

to other types of bikers, who have motorcycles of different brands, especially Japanese 

one ( Suzuki, Honda ..). Their loyalty to Harley Davidson exceeds the proactive aspect 

and the propensity of loyal consumers to buy a brand product and have a good 

perception of the brand. We must also take into account the existence of a reactive 

aspect of brand loyalty that integrates an opposition movement of the consumer against 

competing products. 

The loyalty system works symmetrically: a consumer is loyal to a brand and rejects one 

or more others on the basis of this fidelity. Muniz and Hamer (2001) were interested in 

the "war of colas" between Coca-Cola and Pepsi Cola brands to illustrate what they call 

the "oppositional loyalty". According to these scholars, fidelity and attachment to a 

brand are expressed by both purchasing behaviour of a brand but also a rejection of 

competing products. Loyal "opposed" consumers defend the brand they like and 

criticize the existing competitors in the common market. This loyalty helps to bring 

together individuals and also favour the emergence of consumer groups. These 

integrative properties draw closer loyalty and resistance behaviours. 
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However, the existence of this phenomenon of rejection is not based on resistance to the 

ideology of the market. This is one of the unique features of loyalty which necessarily 

leads the faithful consumer to be not loyal to other brands. This opposition is even more 

visible in the context of a very strong loyalty or an "ultimate" one (Oliver, 1999, p. 33-

34). 

The existence of the oppositional loyalty as part of the loyalty of a regular brand 

consumer is interesting. It is a fact that the oppositional loyalty often exists in brand 

communities. However, this coexistence is not necessarily mandatory in the context of 

brand loyalty since this resistance to rival brand is contextualized by the market. We 

often see this phenomenon on a market where the marks are visibly competing, which 

involves from the consumer to take part in the commercial conflict. Consumers then 

gather in a community to defend their consumption patterns. 

The choice of taking a community related to sport branding allows us to investigate this 

phenomenon of brand loyalty. A sport fan can follow a favourite team for many reasons 

(Campbell, Aiken & Kent, 2004; Cialdini et al., 1976) and many researches have been 

conducted in order to identify on the factors that influence the personal consumption of 

the sport fans at different level ( for example these articles: Beaton, Funk, Ridinger, & 

Jordan, 2011; Funk & James, 2001, 2006). By reading these articles we can see that the 

supporters behaviours are similar to the one we can observe with the brand fidelity (and 

also the brand rivalry we have formerly presented with the example of Harley Davidson 

and the Japanese motorcycle brands). It will be a point that we would investigate with 

our panel of sport fans, because rivalry can be determinant on individual consumption 

behaviours. In this research of identification, McGimmis and Gentry (2009) point out 

the fact that an individual is not only looking for a positive way of leaving in his 

everyday life. Being part of a community is a necessity in is social life. The football 

fans are not leaving without any contact with the other members of the community, and 

therefore the behaviours of a football fans may evolve due to the adjustment lead by the 

interactions with other fans. 

3.4. THE ROLE OF THE COMMUNITY LEADER 

In pursuing our research, we consider it as important to define the role of the leader in a 

community, and therefore, to study the influence of this individual on consumer 

behaviours. We think it is also interesting to study the role of leaders in the internal 

behaviour of the community. Studying at the researches of Schouten and McAlexander 

(1995, p. 47) on consumer subcultures, we find, in their model, essential elements about 

any social organization already evoked by the same authors: the participants are 

grouped in a established social structure (a hard core: the opinion and action leaders; a 

soft core: the 'followers' members more or less active in the organization, and pretenders 

or "wannabe" that revolve around the community). 

Leaders are present in communities under many forms. The leader may be unique 

(unshared leadership), but we can also discover associates leaders (who share their 

power and authority) (Blanchard, 2004, p. 18). The leader's force is determined by its 

involvement in the community. Expert members tend to take an active role in 

community activities (Schouten and McAlexander, 1995, p. 47). This is explained by 

the scholars by noticing that novice members are usually new to the community and 

could be still in a learning phase about the brand of the community, and also in a 
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training phase in order to form internal links and interactions within their community 

(Algesheimer et al, 2005, p. 31). 

The community members who are the more active and the more engaged might take a 

leadership role, becoming active recruiters and / or brand advocates and are opposed to 

competing brand communities (Algesheimer et al., 2005 p. 30-34)). According to the 

two authors, the oppositional loyalty to competing brands is part of the DNA of the 

community (Algesheimer, et al., 2005, p.33). The oldest members have expertise and 

influence upon the new members. Finally, the scholars show that the member's expertise 

plays a moderating role in the identification of the member to the community (as part of 

a brand community). 

These leaders, as key members of the community or core members have been studying 

in the marketing field of research, because the status they hold in the collective gives 

them a dual role: 

 With other consumers: they are leaders for other members, providing their 

expertise and their possible responsibilities (managing rallies, Internet websites 

for example) and they likely orient the trends of the collective. In this sense, 

they can also be seen as models (Clark, Martin and Bush, 2001, p. 29) for some 

consumers. 

 Beside firms / Brand: they are information vectors (transmitters and receivers), 

acting as privileged interfaces between the company, the offer and consumers. In 

this context, they may, in one hand, provide customer feedback and information 

about trends in the community to brand managers, and in a second hand, 

promote the launch or the improvement of offers on the concerned market(s). 

 

As religions are one of the communities under study, we need to investigate the role of 

the leaders for believers and religious communities.  

Abu-Moghli (2010, p 656) explained that religious leaders in Islam have a role of 

“shaping social values” and are very influential and trustworthy on public opinion by 

raising awareness of believers. Anshel et al (2013 p 1047) also defined religious leaders 

as “One group of individuals who have a strong influence on the behaviours of others, 

particularly in regard to health behaviour changes, is religious leaders”. This author 

also explained the three functions of the training of clergypersons for their 

communities: 

- To guide believers to  identify their values (e.g., faith, health, integrity, family),  

- To determine inconsistent lifestyles or attitudes toward religious beliefs and 

values. 

- To provide help for changing unhealthy behavioural patterns. 

Finally, the “Consistoire de Lyon” (Rabbis Organisation in France) explained that 

Rabbis have a role of conservation and enforcement within his community of religious 

duties, incumbent on every Jew. Also the Consistory highlighted three others points:  

- The Rabbi ensures that every point of life is in line to the requirements of the 

Torah. 

- He is the only decision maker for any question related to the field of spiritual 

life. 

- He is the principal respondent for any religious problem. 
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So we might see religious leaders as strong guide for the daily life believers but also as 

people who might answer questions of their communities about consumption or any 

religious problem. 

Concerning the sport fans, which is another community under study in this thesis, and 

more precisely the football fans, the role of the leader has also to be clarified. According 

to Scott (2014, p.8) this role has to be studied in a leader-follower relationship situation. 

In a fan-club of a sport organisation, the role of the leaders has to federate the fan base. 

He manages all the followers (fans) in order to create a united group to represent the 

values of the sport organisation these people support. The leader also has an 

organisational function because he is often the link between the followers and the sport 

organisation. He has to transmit all the information and support the revindications of the 

two entities: in one hand, the sport organisation, and in another hand, the fan-club. 

According to the research of Scoot (2014, p. 7), the qualities requested for a leader are 

his honesty, his capacity to have a vision on the future of the followers group, his 

capacity to inspire these followers. He also has to be competent in order to fulfil his 

organisational role. The influence of the leader rests on his link with the sport 

organisation and the importance the followers give him. According to the author, the 

impact of the leader on the sport organisation is delimited to the claim he is carrying. He 

influences the sport organisation by delivering the demands coming from fans and he 

influences the fans by delivering the application of the sport organisation. 

3.5. THE ROLE OF RELIGION IN MARKETING AND CONSUMER 

BEHAVIOUR 

According to Kuzma et al. (2009, P.7-8), many articles have been written on the relation 

between religions and marketing, because “the nature of religion is such that it 

represents the product, or end result of a marketing strategy and it is also a component 

of a consumer’s psychological makeup that may influence the purchase decision process 

for any and all consumer products.” (Kuzma et al., 2009, P.7-8). 

Many authors show the impact of culture on consumer behaviour and actually there is a 

strong literature about this subject. But there is a literature gap because of the limited 

amount of work about the role of religion as a cultural element and its influence on 

consumer behaviour. Most researchers were focused on other factors such as ethnicity, 

nationality and values (Mokhils, 2009, p. 75). Mathras et al (2016, p. 299) explained 

that even if  religion articles are on the rise, only a small amount of them study religion 

as a theoretical element, especially on the concept of religiosity, the intensity for a 

believer of a religion to participates in any type of cult (Vitell, 2009, p. 155). In 

marketing research, studies and research about religion were especially focused on the 

segmentation of the market based into segmentation of religious affiliation or level of 

religiosity (Minton & Kahle, 2013). Specifically about Halal, Alam and Sayuti (2011, p. 

17) , highlighted the importance of studying halal food purchasing behaviour of western 

customers in order to complete their study of Malaysian halal food, in order to allow 

professionals of the sector to export their products. Studying religion is a key 

importance in marketing because religion is a strong part of life for most individuals, 

with 80% of people worldwide affiliating with a religion (Pew Forum, 2012). 

 

Religion and its associated practices often influence life of believers especially 

transitional moment like births, marriages and funeral rites (Mokhils, 2009, p. 75).In 

term of definition we might find different authors with different definition:  
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 “A belief in God accompanied by a commitment to follow principles believed to 

be set forth by God”. (McDaniel & Burnett, 1990, p. 110),  

 “A cultural subsystem that refers to a unified system of beliefs and practices 

relative to a sacred ultimate reality or deity”. (Arnould, Price & Zikhan, 2004, p. 

517-518)  

 “A system of beliefs about the supernatural and spiritual world, about God, and 

about how humans, as God’s creatures, are supposed to behave on this earth”. 

(Sheth & Mittal, 2004, p. 65) 

 

For our study we choose to base our reflexion on Schmidt et al.'s (1999, p. 10) 

definition of religion as “systems of meaning embodied in a pattern of life, a community 

of faith, and a worldview that articulate a view of the sacred and of what ultimately 

matters”. 

In term of religion, the key aspect we want to develop in our study is the community 

aspect, which works as a system of group affiliation for a member of a religion 

(Greenfield & Marks, 2007, p. 246). The aspects of community and belonging help any 

believer to create a sense of social identity as well as a social support thanks to a 

common history for all the members, like Exodus for Jewish people (Cohen et all, 2005, 

p. 52). Those community-based religions also affect the consumption choices of their 

members in function of the level of social support. Because humans tend to belong to a 

group because of the fear of rejection, they might copy behaviours of members of a 

community (Baumeister & Leary, 1995, p. 522). This tendency of coping behaviour 

might include choosing and consuming products that work as a signal membership in a 

social in-group. 

 

Finally, we may see religion as a form of culture (Cohen, 2009, p. 195). Religious 

communities may also be a strong element for consumer behaviour because of 

member’s involvement shape by cultural dimension of the religion.  

 

3.5.1. RELIGION INFLUENCE IN CONSUMPTION 

 

In term of religion, religiosity is defined as the degree to which an individual adheres to 

the beliefs of his/her religion (Delener, 1990, p. 3). This degree of religiosity has an 

effect on the believer’s behaviour, and scholars explained that this phenomenon of 

“degree” is the key thing to understand religions. It is even more important than 

belonging to any particular religious faith (Mokhils, 2009, p. 81). Furthermore, 

religiosity might also influence physical, mental, and psychological well-being of 

individuals as consumers (LaBarbera & Gurhan, 1997, p. 88). So we might think that 

this level of religiosity has the power to moderate the relation between the believer and 

his consumption, value, ritual dimension and the structure of his community (Mathras et 

al., 2016, p. 300). 

In the two religious communities under study, we can point out some similarities 

(Judaism Islam, 2013): this is two monotheist religions, they share some prophets we 

can find both in the Coran and in the Thora, they have specific place to pray, they both 

have food restriction (no amphibians, swine, insects…). The communities are also 

reunited and constructed around religious faith. The choice to take two religions with 

some similarities but also some differences (origins, founders, subdivisions, faith 
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practicing, rituals…) (Cohen & Heldrich, 2000) allows us to investigate on many 

different aspects of the community.  

This level of religiosity may also influence the consumption process of religion’s 

members. And because everyday life is full of consumption, this process is easily 

associated with religion (Essoo & Dibb 2004, p. 705). For example, marketing and 

religion scholars explained that, in general, religious people are less likely to pursue 

materialistic gains than no religious people (Swinyard, Kau & Phua, 2001, p. 26).As an 

example, Rucker and Galinsky (2008, p. 259) show that, consumers who feel low (vs. 

high) in religion are more likely to desire luxury brands. 

Also, scholars explained that devout religious people (with a high degree of religiosity) 

show a low level of switching behaviour compare to their less devout counterpart (Choi 

et al., 2013, p. 266). Allport and Ross (1976, p. 441) explained that religious people, 

who tend to internalize their religious beliefs in their life, attribute relatively high 

importance to those values, and tend to avoid change, uncertainty, or hedonistic desires 

to non- or less religious people. This low level of switching behaviour may be also 

explained because believer consumption is perceived as a salvation for a lack of control 

in their life (Mathras et al., 2016, p. 301). Scholars show that when consumers feel a 

dearth of order or a low level of control in their life, they demonstrate a stronger 

preference for consumptions that seem “bounded” to their religion, high-effort products 

that require the consumer to work hard in order to deserve the product (Cutright & 

Samper, 2014, p. 730), and consumption that are advertised as either blessed or related 

with religious symbols (Shepherd, Kay & Eibach, 2015, p. 35).  

Another dimension of religiosity, that affects the consumer behaviour is, the ritualistic 

aspect. “The term ritual refers to a type of expressive, symbolic activity constructed of 

multiple behaviors that occur in a fixed, episodic sequence, and that tend to be repeated 

over time. Ritual behavior is dramatically scripted and acted out and is performed with 

formality, seriousness, and inner intensity” (Rook, 1985, p. 252). The ritual practices of 

one's religion creates an emotional link between members of a religion (Saroglou, 2011, 

p. 1327).Values are also a key factor in the practice and trust of a religion (Saroglou, 

2011, p. 1331) and provide a kind of daily guide to believers about what to consume, 

how much to consume, and when to consume.  

In term of values, religions may be strongly against the consumption of certain products 

(allowed versus forbidden). For example, Jewish kosher laws prohibit eating pork, 

shellfish, and dishes containing meat and milk products (Klein, 1979) In Islamic values, 

the moral code (sharia) differentiates between halal (allowed) and haram (prohibited) 

products. Haram include products like pork and alcoholic beverages. 

3.5.2. CONSUMPTION OF HALAL FOOD 

"Halal": If this Arabic word yet means "allowed", it drags behind it a reputation about 

tradition, slaughterhouse and myths. The word "halal" is related to generally allowed 

practices through faithful (Sayuti, 2011,  p.  9). Meats of all sheep, cattle, goats and 

camels are allowed, but also those of horses, poultry and rabbit. Everything that comes 

from the sea is also tolerated (Nurrulhidayah, 2011). 

For a halal meat being declared halal, and therefore safe for consumption for Muslims, 

it must come from a slaughtered animal as a ritual precise method, called the 
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"dhabihah" (Observatoire du Halal, website). In Europe, "dhabihah" is based on a 

number of principles: 

 The animal must be alive and have the head facing Mecca. 

 It should be aware and not be stunned. This stirs controversy and is contested by 

some Muslims.  

In conclusion: what is not "halal" and are therefore unclean: 

 Pork 

 Animals that have not undergone the ritual slaughter 

 Animals slaughtered in the name of anyone other than Allah 

 Alcohol and fermented beverages 

 Blood and blood products. 

 Food contaminated and produced by any product mentioned above. 

“Forbidden unto you (for good) are carrion and blood and flesh of the swine, and that 

over which is invoked the name of other than Allah, and the strangled, and the dead 

through beating, and the dead through falling from a height, and that which has been 

killed by (the goring of) horns, and the devoured of wild beasts, unless you have 

cleansed (by slaughtering) it in the proper, lawful way, while yet there is life in it, and 

that which has been immolated unto idols. And (forbidden is it) that ye swear by the 

divine arrows. This is an abomination.” (Al-Ma’idah, 5: 3) 

According to Sayuti (2011, p. 9), Islam is the fastest growing religion on the earth both 

by birth and conversion and represents one quarter of the world’s population. According 

to those figures, halal market is full of opportunities and is lucrative for many food 

manufacturers. The potential for halal products is particularly so promising that it relies 

on a strong base of potential consumers: There is a market of 112 countries with two 

billion Muslim people (Sayuti, 2011, p. 9). Bonne et al (2007, p.380) explained that 

eating food, in agreement with religious prescriptions, might be considered as an 

expression of religion for Muslim people. Scholar explained that it is a sign of “Islamic 

devotion” and “a sign of an identity”. In this way, halal food consumption is different 

from regular meat for Muslim people and the decision process in buying could be 

different and more important compared to non-Muslim people. Bonne et al (2007 p.379) 

highlighted the fact that Muslims tend to make strong efforts in obtaining halal 

products. 

In term of food market, the Islamic consumer market is the strongest growing in the 

world. According to Marzuki (2011, p. 55), Muslims must follow halal food guidance 

and avoid prohibited food (haram). There are two main explanations according to 

Mathew et al. (2012, p. 263 ).First, the religious believers think that halal food is 

cleaner and healthier according to the Quran. Also, we might think that halal products 

participate as a process of assimilation and unification for the community, for the 

tremendous acceptance of halal within the global population through the process of 

assimilation. Finally, other motivations also include preserving life, safeguard future 

generations, and maintaining self-respect and integrity (Muhammad et al., 2007, p. 3). 

Also according to a study Mathew et al. (2012, p. 268) non-Muslim consumers do have 

positive vision of Halal products and have the intention to purchase Halal food. 
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In France, national known brands such Fleury Michon, Herta, Labeyrie, LDC or Pierre 

Martinet (Pham, 2010) have introduced halal complete ranges under their name or brand 

specific "Réghalal" for LDC (Appendix 3), " Les recettes de Nurdan" for Pierre 

Martinet (Appendix 4).Those have expanded the offer of traditional products - poultry 

delicacies, sausages, canned ravioli - but especially the choice of products is designed to 

set work and snacking. This offer appeals young couples and families looking to save 

time for meal preparation, in compliance with the rules of Islam. 

Another example coming from the United Kingdom, in response to the increasing 

demand for halal food, the supermarket chain Morrisons developed a new strategy 

around authenticated halal meat and poultry to their flagship store in Stratford, East 

London. Watched by the Halal Food Authority, Morrisons launched those new products 

with the slogan “Hello to halal”. UK Muslims represents about 5, 6 % of the UK 

population (UK Government Statistics, 2014).  

3.5.3. CONSUMPTION OF KOSHER FOOD 

The “kosher” word in Hebrew means "valid". It means a thing or a person in good 

standing with the religion. We may also say a Torah scroll is kosher if it has no defects.  

Kashrut is part of the 613 “mitzvoth” of the Torah. In fact, even before the enunciation 

of these laws for Israel, humanity has received some laws regarding its way of eating. 

So the first law given to Adam, the father of mankind, concerning his food: “From any 

tree of the garden you may eat freely; but from the tree of the knowledge of good and 

evil you shall not eat, for in the day that you eat from it you will surely die” (The Bible, 

Genesis 2:17). At this stage, Adam was vegetarian. According to the first testament, 

Humanity becomes carnivore after the flood, when God allows descendants of Noah to 

eat meat. The patriarch Jacob is also linked to the first kosher law referred to the people 

of Israel. The Torah tells us that, on his return to Canaan, the night he was attacked by a 

mysterious character. Failing to kill this character Jacob was wounded in the thigh 

“That is why, to this day, the Israelites do not eat the sciatic muscle that is on the hip 

socket, because he had struck Jacob’s hip socket at the sciatic muscle” (The Bible, 

Genesis 32:33). Seen from the beginning of the biblical account dietary rules are 

central. End with the Exodus, when God gives Israel the laws of Passover; it is still food 

laws, like to eat grilled lamb with bitter herbs and matzah (unleavened bread). 

What is casher and what is not: If for minerals and plants, Torah gives no restriction, the 

fact is not the same for animal flesh. 

To sum up: among the only land animals are allowed ruminants with cloven hooves, 

these two distinctive signs are mandatory. This is why the pig which has only the split 

hooves, or camel, which is only ruminant are forbidden for consumption. For aquatic 

animals, only fish with scales and fins are lawful, which excludes not only fish with 

smooth skin, but also crustaceans, molluscs or amphibians. Finally for birds, the Torah 

lists 24 prohibited birds that are either predators like eagles or migratory ones like the 

stork (Klein, 1979). 

 Specificity of blood: The consumption of blood is forbidden by the Torah. A 

verse explicitly says, “But be sure you do not eat the blood, because the blood is 

the life, and you must not eat the life with the meat”. (The Bible, Deuteronomy 

c.12 v. 23). If the Torah allows the consumption of animal flesh, it prohibits the 

blood that carries the animal soul that could be understood as the animal instinct. 

In other words, the Torah demands that man becomes human every time, not 
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animalizes by its patterns of consumption. There followed strict rules of 

preparation of meat: ritual slaughter is not enough, we must then proceed to 

Kashering meat in the salting and allowing it to stand. 

 

 Mixtures prohibited: Still another major forbidden, the prohibition of eating 

milk and meat together. In fact the verse founded this prohibition is very 

elliptical “You are not to boil a young goat in the milk of its mother” (The Bible, 

Exodus ch.23 v.19). But the oral tradition has expanded the prohibited milk and 

meat, even if there is no affiliation between the two foods. In fact this verse is 

repeated three times in the Torah, the rabbis have perceived three prohibited: 

ban cook, eating and ban benefit from a milk / meat. Such legislation will affect 

the pace of meals and even the kitchen organization. Generally 6 hours are 

expected between the consumption of meat and milk. As for the kitchen, it 

should have, among others, two dishes with distinction for sponges and wash 

basins. Why separate the milk of meat? Although again a divine decree no 

immediate reason, commentators see it as one of the major principles of 

Judaism: the separation between life (the milk) and death (meat). The 

differentiation between the elements is a principle that is found in many 

mitzvoth. 

About kosher products, scholars said that “Jewish consumers may possess more product 

knowledge, due to their high levels of information seeking and innovativeness, and also 

the self-confidence necessary to make recommendations to others regarding 

consumption” (Hirshman, 1981, p. 108; Shapiro, 1961, p. 89). Shapiro defines several 

groups of Jewish/kosher consumers: the first group is called "learned observants," 

defined as people who eat only kosher products and follow strictly the Judaism rules. 

Scholar explained that this is the core target of kosher butcher but also a too small 

number of customers. 

According to Shapiro, the second major group is known as "tradition observants". This 

group follows kosher rules in their daily life thanks to their parents. This group is 

slightly different from the previous one because they follow kosher rules but, for 

example, might work on Saturday (the sacred day of Jewish people). Those rules come 

from family values through acquisition of knowledge which will be internalized over 

time. According to Veblen (1991, p. 39), when the young Jew will become an adult he 

will adopt those values for his daily life and will continue to acquire experience on a 

self-motivated basis. 

Finally according to Shapiro (1961, p. 89) there is other groups like people who eat 

kosher products on a daily basis but also might eat non-kosher products at restaurant for 

example.  And one of the most interesting group are people which are not related to any 

faith is Judaism but eat kosher products because they think its high quality products 

according to premium price. In fact, according to Lytton (2013, p. 3) ”Only 8 percent of 

kosher consumers are religious Jews—the rest choose kosher food for reasons related 

to health, food safety, taste, vegetarianism, and lactose intolerance or to satisfy non-

Jewish religious requirements such as halal”. 

In 1972, Hebrew National, an American's company, launched an advertising campaign 

on television for kosher hotdogs. The advertising slogan found was "We answer to a 

higher authority"(Appendix 2): It was an immediate success. The slogan was repeated 

and became reality in the minds of the American consumers (Stuart,1997) 
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We might conclude that, for different reasons, halal or kosher products might also target 

non-religious people because of attributes that non-believers attribute to them.   

 

3.5.4. THE KEY IMPORTANCE OF CERTIFICATION IN RELIGIOUS FOOD 

Concerning halal and kosher products, which are a key aspect of the thesis, we want to 

highlight the importance of certification aspect for the religious consumer.  Mohd 

Ghazali Mohayidin and Nitty Hirawaty Kamarulzaman (2014, p. 125-139), conducted a 

study about the importance of some attributes in the purchasing behaviour of Muslim 

people. The halal certification attribute was the most important attribute with 38.98% 

(on the repartition of key attributes toward halal food) .The second most important 

attribute was price (20.05%), and promotion was the least important attribute (9.37%). 

As Delener (1994, p42) said, the religion plays a key role in influencing consumer 

behavior and attitudes toward making a purchase. This certification is under the control 

of religious authority in both Judaism and Islam. Muslims are depending on the 

responsible authority to check the status on their behalf. Most of the manufacturers and 

people in halal marketing use the halal certification and logo (which has also a strong 

importance) as a way to “inform and to reassure their target consumers that their 

products are halal and Shariah compliant” (Sayuti, 2011, p. 9.) Halal certification and 

halal logo are even recognized as hygienic and with a good quality. Some halal brands 

are attracting consumers because they tend to show themselves as Islamic brands, 

thanks to specific packaging and labelling. This also an indirect signal for the Muslim 

target to show that their products have a halal certification (opposed to haram products) 

(Sayuti, 2011, p. 9). Those attributes are strongly important from a marketing point of 

view because by targeting Muslim and Jewish people, food companies have a strong 

competitive advantage because of the products benefits for religious people. The results 

of the study of Ghazali Mohayidin and Nitty Hirawaty Kamarulzaman (2014, p. 134) 

indicate “that the use of halal certification could bring about a more competitive 

advantage for the product similar to the product differentiation, such as the product 

branding strategy”. 

In France there are dedicated organizations for certification and control of Halal and 

Kosher products. AVS is the main French certification body for halal products, and has 

been created in 1991. This organization has more than 150 people, including a hundred 

of agents dedicated to control all types of halal businesses: restaurants, butcher shops 

and slaughterhouses. The organization is present over forty slaughterhouses, and meat 

development centres in France. AVS, during the year 2012 achieved the certification of 

more than forty-three thousand tons of halal meat. (AVS website) 

Since 1808, the Israelite Consistory of Paris has ensured the interests of Judaism and 

maintained a quality of life for the Jewish communities, synagogues, schools, charities 

and kashrut. The Consistory of Paris and the Paris Beth Din had set up an entire control 

system: ritual slaughter (shechita), product verification, monitoring butchers, bakeries, 

grocery stores, caterers ...) to ensure irreproachable kashrut according to the Judaism 

precepts. On product approved by the Beth Din of Paris, we find the KBDP logo. The 

Logo KBDP - Kosher Beth Din of Paris - corresponds to a certification established by 

the Consistory of Paris for products which fulfil all the criteria of Kashrut before being 

on sale in supermarkets or other stores outside the kosher network shops. The Kashrut 

logo is recognized as a benchmark of quality. 
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3.6. THE FOOTBALL FAN COMMUNITY AND MARKETING ASPECT 

To make a parallel with the case of religious community, we have also the aspect of 

devotion within the football fan community. Jordi has tried to demonstrate that the FC 

Barcelona has to be seen like civil religion because of the number of supporters devoted 

to the club and the place this passion takes in the daily life of some Catalan ‘fans (Jordi, 

2008, p. 193). This idea came to him after reading Jean-Jacques Rousseau in Chapter 8, 

book 4 of The Social Contract where he read the term “civil religion”. But our choice to 

take a third community for our stud,,y was not because it shares similarities with the 

two previous ones, but because we wanted to observe additional phenomena linked to 

the community marketing such the brand rivalry observed by Schouten and 

McAlexander. 

The choice of the football fan community is lead in this thesis by the growing interest of 

the marketing researchers on the sport marketing. Evans, James and Tomes (1996,  p. 

217-219) have summarized sport marketing as the use of sport as a promotional vehicle 

for consumer and industrial goods and services and as the marketing of sports products, 

services and events to consumers of sport. Sport marketing comprises all those activities 

designed to meet the demand of the consumers through an exchange of process (Mullin 

et al., 2000). The authors have identified two key themes: the marketing of sport 

products and services straight to sports consumer and then the marketing for other 

consumers and industrial products and services through the use of sport promotion. By 

studying the community of football fans we are further investigating one part of the 

sport marketing called the sport branding. According to Sevier (2002), the sport fans are 

not buying things ad items, they buy a name. Sport branding may be unique by the fact 

that its consumers become loyal at an early age and rarely change their loyalty in order 

to support a competitor team (Beech & Chadwick, 2007). Once again, we are facing the 

phenomenon of brand loyalty, frequently studied in marketing. The marketing mix of 

sport is predominantly covered by the merchandising around the sport fan passion in 

two axis: the merchandise sale with a reference to a particular event or team property 

(that can be covered by the reproduction of logo or product referencing to the team or 

event) and the product ale thanks to a reference to an individual name and image 

(Verow, Lawrence & McCormick, 2005). We will investigate this to axis through the 

panel of supporters and fans who will participate to our questionnaire. 

The professional status of players was created by the great business leaders of the 

period. They started to pay salaries to their players who represented their company, 

throughout northern England, during the championship. Here, we discover the first 

possible parallelism with the current football, we know: there are already some 

negotiations about players’ salaries, led by investors in this sport. As an example, 

Manchester United receive 58 million Euros from the tickets office and 33 million 

Euros from the merchandising when, in the same time, the Real Madrid received 21 

million Euros through the tickets offices and 87 through the merchandising annually 

(Qihui Wang & Fenghua Zhen , 2015, p. 2). 

Before the evolution led by the television and the selling of the diffusion authorization, 

the major part of the income of football clubs were coming from the advertisement 

made on the team's jerseys (or in the stadium) and the income provided by the tickets 

offices. It highlights the importance of the relation between football clubs and their fans, 

because, without money, the club cannot survive and, without their clubs, supporters 

have no reason to exist. 
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The advantage of studying football fan community is based on the sociological profile 

of football fans. By studying it, we are trying to detect, discover and analyze their 

spatial practices and consumption, their symbolic and emotional world, and their loyalty 

to a club and what it may represent in relation to community identity. Football fans are 

collaborating, inside their community, in order to consume (Hedlund, 2014, p. 51-52). 

As example supporters clubs always manage to book travel facilities when they are 

following their team abroad and the wealthiest are able to take the same flight than the 

players. The fact that some services in football clubs propose to create some common 

clothes in order to create a wave of supporters in the stadium proves that their business 

model responds to a need of the community and also the general need of a football club 

which needs to reinforce his visibility (Botsman & Rogers, 2008). The goods’ 

production of a club and the consumption of the supporters are linked, clubs and fans 

need each other to reach their objectives: live a passion or acquire a strong brand 

identity and make some money in order to invest in the club (players, facilities...) 

Consumption is inevitable because it is in the human nature (Elliot, 1997, p. 289). 

Consumerism often reflects the moral nature of the human existence. All the changes in 

the human nature request a total transformation of his way of life, his belief. Football is 

something else than just consuming, there are no routine because each match or each 

season is different from the previous one. These kinds of consumption, which can be 

classified as entertainment consumption, involve joy and passion when the team wins, 

socialization between the supporters. This sport can help in the human perpetual 

research of satisfaction and allows the fans to get out of their monotony, feel something 

different even for a brief moment in which supporters find a way to escape their life. 

The literature is quite narrow about the possibility to increase happiness with wealth and 

material possessions (Layard, 2005). What we have found is that football fans 

experience is more than achieving happiness, it is “the emotion-laden experiences of the 

consumer” (Elliott, 1997, p. 293) Being a football supporter, support a club with passion 

and devotion, the fan demonstrates his behaviour as a sign of “capacity to support and 

enhance life” (Mick, 2006, p. 1),. As Campbell (2004, p. 35-40) points out, the 

pleasures of consumerism lie precisely in the endless deferral of the pleasure of 

fulfilment. 

In a globalized situation, most of the local identifications perceived as emotional and 

relatives are recovered by companies. In opposition to the weak identities of States, we 

are left with the strong identities of cultural, community. Football provides a more 

primary emotional identification for the recognition of a group. It also includes the 

contrast between the home club of an individual and those which he is opposed to, as 

part of a brand community. Feeling "colours" gathered us to the shared identity. 

Everybody has different kind of identity depending the people we are interacting or the 

situation within we evolve (Khan, 2012), and the importance of the football club in the 

personal construction in the fan self-identity is huge. In a world where everything 

change fast, the way an individual consumes gives him visibility and also involves 

consequences (Thompson, 2005, p. 32) 

We might also take into account the fact that football fans are consumers and it is 

Borgmann (2000, P.418) who made the statement that consumption is a critical activity. 

Being a football fan is more than a lifestyle or a simple consumption of football club 

by-products (Setmeyer, 2010, p. 306). Life and consumption of supporters are linked to 

their passion and emotional situation on a certain time laps. But people, and especially 

football fans, do not use consumption just to be happy, "but to manage their identity and 
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social relationships" (Ahuvia, 2008, P. 504). In the special case of the identification to a 

football club or team, this club or team are like an anchor in the fan life which 

influences his behaviour (Tuominen, 2007, p.187). As seen in some of the previous 

paragraphs, being a supporter sometimes requests to have rituals: to wear the scarf of 

their team in the stadium, to go the right supporters pub, and to respect some obsessive-

compulsive disorder such as entering in the stadium with the right foot first. Indeed fans 

have different behaviours because some of them prefer to stay home to watch their 

favourite team on their TV, when the others prefer following the mach in a pub or in the 

stadium. Each fan has a specific manner to live his passion. 

We can give there an example lead by the repercussion of fan rivalry in sport: 

negatively impact fan evaluation of team sponsors (Harvard, 2013, p. 245) 

Finally, football clubs have to be regarded as brand in which we can identify ourselves. 

So, we can observe phenomenon of brand community, with all the specifications related 

to the existence of this special community: “a specialized, non-geographically bound 

community, based on a structured set of social relationships among admirers of a brand” 

(Muniz & O’Guinn, 2001, p. 412). Some of the traits that characterize brand 

communities are present such as: connection to the brand (here the club), 

interrelationship brand-community (relation supporters- club managers). Another 

characteristic we may observe is that the stability of the brand image (or the product) 

results from a complex set of factors, unstable and highly permeable to sudden changes 

in performance. For example, when the team loses some matches, if the players do not 

correspond to the club philosophy, the sell decreases. 

 

To conclude with the theoretical framework part and regarding to the literature and 

scholars identified, we are expected to confirm some of the statement discovered:  

 The leader of the community might have a strong influence on the community 

member’s consumption behaviours. 

 The need of identification as member of a community, inside a cosmopolitan 

society, is an important element leading the individual consumption. 

 The consumers of community federate around a brand, a product or a service are 

not only members of the community but also non-members. 

 The schedules of the community could have some influences on the 

consumption. 

 In a community, the symbolic of the product might influences his purchase.  
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4. QUALITATIVE EMPIRICAL FINDINGS 

 

4.1. QUALITATIVE INTERVIEWS WITH RELIGIOUS COMMUNITIES 

As explained in the methodology, this part will cover the empirical findings about 

different remarks collected from participants around the theme of religion. This analysis 

follows the division of the methodology in the various topics addressed by the 

questionnaire. 

4.1.1. COMMON PART OF THE QUESTIONNAIRE 

The comments reported here are related to the affiliation of the participants in their 

communities and their interactions with different members as well as community 

activities. 

4.1.1.1. INTERACTION IN THE MUSLIM COMMUNITY 

Among all the members of the community we met, religion is an integral part of what 

defines them as individuals and members without it, the community would have no 

meaning. ML reports that “Islam is, before everything, a belief in a certain perception 

of the world and this perception leads us in life until we die”. MM2 further, explained 

that all Muslims form a large community around their beliefs and for this reason, there 

is a form of connection between all the Muslims of the world, although there are 

different schools of thoughts in Islam. For our vendor of halal products, to sell products 

for its community contributes to their well-being. “A Muslim is, above all, a human 

being and I have the will to provide the best possible halal products. It is for this reason 

that all my products are from organic agriculture”. Also he speaks with members of the 

community via a "Assalamu alaykum" to express his commitment to his community. 

But in a secular worries, greets French non-members of the community with a simple 

“Bonjour”. 

Among members of the Muslim community, we notice that the mosque is the main 

meeting place for Muslims. MM1 tells us that “The mosque is the place of worship that 

allows us to pray, to make inquiries to be more in line with the faith”. MM2 also 

explains that the mosque is the main meeting place for the community but also adds 

there religious celebrations “Our community also federates around religious marriages, 

which if people are not Muslim; is an occasion of conversion ceremony. During these 

celebrations we feel a true unity and family warmth that unite us in our faith”. MM3 

adds that the interaction with the community is also done via travel in the holy lands of 

Islam. In fact, like most religions, there are different significant places of worship for 

communities. MM3 says that pilgrimages to Mecca and Medina allow Muslims to feel 

closer to their community and see the great places that the Prophet saw. It is also an 

opportunity to meet with community members from different countries. The opinion 

leader reports that the mosque also helps to encourage members to be good Muslims 

and respect the Koran. Moreover, the mosque is the opportunity to organize activities 

for young members. “Our mosque offers the opportunity for the young generation to 

benefit of courses on Islam and reading the Koran. Moreover, we also organize 

conferences and give access to a library of books about Islam”. 
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4.1.1.2. INTERACTION IN THE JEWISH COMMUNITY 

Regarding the Jewish community on this aspect, we may notice strong similarities on 

the perception of the community with the members of the Muslim community. JL says 

that being Jewish is part of what defines you as an individual but it is not his only 

identity. The full members of the Jewish community think the community defines them 

as an individual. JM1 even explains that "being Jewish defines me as an individual 

because we are a specific population. This aspect of chosen people, our belief and our 

eating habits, separate us from non-Jews, which we call "Goy". JM2 meanwhile, thinks 

that being Jewish differentiates you because he doesn’t frequent the same places and has 

a different schedule on religious holidays and during the Shabbat period in the week. 

JM1 and JS believes that being Jew defines your personality and the teaching of 

Judaism, through the holy book, gives values and defines the way of living of all 

community members. 

Regarding the meeting places, the Jewish community is unanimous on the role of the 

synagogue but insists on meetings at home with family and in kosher restaurants. JM2 

explains, “We love end up with family and friends at home to share a meal after 

Shabbat”. JL says his synagogue offers opportunities for members to meet and also to 

learn the practice of Judaism in youth through various religious and cultural activities. 

JS meanwhile says his kosher supermarket is also a place for the community meeting, 

being attended mainly by Jews. JM1 also explains the importance of Israel as the place 

of attachment of the Jewish community. “Israel is the holy land of the Jewish people 

and travelling can also strengthen the feeling of belonging to the community. Moreover, 

many Jews chose to live there because of the rising of anti-Semitism in Europe”. JM2, 

further explained that among the activities related to the synagogue, religious festivals 

and specific timetables of the Sabbath, most of his friends are Jewish because he is not 

only sharing with them common values but also because activities of Judaism 

encourage meetings between Jews. 

4.1.1.3. IMPACT OF ISLAM ON CONSUMPTION AND EVERYDAY 

LIFE 

Islam has a strong impact on food consumption and for MM1 this is a major problem 

for night activities including bars and restaurants. “The problem with being Muslim is 

that the number of restaurants serving halal products is very limited. I live in a small 

provincial town and there are very few restaurants which can satisfy my religious 

needs”. MM3 also explains that Islam prohibits alcohol; it is not easy for him to 

socialize with people of his generation (18-25). Drink together to socialize with people 

is very common in France. MM2 explains that he does not eat pork, but he drinks 

alcohol except during Ramadan. “I personally think that we are not obliged to follow to 

the letter all the precepts of Islam to be a good Muslim. Conversely, I think the vast 

majority of Muslims do not eat pork, this is a so strong prohibition”. ML says that its 

role is to inform Muslims about their consumption and to follow the precepts of Islam. 

Its role goes well beyond consumption but also the interpretation of the Koran “Today, 

there are Muslims who turn away from the path of peaceful Islam and radicalized. Our 

role is also to teach an Islam compatible with the republic and especially an Islam of 

peace”.  

Regarding the hierarchy within the Muslim community, all are unanimous on the role of 

the imam. Imam, as MM2 explains, is primarily a spiritual leader but it is also a normal 
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Muslim, the same level as his followers. ML explains that “Unlike Christianity, we do 

not have the equivalent of a supreme leader with a hierarchy like the Vatican. The imam 

is, above all, a person with expertise in Islam which allows it to better guide his 

community”. MS explains that it is the halal certification bodies which guide both its 

consumption but also its purchases. He also explains that he relies on his own judgment 

and on some specialized Imam. “I myself go to talk with farmers in order to see if the 

meat complies with the precepts of Islam. Also, I speak with Imam who campaigns for 

reducing animal suffering in the slaughter process”.MM1 and MM3 explains that the 

main guide of the community is the Prophet Muhammad whose Koran, his biography 

and hadiths show the way to forward for all Muslims concerning consumption and 

behaviour. MM3 says “The Koran needs to be put in context when the prophet received 

it from God, Islam has been a warrior in war but this does not justify the attacks nor the 

radicalization of some Muslims symbolized through jihad in Syria”. 

Regarding the time granted to religion per week, it varies depending on the role of the 

Muslim in his community. For ML, his entire life is dedicated to his community “The 

Imam is the spiritual leader, and his life should be like the prophet and he must respect 

the precepts of Islam”. Regarding MS, he also considers that he participates constantly 

in the life of his community, even during Ramadan and he devotes a lot of time to go to 

the mosque. For our regular members of the Muslim community, they spend an average 

of 3 hours per week to pray in a mosque. 

4.1.1.4. IMPACT OF JUDAISM ON CONSUMPTION AND EVERYDAY 

LIFE 

Regarding the impact of Judaism on the everyday life and consumption, JM1 explains 

that the influence is especially strong for the alimentation but also at the time of 

Shabbat: “During the Sabbath, especially when I am in Israel, we must not use 

electricity”. For JM2, it is also food consumption which is influenced by religion and 

especially for the restaurants “I am fortunate to live in Paris, which gives me access to 

many restaurants and kosher caterers in Jewish areas. I think it is much more difficult 

for people living in the province”. For JL, he observed that although some Jews did not 

always respect dietary restrictions, prohibition of eating pork is for the overwhelming 

majority. Finally for JS “The Jews in France speaks greatly of their religion and the 

universe surrounding religion between them. Indeed, we discuss a lot of where to find 

the best kosher products”. He also explained that the tense situation in Europe, forces 

Jews to tend to tighten on their religion and therefore consume more kosher products. 

Regarding the hierarchy and leaders in the community, members of the Jewish 

community regard the rabbi as a religious guide. The Rabbi essential duty is to preserve 

his community and to helps it to follow religious duties of the everyday life. He ensures 

that every point of the community life follows requirements of the Torah. He is the only 

decision maker for any questions related to the field of spiritual. He is the faithful 

looking for any religious problem. In the case of JS, he explains, “Rabbi can either lead 

the funeral, a bar mitzvah, a circumcision and marriage. He also receives consultation 

persons wishing to ask him about issues concerning family life”. The Rabbi is the 

referent for the Jewish community keen to respect the precepts of Judaism in everyday 

life. 
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4.1.1.5. EXTENSION OF THE CONSUMPTION TO NON-MEMBERS OF 

THE MUSLIN COMMUNITY 

The halal food seems not to be limited to Muslims. Indeed MS explains that many of his 

clients are not Muslims, “It is very common that non-Muslims buy halal products 

because they are much cheaper than supermarket meat”. So the price seems to have a 

major impact in this extension of community consumption. He adds: “My case is quite 

apart of most Muslim groceries, because I sell very high-end products; non-Muslims 

come to me for the quality of meat and they buy them even if it’s halal products”. The 

quality of the meat appears to be decisive in the expansion. According to MS, this is not 

the potential properties of halal products that research non-members but much more 

pragmatic qualities such as quality or a low price. The entire Muslim community 

members suggest the price as a factor for expansion to other people. MM2 also explains 

“Proximity is an important factor, indeed a Catholic friend of mine, often buys its 

products in a Muslim grocery store because it is near his home”. ML meanwhile, does 

not know much about the halal extension to other community but explains that “There 

are initiatives like Quick, fast food brand, which use 100% Halal meat to attract 

Muslims in their restaurants. I am not in favour of fast-food but the action is 

significant”.  

On accession to the Muslim community through the consumption of halal, all 

respondents think that it is not enough. MM3 explains, “If you do not believe in Allah ,if 

you do not know the history of the Muslim religion, I don’t think than eating halal food 

will make you a Muslim”.MM1 explains that this can be a first step but halal is not what 

makes a true Muslim. ML explains that “Many Muslims do not consume halal products 

so, this is by no means, the way to become Muslim”. 

4.1.1.6. EXTENSION OF THE CONSUMPTION TO NON-MEMBERS OF 

THE JEWISH COMMUNITY 

The members of Jewish community interviewed have different opinions. For JM1: “I 

live in Israel, so I do not know non-Jews who eat kosher, just some Muslim people". 

JM2, about that aspect, explains that kosher products sellers in Paris sell very well 

among non-Jews, but “With the attacks of Charlie Hebdo magazine and Hyper Casher, 

I fear that people have a little fear of Jewish places of consumption”. Regarding JS, he 

explains that food consumption is closely linked to religion, so it is imperative that 

quality is the best in order to respect the community: “This high quality, for me, 

explains the success of kosher products to non-Jews. They probably think that we attach 

great importance to the quality in order to respect God and the community, which is 

true”. JL, who is from the United States of America, explains that the majority of 

kosher products are consumed by Christians “Kosher seems to have healthier virtues 

like organic food for many people”. 

For all survey's participants, consumption of kosher products does not constitute a way 

to be part of the community. JM2 explains “To be a Jew goes beyond simple food 

consumption and there is a strong spirituality and a set of values that must be 

respected”. JM1 adds that it is very difficult for a non-Jew to convert and that a great 

effort is needed. Without this conversion process, it is impossible to be part of the 

community. 
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4.1.2. CONSUMPTION OF HALAL AND KOSHER PRODUCTS 

The comments reported here are related to the perception of the Jewish community and 

the Muslim community on kosher and halal products. 

4.1.2.1. PERCEPTION OF HALAL PRODUCTS FOR MUSLIMS 

For the majority of Muslims surveyed, the supply rise of halal products is due to the 

increase of the Muslim population in France. MM1 explains that “A lot of young people 

reconnect with their religion and put a lot more attention at the nutrition level”. 

Regarding MS, he also explains that there are many more people who convert to Islam. 

Finally ML says “There are strong tensions and negative prejudices about Muslims, 

particularly around the arrival of migrants. Muslims feel the need to return to concrete 

elements of religion like the consumption of halal products. They feel closer to their 

religion”. 

For the perception of halal product, all the participants said that there are no nutritional 

interests. MM1 evokes that “The halal product helps to respect the will of the prophet 

but, to my mind, it does not change the taste or quality”. MS is much more negative 

about current halal “I sell very high quality halal products, but there is a problem with 

the Halal word. Most sellers use the term Halal to sell bad products”. He even evokes 

many products that are sold under the halal label, but which are not. ML evokes many 

scandals due to halal meat. These controversies are harmful to the community's image 

because it gives a bad idea of Muslims for other communities. 

Finally, concerning the halal wine, all the participants evoke a product contrary to the 

values of Islam. MS says “I saw many of my friends destroyed by alcohol consumption. 

This Islamic prohibition allows a Muslim to always be master of himself. This kind of 

product is not honest and I will never sell them”. 

4.1.2.2. PERCEPTION OF KOSHER PRODUCT FOR JEWS 

For MM2, the increase of supply of kosher products is due to renewed awareness of 

their Jewish community: “There is a strong rising of anti-Semitism in Europe, and this 

pushes the Jews to be more in line with their religion”. For JM1, it is also linked to 

family values which are important for the Jews. This pushes all the family members to 

be respectful and to reintegrate spirituality in their lives. JS, meanwhile, suggests that 

military intervention in Gaza as the starting point of the rise of anti-Semitism through 

anti-Zionism: “When a community feels threatened, people tighten on what they know, 

and eat kosher; to go to the synagogue is a strong sign”. For JL, it is in the 60s, with 

the arrival of a strong Sephardic Jewish community from the Maghreb countries and 

settling in France which is the reason of the great offer of kosher products "Sephardic 

Jews mostly eat kosher and when the second generation was able to promote kosher 

products in France, they started to create kosher food enterprises. " 

For all the members of the Jewish community questioned the kosher product has 

nothing beneficial to health or special nutritional characteristics. For JM2, that's a sign 

of belonging to the community. JL says that the interest of kosher is, above all, to be 

conforming to Jewish law, such as not eating blood because the blood is associated with 

life and death in Judaism: “You also do not mix milk and meat to remain consistent with 

precepts of Judaism, but in it there is no interest in health or nutrition”. JS for the 
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interest of the kosher product says, once again, that his quality is required for the respect 

of the members of the Jewish community. 

4.1.2.3. HOW THE HALAL AND KOSHER PROFESSIONALS 

PROMOTE THEIR PRODUCTS 

For our professional of halal products, he explains that Internet helped raising 

awareness of the halal and social networks like Facebook and the radio allows him to 

federate its customers: “On the other hand I've never done promotion campaign in 

mosques. At the opposite I had Imam’s calls wanting to learn about the way we work”. 

He explains that he chose its products in two ways: either by going straight to farmers, 

either by referring to a halal certification body. The best-selling of halal products are: 

Chicken, beef, veal and lamb. For our professional of kosher's products, it's mostly 

word of mouth, and the link with the community that create the promotion “We're in a 

little world, all kosher professionals know the others and members talk a lot between 

them about the best shops. For non-Jews who come, it is the quality and proximity that 

plays a major role”. He explains that most of the selling is done on the meat. 

4.1.2.4. BUYING FACTORS FOR HALAL AND KOSHER PRODUCTS 

Among members of the Muslim community, it is primarily the certification body on the 

packaging that counts and the relationship with the seller. The community has become 

very important as precise MM1:  “When I hesitate on the quality of a product, I always 

ask the people in the mosque if they have advices on the origin of products. In the case 

of serious doubts about the compatibility with the precepts of Islam, I ask directly the 

imam, or I phone the certification body”. For MS, the product must primarily be of a 

good quality and have a strong reputation in the community to be sold well: "My selling 

of chicken is done on the Bresse chicken, which is high quality poultry from France”. 

However, he recognizes that in many halal shops, products are at a low price and that is 

a strong decisive purchase factors. Meat is often of poor quality, due to the low price. 

He evokes that eating meat every day is a sign of wealth among Muslims and that, 

therefore, there is a preference to eat meat often, sacrificing quality. 

For members of the Jewish community, it is also the certification body that determines 

the quality of the products. JM2 says “I take down very few information because my 

supermarket is charging members of the Jewish community to validate products from 

the consistory. There are not particular buying factors because I try to vary, at 

maximum level my consumption”. Our religious leader, reminds us of the differences 

between liberal rabbis and classical rabbis. Indeed, he argues that it is not only the 

slaughter that is kosher but also livestock, “I am in contact with some specialized rabbis 

on kashrut and some slaughterhouses in order to control that the animal suffers as little 

as possible”. JS explained that the purchase of kosher products is very strong during 

religious celebrations like the Jewish Easter “We sell some products like kosher Coca-

Cola, because no one should consume gluten and corn during this period”. 

4.1.2.5. PACKAGING IMPACT ON BYING DECISION 

The seller of halal products evokes the importance of packaging, even if it's often a way 

to sell poor quality: “Some seller of halal products promote a mediocre product and 

packaged it with a beautiful packaging with writings in Arabic and it sells good…”. 

Members of the Muslim community all evoke the need for the presence of halal 
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certification body but that representations of sacred places and Arabian scriptures are 

important to purchase. MM3 also evokes the sources of the product on the packaging as 

a strong factor in the selection of products. 

 

About kosher products, only the presence of the certification body seems to influence 

purchase. JL evokes the USA, where this aspect is much easier than in France because 

there is a small symbol of the manufacturer indicating the validity of the product by the 

associations. JM2 also says “I also like to see, on the product packaging, Hebrew 

Scriptures… it gives me confidence in the product”. 

4.1.3. INFLUENCE OF THE COMMUNITY LEADERS ON KOSHER OR 

HALLAL PRODUCTS 

 

The seller of halal products explains that only the certification body influences halal 

products and Imam in mosques have no real influence on how to manufacture or to sell. 

The words are confirmed by ML “The offer is so vast that we cannot have a direct 

influence on the products. We can advise about the faith but we have no influence on the 

production. There is an organization dedicated to that” 

For our seller of kosher products, it is also kosher consistory that determines whether a 

product is conform or not. The rabbis in traditional synagogues have no influence. JL 

explained that “There are some vineyards that sometimes ask me for advice but 

generally the rabbi in France has no influence. It was Napoleon who created the 

consistory and its influence is still very strong in France. In the US it's not the same; the 

rabbi has a considerable influence on his followers”.  

SUMMARY OF EMPIRICAL FINDINGS: RELIGIOUS COMMUNITIES 

In order to facilitate for readers the understanding of all empirical findings, we created 

a summary under the form of bullet points. This serves as a recap of all the key elements 

interviewed people evoked. Those points need to be contextualized with the panel 

answer and those results will be compared with the literature in qualitative analysis 

part. 

 

Interaction in the religious community 

 Our respondents highlighted the key importance of the meeting places (mosque 

or synagogue / holy lands). Those places are sacred for them and play a key role 

in their religious daily life. 

 Religion plays an important part in members' life, but it’s not their only one 

aspect. Interviewed people defined them as Muslim or Jewish but explained that 

those aspects are not the only ones of their personalities. 

 Key importance of celebrations and religious manifestations as part of the 

religious daily life. 

Impact of religion on consumption and everyday life 

 According to our respondents, food is the main area of influence of religion on 

daily consumption of products. 

 These specified consumptions seem to make people feel different from non-

members of the community because of values and beliefs around those 

consumptions. 

 Key importance of the leader as a guide in order to indicate to the community 

what is conform or not to the precepts of a religion. 
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Extension of the consumption to non-members of the religious community 

 Our respondents, especially kosher and halal products sellers, highlighted 

objective factors which might explain the extension of community’s 

consumption: price, proximity, quality... 

 Most of interviewed people consider that consuming community’s products is 

not sufficient to be part of the community. 

Perception of halal and kosher products  

 Our respondents explained that the consumption of halal and kosher products do 

not have real impact on the nutrition. It is about tradition and religious beliefs. 

 The key point is the compatibility of products and religious beliefs for our 

respondents. 

Buying factors and products packaging impact for halal and kosher 

Our respondents highlighted three main characteristics to choose a community 

related product (halal or kosher):   

 Presence of Hebrew or Arabic scriptures on packaging 

 Low price or strong quality 

 Certification of an organism 

Influence of community leaders on kosher or halal products 

 We notice that community leaders have strong impacts on believers in order to 

advise them about faith but their influence on production of food is limited 

because of dedicated organization in our territory of research.  

 

4.2. QUALITATIVE INTERVIEWS WITH FOOTBALL FANS COMMUNITY 

This part will be divided into three part, one in which we will examine the answer to the 

common questionnaire between all the communities. The second part is dedicated to the 

football fan consumption behaviour and the last part is focused on the specific question 

for the football community leaders. 

4.2.1. COMMON PART OF THE QUESTIONNAIRE 

4.2.1.1. INTERACTION WITHIN THE FOOTBAL FAN COMMUNITY 

Regarding to the answer at the first question of our questionnaire, football fans have 

quite the same answers with small disparities. Most of them are corresponding through 

social medias such as Facebook and Twitter. The social network, which is quoted on 

each answer, is Twitter and when we asked why, the main reason was the rapidity the 

social networks allows to share feelings and follow an event like a match with the 

hashtag dedicated to the club. Football fans (without any distinction between the leaders 

and the classical members of the community) appreciate also close interaction like 

meeting in pubs to watch a match or have a discussion about the team and the ongoing 

championship, meet each other in the stadium for the match of the weekend. Regarding 

to their answer, this is due to the routine of their everyday life and the need they have to 

physically meet each other. They also text or call each other by phone all along the 

week, but not only to talk about their club or passion, just because they have friends in 

their community and this is a classical manner to interact between friends. Social 

networks are more seen as tools to reach more members of the community in the same 

time, such as indicate the respondent FF1 "I see and talk to my friends all along the 

week, but when I am in the stadium I send sometimes some tweets to show my followers 
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what the ambiance in the stadium is for example. Twitter is for me a tool which allows 

me to share my felling with much more people than I can do with my phone or in the 

street.". 

We see that in the first question, respondents give us some insight about the meeting 

place of their community. Respondent  FF2 tells us "I meet the other fans in the bars 

when there are match retransmission on the TV or in the stadium, sometimes in public 

areas when there are specials events", "I see sometimes fans whom are also my friends 

at home or in the stadium" (FF3). So stadiums appear to be some important places of 

meeting, but not the only one because the supporters make some meetings in pubs and 

bars. One of the respondents also adds an interesting information FL: "I will spend 2 

weeks in France this summer for the European championship and because I do not have 

stadium tickets I will meet the other German fans in the fans zones around the stadium." 

About sense of the community and its members, the answers are going in the same 

direction. "We need a fan base around the club for sure to live the passion and support 

the club, but we also need the other fans from the championship because it doesn't make 

sense to be alone in the stadium. Who are you going to insult without any opposition?" 

(FL). Despite the joke, having members around the club is necessary but having 

opponents also. The FF1 shares the same feeling: "We need to see each other and sing 

together in the stadium or the pub to express our feeling. You cannot do it alone in front 

of your television or your radio.” So being in the same place at the same moment to 

encourage the team they support, is important for the fans and also the leaders. FF3 

added in is interview: "I have joined a fan-club to meet people that share my passion for 

Arsenal, so obviously that was to meet the members of the community and exchange my 

opinions with them. Otherwise, I would have stay on my couch.". The interaction within 

the community is an important element and so explains that supporters need to meet 

each other. They like to act as a community, support their team together. "The more we 

are in the stadium, the more we sing all together, the more I feel glad to be part of 

supporters. This is even truer when we win the match" (FL). 

When we were talking about the community and what was its importance in their 

personal identification, the answers differ. FFF1: "being supporter is one side of my 

personality. I'm a lawyer; a father, a husband and this entire character trait is part of 

my life". The FJ add "I am a football journalist, indeed a fan of the Atlético Madrid, I 

am a catholic so I think that being a supporter is one of the sides of my personality.  I 

am more complex than just a fan". For another one, the FF2: "I am a supporter since I 

am 12, my father is one too, I grew up in this environment so yes it defines me as an 

individual. I have made some sacrifices such as refuse a promotion in another city to 

stay close to my favourite club". The answer of FF3 is also different because he assumes 

to be a supporter, which is his major personality trait, despite the other aspects of his 

personality: "I will define me first as a supporter of Dortmund, and in a way, it 

influences my life style. I'm also an employee but that is not what I want that people 

remember about me". So regarding to these answers, the community can be just a part 

of an individual personality, be the main personality trait or the only characteristic of 

some other fans. 
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4.2.1.2. IMPACT OF FOOTBALL PASSION ON CONSUMPTION AND 

EVERYDAY LIFE 

By asking to the sample how they consider the influence of their community on their 

personal consumption, we have had the following answers: "If I was not a supporter I 

would never have subscribed to some expensive TV channels, I would not have taken a 

season ticket to see all the matches in our stadium" (FF3). So it confirms that, being 

part of the community and act as a supporter, have a cost. The FF2 also answers: "I only 

go in some pubs in order to see other fans of the club, so yes, being a fan has an impact 

on my life and also on my consumption". The answer of the opinion leader (FJ) is much 

more interesting: " Because I'm a football journalist I don't pay the access to the 

stadium, clubs sometimes offer us the jersey of the team, my press and television 

subscription are paid by my employer so, in some way, I do not have to pay to live my 

passion, except when I drink a beer with the supporter after the match to get their 

feelings about the match.". This answer is not so relevant but this is not the only 

respondent whom has some advantage. The FF1 answers us: "Yes, in one hand, it 

influences my consumption but I sometimes have some advantages. The firm I work for 

is a financial partner of the team so I sometimes get free passes to go to the match. By 

comparison to my other friends I consider that I am lucky and that the influence of my 

passion on my personal finance decreases thanks to the advantage I can get.". So, the 

supporters are not all equal face to the expense they have in order to follow their 

passion, regarding to the advantage they have access to. Then, when asking the sample 

of football fans how much time they spend in their community activities, there are two 

kinds of answers: the one coming from the leader and the other one from the "classical" 

supporter. The opinion leader (FJ) cannot give estimation in term of duration but 

answers: "As a journalist I am working on this topic every day. It also consumes the 

major part of my free time. Here in Madrid it's quite important, such as the religion, I 

am living for football". The second leader (FL) gives that estimation: "It's around 20 

hours, shared between the fan-club management, follow the match, read the news about 

the team, listen to the radio... Even on Twitter, 70% the things I read is about football, 

so that's hard to make the right estimation". About the other fans, the answers are 

"around 10 hours in the week" (FF3), "something like 15 hours, but for example there 

are not a lot of things to follow in summer. So the time I spend in my community 

depends of the season and the club situation" for the FF1 and "12 hours, depending of 

the match the team plays. I spend more time in the end of the season or when we play 

the champions league" for the FF2. So we notice that there are some differences 

between the leaders and the other fans. But two classical fans point out an interesting 

thing, their interest in their community and their behaviours are evolving regarding to 

the period of the season and the situation of the club. 

Then coming on the question of hierarchy within the community and the influence of 

the leader, the three classical members give us the following answers. FF1: "Yes in the 

fan-club you have some leaders that are responsible of the ambiance in the stadium, 

they also pass our message to the club's managers."; "they have an influence because 

they can choose the pub in which we make the meetings in, ask us to wear a scarf for a 

special event with the other fans....". The respondent FF2 has a really close answer 

“There are some leaders I know, without being actually part of a fan-club. The 

hierarchy is based on the experience of the members, the older one take the leadership 

on the younger one thanks to his knowledge and his network in the fan's base.", "they 

can have an influence on supporters because they negotiate with the club for the season 
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ticket price, so if they are good negotiators, they will save the money of the other 

members.". The last supporter (FF3) has the same answer about the influence of the 

leader on supporter consumption behaviour but tells us that about the hierarchy: "there 

is a separation between old and new members of the community but, as a non-member, I 

think that you will not be able to see that. When we say old it's about the time spend in 

the stadium, so you can have a respected members who is 25 but who goes to the 

stadium since he was 10.". About this existence of a hierarchy within the community, 

leaders give us answers really close to the one given by the supporters, for example: 

"the more a fan follows the team along the season, the more he is important in the fan-

club. The information and the network he gives, define the importance to the leader 

inside the community"(FJ). About their influence, football leaders have answer to 

dedicated questions in the part 3. 

4.2.1.3. EXTENSION OF THE CONSUMPTION TO NON-MEMBERS OF 

THE FOOTBALL FANS COMMUNITY 

The answers to the questions are similar between the leaders and the regular fans. FF2:" 

You can often see children with the jersey of the team, and most of the case this is a gift. 

The tourist also like to buy the scarf or the jersey of the club, because here in England, 

some clubs symbolise the way of life of the city, even more here in Liverpool.". "I have 

friends who are not fans of the club who buy some artefact of the club to make some gift 

abroad. It is almost because this is the symbol of the city or because they know some 

people who appreciate the club."(FF1). "I often see children wearing the jersey of their 

favourite player, without having many notions about the team when I travel abroad." 

(FJ). "In England you can often see tourists in stadium because, in their minds, the 

football culture is linked to the country, and they are not wrong. There are some 

products dedicated to this kind of consumers, such as a scarf represented the match of 

the day with the two clubs on it and the date. It is a souvenir and also a way to say to 

their friends: "I was their". But the same kind of product can be sold for the major 

events of the season such as a final for example". So regarding to the answer we have 

received, the main reason that push non-members of the community to buy the products 

made for the supporters are the tourist, looking for a symbol of the city they have 

visited, or people who want to make a gift. 

But all the respondents agree on the fact that this consumption, out of the community, 

can give to some individuals the intention to join their community. FJ answers us: "My 

interest for football and my team appeared when I was young, when my uncles offered 

me my first scarf from Atlético Madrid after a trip in Spain. So it happened to me and I 

think it can happen to others". The FF3 has the same point of view: "It can be a spark 

in someone mind, and one day he will probably join us". To conclude on this question, 

the second fan-leader (FL) shares with us is very open minded vision: "Yes I think that 

they can join us, probably not become some "Ultra", but they will probably enjoy seeing 

a match, sharing a passion with others. We are open to everyone, the football 

philosophy is simple and the more we are the more we have fun." 
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4.2.2. SPECIFIC PART ON FOOTBALL 

4.2.2.1. MERCHANDISING AROUND THE CLUB AND THE 

COMMUNITY 

About the place of the merchandising around their clubs and passion, the offers made by 

the clubs to the fans and the perception upon the product sold, we have several type of 

answers: "I do not appreciate the place that the merchandising has taken these last 

seasons, I understand this is important for the club, but the stadium place or club's 

jersey price have highly increased and it becomes too expensive" FF1. Another one 

answer: "I appreciate the merchandising made, the offer coming from the club. I know 

that a club needs to make money to survive and invest. The product sold represents the 

values of the club, our values" (FL). All the respondents explain that the product sold to 

the fans are made to represent the value of the club, it offers them the possibility to use 

the image of the club as a brand and, by the way, create their own lifestyle "I like the 

merchandising made by the club [...] Wearing the jersey of the team or drink my coffee 

in the club's mug allows me to show who I am, what are my values. This is my life 

style." (FF2). We have respondents that disagree about the merchandising policy of their 

club (FF2): "Regarding some products I find stupid to do it just to make money, who 

needs a plate with the logo of the club?" or "It becomes hard for us to follow the price 

imposed by the club for the season ticket in the stadium? How could they have a great 

ambiance without the historical supporters who are also not the wealthiest.". To do a 

short summary, the majority accepts the merchandising but some members find that the 

price policy is disconnected with the fans incomes. The increase of the offer is not well 

perceived because the values and image of the club are corrupted by the need of cash 

flows, and the classical products sale by the club allow the supporters to show off their 

passion, recognise themselves in the street and also differentiate themselves from the 

supporters of other clubs, the argument is even more important when there is a strong 

rivalry: "I like wearing my jersey of Liverpool in Manchester when we are upon United 

in the ranking, just to show them that we are better and that I am proud of it" (FL). 

The entire respondents are also quite interested by the offer made by the club. All the 

fans pay attention of the offers made for the trip abroad, in order to follow their team, 

when there are some special event, to celebrate an important victory in the club's 

historic or when the match against the great rival is coming. We have had the following 

answers: "I am following the offers of the club and I pay attention to the offers made to 

follow the team abroad in the Champion's League" (FL) or "Sometimes I use the 

discount, made by the club, for some match when there are too much unsold places" 

(FF2) and "When there are fireworks or a concert at the end or before the game, I 

always try to be in the Stadium. I think I can say that I am receptive to the marketing 

made by the club." (FJ). By the way, it highlight that fans pay attention to the marketing 

campaigns or events, sometimes to get discount or to have an extra to their passion such 

as the concert. 

4.2.2.2. MONETIZATION OF THE PASSION 

We will analyse the amount of money spent for the passion and the budget repartition in 

the same time. So, the amount of money differs from an individual to another, with 

figures between 700€ and 4000€ a year, and the average of the entire budget represents 

2300€. Only one respondent cannot be taken into account in the figures because he has 

free access to the stadium, press, television subscription thanks to his job (the FJ). The 
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expenses are always split between the season ticket (or single match ticket for the one 

that do not have subscribe), displacements to follow the team out of the city, television 

subscription, specialized newspapers and magazines, consumption in bars or other 

meeting places and the artefact sold by the club (jersey, scarf...). So regarding to this 

repartition, we notice that the club is involved into two of this consumption centre, the 

four others are side consumption in order to live the passion. The distribution averages 

for each gives us the following results: 

 season pass or single match tickets: 36% 

 Clubs artefacts: 8% 

 displacements: 19% 

 television subscription: 13% 

 specialized newspapers and magazines: 9% 

 consumptions in bars or other meeting places: 15% 

That figure shows that the clubs are able to capture 44% of the global expenses of the 

fans, and the 56% left are shared between different business actors around the 

community. There are also two answers of respondents which are really close and 

explain how this consumption can be made: "I purchase my season pass to the fan-club 

which have a deal with the club in order to take out the subscription. And the fan-club 

includes in some formula it proposes a supplement for the displacement. So by being in 

a fan-club, it becomes cheaper to follow the team compared to what I was able to 

purchase alone before" (FF1). We notice that the fan's community has some agreements 

with clubs and transporters that reduce their member’s expenses and it can play a role in 

the budget distribution. 

4.2.2.3. BRAND FIDELITY AND BRAND OPPOSITION 

Our respondents consider that there are some products that fans should have to purchase 

to be considered as part of the community. They mainly point out some items referring 

to the club entity: "I consider that having the jersey and a scarf of the team is, at least, a 

minimum for a supporter. It not so expensive and it allow you to show that you are with 

us" (FF2), "In my opinion, having a jersey and often come to the stadium to support the 

team are a minimum. How can you live with us and share our passion without being 

here for in the bad or good moments?" (FL). But we have had an interesting different 

answer: "I will not tell you that you can't be a fan without paying for a lot of things. I 

am lucky to have enough money in order to go to the stadium or buy what I want. But, I 

know people, devoted to the club who are not wealthy, but their passion and their 

knowledge about the club history is unbelievable. So, I consider these people as part of 

the community." (FF3). This answer highlights the fact that you can be considered as 

member of the community without being really involved in the community consumption 

behaviour. 

On the second question, about the opposition to other product, the answers are all 

similar. Each respondent explains that the club have one or several historical rivals in 

the championship. Because of these rivalries, they will never accept to pay for an 

artefact of these teams. As an example, he tells us: "For sure you will never see me with 

a jersey of Saint-Etienne. I personally can't stand their supporters and the rivalries exist 

between us for decades. They also will never wear anything from the Olympique 

Lyonnais." (FF1). Three of the respondents add that, sometimes, they don't have the 

choice: "For the derby, if I want to see the match and support the team I have to buy my 
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place at the rival ticket office. This is bad but this is business, their supporters do the 

same when they come to our stadium." (FF2). 

4.2.3. SPECIFIC QUESTIONS FOR THE LEADERS 

About the first questions the leaders have answered really close: FJ estimates he has an 

influence on fans consuming behaviours but he can estimate the impact because "As a 

journalist, I often transcript the message that the club wants to pass to the fan so, 

obviously, if the managers want more fans in the stadium I will write that in the 

newspaper and it will probably have an influence on supporter's behaviour". He means 

that the newspapers are made to inform the public but it can also influence the 

behaviour of the readers. The other leader (FL) answers: "I am some relation with the 

club's managers who sometimes makes some offer to follow the team abroad or for 

stadium places, so if I can get some discount places for the members of the fan-club it 

will influence their consuming behaviour even if they were not supposed to come with 

us for the match." 

Both of them recognize that they can have an influence on the community they are 

belonging to. For the FL, his influence of the consumption is not so important according 

to him. By having some discount, thanks to the relations he has with the club managers, 

he influences the amount of money the members will pay. He concludes by saying that 

it can be an indirect influence because the money that is saved can be spent in another 

club product. But concerning the influence on the club's marketing managers, the two 

leaders explain that they do not have any influence on the production or the design of 

the artefact, because the decisions are important for the club's image. Both of the leaders 

can explain that they can have some influence on the events of the club: "When a group 

is invited for a concert after the match, sometimes, the club manager asks us to get an 

agreement. But this is one of the only possibilities we can have on the club business 

decision."(FL). "Supporters can have an influence on the club decisions when they are 

acting together, the leader just do the link between the fans and the club. But a single 

individual, leader or not, cannot have such an influence alone, according to my 

opinion." (FJ). 

Finally the last question received once again similar answers. Both of the leaders tell us 

that they are acting for the membership of the community first, but by being in contact 

with the club's marketing manager they can be used to influence the community, and so, 

serve the club. FJ: "I often transmit the information given by clubs so, if they want to 

deserve a message to their supporters, I am the link between them. Whatever I write or 

say can influence supporters to come to the stadium, dress themselves with the items of 

the clubs for a special celebration. But my first objective is to inform the fans." 

SUMMARY OF EMPIRICAL FINDINGS 

In order to facilitate, for readers, the understanding of all empirical findings we created 

a summary under the form of bullet points. This serves as a recap of all the key elements 

interviewed people evoked. Those points need to be contextualizing with the panel 

answers and those results will be compare with the literature in qualitative analysis 

part. 

 

Interaction within the football fans community 
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 Our respondents highlighted the key importance of meeting places in order to be 

seen as a fan and to be part “physically’ of the community and share passion 

with other members. 

 Be supporter of a club can be both a side of an individual personality or fully 

condition the life of an individual. This statement highlighted the fact that 

interviewed people think that there are at different degrees of affiliation to the 

community. 

 Football fans appreciate a direct communication between the community 

members. That is why interviewed people highlighted the importance of bars 

and stadiums as key places for the community.  

Impact of football fantastism on consumption and everyday life 

 Fan consumes goods made by the club and also by side actors backing onto their 

community. For our respondents there are different actors in the products offers, 

dedicated to football fans communities. 

 Specific consumption differentiates a supporter from another (image of the 

club). Interviewed people highlighted the concept of affiliation to a team or a 

specific club, which differentiated them from another football fan of a different 

team or club. 

 Limited impact of the leader on the community, in term of consumption, for our 

respondents. 

Extension of the consumption to non-members of the football fans community 

 The main factor for the extension of consumption is the image of the club, its 

standing and notoriety according to our respondents. 

 Consuming the community products might be the first step to develop a passion 

and integrate the community according to interviewed people.  

Merchandising around the club and the community  

 The merchandising is vital for the club and supporters know and respect this 

fact. This is a way to show that they belong to the community as well as a 

financial model for the club.  

 Interviewed people are not satisfied by these goods increasing price variety 

(might damage the club image) 

Monetization of the passion 

 Community consumption expenditures are divided as 44% for the clubs 

(merchandising) and 56% for TV subscription, specialized magazines and 

side consumption like bars according to our respondents. 

 Favourite goods for interviewed people are those which represent the club 

image and values (Jersey, scarf...) 

Brand fidelity 

 Consumption is part of the process to be, or become, a fan according to 

interviewed people. 

 Consumption is limited because of the existence of an informal interdiction to 

purchase items from the historical rivals. Our respondents highlighted the 

importance of the affiliation to a team or a club, even in term of consumption of 

merchandising. 

Specific part for the leaders 

 Leaders are devoted to the community and give lots of times to the community 

according to our respondents (organization of events, informative role…) 

 They can have an indirect influence when they transmit the message coming 

from the club to the community members. 
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 Their main influence is due to the strong relations with clubs managers and 

professional people in the football world they have. 
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5. QUALITATIVE ANALYSIS 

 

After the exposition of empirical findings, we want to draw a general analysis by 

a cross comparison between the religious communities and the football fans community 

in order to highlight the key elements of the relation between consumption and 

community. 

5.1. COMMUNITY AS ONE PART OF AN INDIVIDUAL 

First of all, a community without its members makes no sense. Moreover, in 

religious community there is a worldwide unity because members are sharing common 

beliefs, habits and customs, and a certain vision of the world. For religious case, there is 

a strong influence on the daily life of those beliefs, being part of the community covers 

a wide range of practices, one philosophical conception of the world, one vision of life 

and death and common religious interdiction. We might notice that the vision of most of 

our respondents corresponds of Schmidt et al.'s (1999, p. 10) definition of religion as 

“systems of meaning embodied in a pattern of life, a community of faith, and a 

worldview that articulate a view of the sacred and of what ultimately matters”. 

Of course, there are different religious branches in Judaism and Islam, but the global 

precepts concerning food are the same.  

In the case of religion, the affiliation of members to their communities is strong because 

they live their religion in a daily base (praying, specific consumption and values). 

According to Cohen (2005, p. 52), those aspects of collectivity and belonging are key 

elements for believers to create a form of identity as well as a social support. In our 

interviews, we noticed that those aspects are style strong and seem inherent to religions. 

A football’s fan may be a fan of other sports but a Muslim can’t be a Christian at the 

same time. Also the mythologies of religions are very strong, thanks to millenniums of 

existence and it might highlight the importance of strong historic places like Medina or 

Mecca for Muslim or Israel for the Jewish community. Those places have the advantage 

to federate the entire worldwide community to specific places. We might see the same 

similarity with the Vatican for the Christian religion. Also, as Allport and Ross (1976, 

p. 441) explained religious people, attribute relatively high importance to religious 

values, and tend to avoid change, uncertainty, or hedonistic desires than non- or less 

religious people. The low level of switching behaviour might make them loyal to their 

religion and community and in general (Mathras et al., 2016, p. 301). 

In the football universe, the similarity with religion is incarnated by the fact that you 

follow and support only one club, you know its history, its best members and its values 

(the type of game…). All the supporters we meet are devoted to their club, the team, the 

value shared by the club. They are aware that they belong to the football community 

which is divided in multiple layers: they are fans of the game, then fans of one 

championship, in this championship they are supporting a club, and even in the club, 

they have some preferences for one or more players who symbolize the spirit of the 

club. What we have also observed in the qualitative research and can be observed in the 

literature, is the devotion of some of the supporters towards their favourite club. By 

having made the choice to support a team rather than another one, they are captive from 

their clubs marketing and merchandising. This has been pointed out by the study of the 

Octagon group, a consulting firm, specialized in the sport area: the “big fan” (6% of the 

club’s fan base) and also, in a lesser extent the “stadium supporter” (25%) are captive 

consumers in all the products related to their club (Tranberth & Hassan, 2012, p. 218). 
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So having the more “big fans” for a football club, is one of the priority in order to 

maintain his business model. 

These communities are all leaving in different societies, which involves that they are 

evolving in different cultures, but are sharing the same belief which classifies the whole 

of this individuality as a community (Fine and Kleinman, 1979, p. 5). All these 

communities exist and evolve in the same environment (city, region, country) and 

coexist because they have, for example, a common culture despite a common subculture 

(Eliasoph & Lichterman, 2003, p.759; Sperber, 1996, p. 138). All the participants 

explained that the affiliation to a community defines them an individual, but that’s not 

their only aspect. Human affiliation is more complex, and you may be part of different 

communities according to your passion, your opinions and your beliefs. All these 

behaviours were pointed out by Bourdieu (1979) and Hirschman (1979, p. 208), who 

explained that, regarding to the society in which an individual evolve he is looking for 

an identity that goes deeper than an affiliation to a gender (male or female), an ethnic 

group (European, African…). Each human has tendency to look for new identification 

systems and this personal research can be satisfied by joining a sub-cultural group. 

According to respondents and scholars, we advise people in marketing and industries to 

analyse how deep members of a community are attached to it and the reasons for. In the 

case of religion, it could be because of birth or conversion. Concerning football, it is 

about a passion. As Shapiro (1961, p. 89) explained there are different levels of 

deepness for Jewish people toward religion. Marketers, in our point of view, need to 

know which type of community they want to target and offer products or services 

suitable to believers’ level of attachment to the community. According to scholars 

(Tranberth & Hassan, 2012, p. 218; Allport and Ross 1976, p. 441), people deeply in 

their communities show a low level of switching behaviour, which could be a strong 

opportunities for brands and marketers to have loyal customers. 

 

5.2. THE IMPORTANCE OF A PHYSICAL MEETING PLACE 

For the three communities analysed, there is a capital importance of a physical place 

where members can share their passion or their faith. In the case of religion, places of 

worship, like the mosque or the synagogue, are the main places for the daily practice for 

their religion. Those places allow believers to pray and to be in communion with their 

community. It is also a place where you may transmit the knowledge and the precepts of 

the religion to the young generation. Indeed, in synagogue or mosque, you may find 

cultural or religious activities for the young generation.  

Regarding to the football fans community we observe a similarity. All the supporters of 

a club can be located in different cities or countries (when the club has a strong image 

and is world known), but they need some meeting places because their passion requests 

interaction inside the communities. But the major differences with religious 

communities are that the physical meeting place is linked to consumption. The main 

area for the meeting can be the stadium (hold by the club or a municipality), some bars 

and pubs (old by private individuals) or public areas where the meeting is organised by 

the public authorities and the football organisations (Example highlighted by one of the 

answers about the “fan-zone” created for the UEFA Euro 2016 in France). We can also 

highlight the fact that for the football fan, meeting places are linked to consumption 

(stadium, bars…), so the geographical aspect of the communities, to study their 

consumption behaviours. The example of the stadium which is an important meeting 
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place for the fan is relevant. This is also a place where the sport business and marketing 

have a role to play in the business plan of the football clubs. Sport facilities and stadium 

are part of the club business model and help them capitalising on the club’s trademark ( 

Bolle & Debordes, 2006, p. 139). According to the same scholars, the place hold by the 

clubs can be much more integrated in the business model by including fast-foods and 

bars for the supporters inside the stadium for example. The goal is to supply the fans 

and supporters needs in one and also in the other hand to answer the financial needs of 

football clubs. 

The literature we studied has not given strong importance to the meeting places of 

communities, because according to the definitions used, the geographical contact is not 

a key element (Wood & Judikis, 2002, p. 12). But what we notice, through our 

qualitative analysis, is that community’s members often gather together in order to live 

their passion or their faith. According to respondents and scholars, we advise people in 

marketing and industries to understand the importance given to the meeting places by 

the supporters and fans. It could be an opportunity to promote products like in football 

specific manifestation and event. Concerning religious meeting places, we advise 

marketing people to be very careful if they are planning to use promotion or sell 

products in those places because of the sacred aspect of them.  

 

5.3. FEDERATION AROUND CELEBRATIONS IN ORDER TO INCREASE 

THE CONSUMPTION 

In our interviews as well as well as scholars, we remark that most communities are also 

linked thanks to specific celebrations, most of the time each year. For the religions, this 

aspect is incarnated by the Ramadan and Passover for the Jewish community. Those 

events, work as reminders for the community in order to reunite them and to practice 

ritualistic habits. Those celebrations are also a way to show the existence of the 

community to “others” because those events are, most of the time, public. Furthermore, 

due to weekly events and global celebrations, members of communities develop a 

specific schedule which differentiates them from other people. Also, in religion, 

nutritive restrictions are really present like to do not eat pork for Muslims and Jews, or 

to do not drink alcohol in Islam (Klein, 1979). Those interdiction or habits may exclude 

members of communities from other people or other communities. For example, 

according to our respondents, when you respect the precepts of Islam or Judaism, access 

to restaurants and bars could be restricted when you live in a country where your 

religion is not dominant. A community, is so, a way of differentiation from the other “I 

think and I live in a different manner” said one on interviewed people. Bonne et al 

(2007, p.380) highlighted the fact that meat consumption is different and even more 

important for Muslims than non-religious people. Finally, during specific periods, 

community consumptions are stronger, for example Jews may consume specific 

products like kosher Coca-Cola during Passover. 

In opposition to what we discovered in the religious community case study, celebrations 

are less usual in football, but depending to the ranking of the team and the match played 

(Champions league, Europa League or championship) some events can be done in order 

to celebrate the club results. Some of the supporters explain us that the result of the 

team and the pleasure, led by the victory, can boost the consumption (tickets sales, 

items of the club…). This insight was highlighted by Zukin and Smith Maguire (2004, 

p. 184-189) who have pointed out that communities share the same consumption 
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behaviours in many circumstances. In sport, and here especially in football, the 

performances of the supported team have a limited impact on the consumption 

(Thrassou et al., 2012, p. 286). This is also what the respondents indicate, their feeling 

around win-loss performance do not influence so much their consumption behaviours. 

Title or victory celebration remains important but cannot lonely justify a rise of their 

football goods and services. 

Celebrations seem to be key moments in the life of a community based on cultural and 

social similarities, as well as a way to reinforce the community cohesion. For the both 

communities under study (brand communities and religious communities) it is also the 

time they purchase/consume specific products linked to their faith or passion. But this is 

much more important in term of level of consumption around religious communities 

than brand communities. According to respondents and scholars, we advise people in 

marketing and industries to learn how to respect community celebrations or important 

moment in a year. Those celebrations could be also opportunities, in our opinion, for 

marketing people to distribute dedicated products (like kosher Coke). 

 

5.4. CONSUMPTION AND RIVALRY 

For football fans their consumption is mainly free and does not answer to written rules, 

but we have observed that because of the historical rivalry between some clubs (Arsenal 

vs. Tottenham, Atlético Madrid vs. Real Madrid…), some fans deliberately choose not 

to purchase some items related to their "enemies" or they also decide not to access the 

bars and other places affiliated to their historical opponents. This consumption 

opposition is linked to the concept of brand loyalty. Football clubs have to be 

considered as fully-fledged brands because such as classical firms, football clubs try to 

make money, thanks to their sportive results but also thanks to their image. The stadium 

filling depends on the results of the team and also the reputation of the place (such as 

the ambiance) and attracting new fans might be done thanks to the specific culture lead 

by the club philosophy. The identification to the club gives to an individual an 

additional identity (Thompson, 2005, p. 32). And regarding to the strong identification 

developed by the fans we meet, the loyalty to their club imposes them to stay away from 

their historical opponent's products. That is the principal element developed by 

Schouten and McAlexander (1995, p. 53), this is the expected behaviour leads by the 

brand loyalty. The difference with the brand loyalty presented by Schouten and 

McAlexander is that the opposition in the rivalry between supporters of two clubs is 

more constructive. The supporters point out that this rivalry in their club history his part 

of their passion, they need a rival to exist and the antagonism between two strong 

football clubs is part of the business. To give there an example, the championship match 

between the FC Barcelona and the Real Madrid  is watched by 500 million persons in 

140 countries (700 million in comparison for the last World Cup Final), the stadium 

places on the secondary market, are sold around 900€ for the cheapest (Scherrer, 2015). 

So it is possible for the club (through the broadcasting rights) and for the fans (by 

selling their ticket included in their season pass on the secondary market) to monetize 

this rivalry. The brand opposition is a good vector of business in this particular 

universe. The consumption of goods and services delivered buy football clubs can also 

be classified as irrational. Many fans are unlikely to purchase products from a rival 

organisation. It implies that there are strongly constraints and geographically defined 

market places for the football clubs (Chadwick, 2006, p. 3). Then the more powerful 

and the more worldwide known the football club is, the more business opportunities 
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they have with the possibility to diversify their market places. We see the importance of 

creating a world known brand. 

According to respondents and scholar, we advise people in marketing and industries to 

create a rivalry between communities in order to develop their business. Blake Harris in 

his book “Console Wars: Sega Vs Nintendo - and the Battle that Defined a Generation” 

(2014) explained how Sega and Nintendo, famous video games and hardware 

publishers, created a marketing rivalry between Sega and Nintendo players. The author 

explained that those two types of players formed two communities with specific 

mascots (Sonic/Alex Kid for Sega and Mario for Nintendo).  

 

5.5. THE KEY ROLE OF HEROES AND LEADERS AS ROLE MODEL OF 

CONSUMPTION 

Also, communities share in common the role of leaders and “heroes”. Indeed, in 

Judaism or Islam, Moses or the prophet Mohammed, even their God, through the sacred 

books are considered as the heroes of their communities. The definition of the religion 

by McDaniel & Burnett, (1990, p. 110), highlights well this key point “A belief in God 

accompanied by a commitment to follow principles believed to be set forth by God”.  

Those heroes have a meaning of role model for community’s members (copy the life of 

the prophet or copy the style of the player when you support him) and are part of the 

mythology of the community. When you consume kosher or halal products, you follow 

the will of God incarnated in the will of the sacred book. So the religious consumption 

is greatly influenced by what the hero (Prophet /Leader) did or said. A verse explicitly 

says in the Judaism book, “But be sure you do not eat the blood, because the blood is 

the life, and you must not eat the life with the meat”. (The Bible, Deuteronomy c.12 v. 

23). In this case the book illustrated a sacred command, so in order to follow the “hero” 

will, Jewish people do not mix milk and meat. 

Also, the physical leader is also important for a community. The leader is someone with 

a strong expertise which is related to the community, he is responsible of the 

worship/passion place and he is in charge to show the right way to his followers. Also 

Abu-Moghli (2010, p 656) explained that religious leaders in Islam have the role to 

“shape social values” and are very influential and trustworthy on public opinion by 

raising awareness of believers. In the interview we saw that the Imam and the rabbi do 

not have a strong influence on community consumption but their role is to transmit the 

values (here the religious precepts). In those values, there are precepts about 

consumption and the leader has the role to guide believers on the right way. As an 

example, you have in each region or country multiple Rabbis and Imam responsible of a 

local community, and linked together they will form the Jewish or Muslim 

communities.  

There is a comparable case in football where some football players are iconic for clubs 

and their supporters. In football the hero can be a source of profit for football clubs 

because they have the possibility to sell to the fans community some replica jersey with 

the name of their players. In 2015, the three biggest replica sellers were Lionel Messi, 

Cristiano Ronaldo and Memphis Depay according to Skysport (2015). So we are faced 

to the business around the club image (logo on jersey, scarf…) and also around the 

mediatisation of the hero or team leader with the sale of replicas. The players are 

included in the core part of the business model (Thrassou et al., 2012, p. 281). The 
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image of the club and, a part of his image, is represented by the players who became a 

symbol of their team. An important part of the marketing mix of sport, and especially 

football, is built around the image of one or several individuals in charge of representing 

the image of the club and also the brand created around the team. 

In the football fan’s community case, the leader can be the link between consumption 

and the members of the community, and this is the role that was highlighted by 

Algesheimer et al (2005, p. 30-34). But according to the literature and the answer of 

community members the influence of the leader on their consumption is low. The 

leaders are furthermore doing the link between each member of the community; they 

transmit all the information about the community life and actualities in each of the 

communities we have studied. This role was pointed out by Algesheimer et al (2015, 

p.30-34) in their study on communities. The other insight we get from our study, is the 

fact that the leaders are evolving in a share leadership position, one of the possibilities 

described by Blanchard (2004, p. 18). In the football fans system, the leadership is also 

shared between all the leaders of football fan-clubs we can identify in a club. In all the 

communities we met, all leaders have the same purpose, which is serving the 

community global interest. Regarding to the leaders met in each community, they are all 

closed to the vision developed by Vernette (2006, p. 4-5) because they provide their 

expertise on the inside knowledge and precepts of the community. In the football 

community they are sometimes able to orient the trend of the community for certain 

events, they deliver to the community members the message of the club manager (wear 

a scarf or a jersey for a special match or event). This specific fact validates the precept 

developed by Clark, Martin and Bush (2001, p. 29). 

As we saw, communities under study give a great importance to heroic/leading figures 

which are important for the community (except the influence and importance of the 

leader in fan-club which is lower than in religious communities). Those figures may be 

role model but also opinion leader which influence the consumption of community 

members. The main roles of the leaders are the transmission of the values of the 

community and serve as a link between all members of the community (Religious 

leaders / Famous figures in sport). According to respondents and scholars, we advise 

people in marketing and industries to understand the degree of influence of opinion 

leaders/ leaders of community. In the case of religion we saw that Imam or Rabbi do not 

have a strong influence on certification but according to Anshel and Smith (2013), they 

influence their members in terms of choice and guidance. Industries and marketing 

people could use, in our opinion, community leaders as a guarantee that their products 

are conform to the need of community members. Also, we saw that many influencers 

like, artists or sportspersons promote brands or services which have an influence in 

sales, like Brad Pitt for Channel (Appendix 5). 

5.6. EXTENSION OF COMMUNITY CONSUMPTION 

In term of consumption, we saw that community consumption is not only reserved to 

the community. The reason of the community consumption extension could be multiple. 

About religious consumption of halal products, it seems that the low price or the high 

qualities of products are objective factors as well as the proximity of Muslims 

supermarket for non-members of the community. According to a study Mathew et al 

(2012, p. 268) non-Muslim consumers do have positive vision of Halal products and 

have the intention to purchase Halal food. 
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Concerning kosher products the same reason may be invoked plus a strong quality 

perception from non-Jewish people. As explained in the literature review, the main 

consumers of kosher products are non-Jews. Acording to Lytton (2013, p.3),”Only 8 

percent of kosher consumers are religious Jews”. And according to Shapiro (1961, p. 

89) there are non-Jewish people who eat kosher products because they think its high 

quality products according to premium price. 

By the way, for strong communities like religion, consumption of community’s related 

products never constitutes a manner of joining the community. To be part of the 

community, you need to follow a process of conversion, where you accept a vision of 

the world, beliefs and a specific ways of life (Schmidt et al.’s, 1999, p. 10). That point is 

important because we cannot reduce a community as it consumption. In fact, key 

elements of religious people are, according to Saroglou (2011, p. 1327), the ritual 

practices and values which provide kind of a daily guide to believers about what to 

consume, how much to consume, and when to consume. 

 This kind of consumption also exists outside the football community. The items 

proposed by the football clubs represent some values for a city and are purchased by 

tourists when they visit some cities in which they might find a well-known football 

club. These products can also be purchased in order to make gifts. By the way, the 

capacity of a community to extend its consumption is also depending of its size. For 

example the major club’s target are the “big fans” (Trenberth & Hassan, 2012, p. 218) 

but other categories such as the “TV supporters” or the “occasional fans” are other 

possible targets that the football clubs try to reach by their marketing action and 

incorporate them or not in their fans base. Octagon does not define these people as 

viable target (Trenberth & Hassan, 2012, p. 218) but they are susceptible to take a little 

part of the club’s merchandising offer. This opening to new consumers is interesting for 

the future of the football’s clubs merchandising and marketing. Concerning the way to 

be part of the community through the consumption, the football fans are more open on 

this question, because the process of conversion does not exist. If you are close enough 

to the club, if you share the passion of the community members, you seem to be 

welcomed. The consumption is one of the manners to join the community. The 

integration is a question of desire and fidelity to the club and the members of the 

community. 

Joining a community thanks to a specific consumption seems to be a delicate question 

to degree because of the high differences between groups and communities. In religious 

communities, joining a community is possible through a process of conversion which 

included much more elements than consumption (faith, rituals...).For brand 

communities, specific consumptions seem to be a way to integrate the community even 

if you need to share the passion around the brands/ sports.... But, on the other hand, the 

community extension aspect is a key element for companies to target more customers 

by highlighting so specific benefits. According to Lytton (2013 p 3)”Only 8 percent of 

kosher consumers are religious Jews”, which means that 92% of kosher consumers are 

non-Jewish people. Also according to Lytton and the kosher product seller,  non-Jewish 

people think than kosher products are quality products. According to respondents and 

scholars, we advise people in marketing and industries to take into account the capacity 

to catch, with their products non-members of the targeted community. This aspect 

shows the importance to identify key characteristics of products which could target 

other people than community ‘members.  
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5.7. INCREASING OF COMMUNITY‘S MEMBERS AS A FACTOR OF 

CONSUMPTION DEVELOPMENT 

The increase of the number of community members (through conversion or 

demography) is also a factor of development of the offer of specific consumption. In the 

past decades, the Muslim share of the population in Europe grew about 1 percentage 

point each decade, from 4% in 1990 to 6% in 2010. This pattern is expected to continue 

through 2030, when Muslims are projected to make up 8% of Europe’s population 

(Hackett, 2016). According to Reuters, Halal market represents $1,292 Billion in 2013 

and should grow to $2,537 Billion to 2019. According to Sayuti (2011, p. 9), there is a 

market of 112 countries with two billion Muslim people. So we could see that there is a 

logic increase of community consumption when the community grows. 

The increasing numbers of fans around football, also involve changes in the football 

business model. With the increasing number of TV viewers for the Premier League in 

England, television broadcasters have had to answer the demand of their fans. The 

broadcasting rights increased of 77% in Asia, 39% in Europe, 199% in North America 

and 668% for South American for the seasons 2016 to 2016, for a total amount of 2.3 

billion € (L’Equipe, 2015). The increasing number of fans will also lead to the raise of 

the match’s tickets sales and the incomes of the club merchandising. 

According to respondents and scholars, we advise people in marketing and industries to 

take into account the future evolution of communities or groups of people. In the case of 

communities, the evolution of the number of members as well as evolution of 

consumption inside the community is strongly important. As an example, David 

Chazan, journalist at The Telegraph (2014), explained the development of vegetarian 

cuisine in France. If we consider vegetarians as a community, the industry might creates 

products which are in agreement with this community and the growth rate of this 

community. As a marketing person you need to be aware of the evolution of 

communities as well as evolutions inside communities in order to be reactive in your 

products offer. 

 

5.8. THE IMPORTANCE OF CERTIFICATION 

In community consumption, an important factor is the certification. In France there are 

organisms which are in charge of the products conformity: “Le Consistoire casher” for 

kosher products and “AVS Halal” for halal products. Communities give their trust to 

those organisations, in order that products follow the precepts of the religion. According 

to the study of Mohd Ghazali Mohayidin and Nitty Hirawaty Kamarulzaman (2014, p. 

125-139), the halal certification was the most important attribute in purchasing behavior 

with 38.98% of respondents. According to Sayuti (2011, p. 9.) logos are a way to 

“inform and to reassure their target consumers that their products are halal and Shariah 

compliant”.We might highlight the existence of controversial products like halal wine 

which is in contradiction with Islam (alcohol is forbidden for Muslims) (Ziauddin 

2014). The interviewed people see those products with a negative point of view because 

it’s a dishonest marketing manner to make money on a community, according to them. 

But, even if interdiction and consumption rules are strong we might see divergences 

between religious leaders like our Rabbi explained: There are discussions between 

Rabbis in order to respect more the animal and not only during the slaughtering. 
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In football, when supporters explain that they are linked to a club or a group of 

supporter, the main importance is to be easily identifiable thanks to the colour or the 

badge of the club (Shergold, 2013). So, the certification isn’t so much important 

compared to what we have seen for the religious community. If we consider the 

business made around this sport, there are many products sold by the club (Jersey, scarf, 

stadium access) and some other protagonists (TV channel to broadcast the match, 

newspapers to follow the actuality of the championship…). Considering the number of 

product, the main issue will be the illegal counterfeiting of the club artefacts (jersey as 

an example). However the certification of products is important for the football club in 

order to protect their business around the merchandising (Morrow, 2013, p. 121). So 

many football club are part of international which fight against counterfeit copy in order 

to protect their business model.  

When a community has some specific consumption, certification seems to be a key 

importance. Even if a counterfeit is most of the time never a positive point for a 

business, in the case of communities it is even more important. In fact because products 

are like to a faith or a passion, community members pay specific attention that products 

respect the values of the community. According to respondents and scholars, we advise 

people in marketing and industries to explore the importance of certification in the 

targeted communities. For Jewish and Muslim people, we highlighted the importance of 

certification and of organization of certification. Marketers might find a way to prove, 

as a marketing advantage, that products are in line with the targeted community beliefs. 

Also as explained about football, fighting counterfeited community’s products is also 

important to protect business as well as community members. 

 

 

5.9. THE IMPORTANCE OF MYTHOLOGY ON THE PRODUCTS  

 

Community's consumption is also influenced by the mythology around the community. 

For Jewish or Muslims people, the presence of Hebrew or Arabic scriptures has a strong 

influence on the buying decision. Shepherd, Kay & Eibach (2015, p35) highlighted the 

importance, for consumption, to be blessed or related with religious symbols. But this 

marketing aspect may hide, in the case of halal, a bad quality of meat. Information about 

the quality became, so, more and more primordial for community members. In term of 

Judaism, we saw that the campaign in 1972 "We answer to a higher authority" 

(Appendix 2) was a great success because of the importance of the reference to Jewish 

god (Stuart, 1997). 

About the football fans, the mythology can be seen as the history of the club, the 

legendary players that have played in the team and have shaped the identity of the club. 

By wearing a jersey, football fans identify themselves as members of a community and 

expose in public their affiliation to a club. But the jersey they wear represents much 

more than just a club, it represent a philosophy, a playing manner, the fighting spirit of 

some English teams. This is what Thompson (2005, p. 32) points out when he explains 

that the consumption of an individual represents an identity and all the consequences 

linked to those identifications. The marketing aspect of this merchandising seems not to 

be a problem for the fans in general, because they are emotionally attached to the logo 

of the club and the value it represents in their personal life. The club and the universe, 

created around the club image, is an anchor in the fan’s life and it can influence his 

everyday life (Tuominen, 2007, p. 187). Some of the respondents have pointed out their 
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devotion for their team and what it can represent in their mind with identification to a 

player, a coach or a manner to play. Some ritual might exist before entering in the 

stadium for the match (SIRC, 2008, p. 25) or after the match to celebrate a victory 

(SIRC, 2008, p. 27). All those small details are part of the football club and football in 

general history. And all those rituals or superstitions create a club identity, which is 

sometimes part of its marketing with the example of the song “You will never walk 

alone” you can hear in Liverpool stadium (SIRC, 2008, p. 26). All these elements that 

create something special around a club, comparable to a mythology, are beneficial for 

the club image and also for his business. 

The final key aspect we identified about the study of consumption and community is the 

mythology which might appears through specific products for a community. This aspect 

serves as an indicator that the product respects the needs and values of the community. 

According to respondents and scholar, we advise people in marketing and industries to 

understand the history of a community as well as existing symbols attached to the 

community in order to catch their attention on packaging of products or during a 

marketing/media communication. To take into account the mythological aspect will 

help marketers de create a competitive advantage by talking directly to communities 

through their values. 
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6. CONCLUSION AND DISCUSSION 

In this section we answer our research question that leaded our research and defined 

the purpose of our study. We will also add recommendations concerning the future 

research that can be done on this topic. 

6.1. CONCLUDING REMARKS 

The purpose of our research was to discover and analyse what determines the 

consumption behaviours of communities and define what the interactions, between 

consumption and communities, were. To fulfil this purpose, our paper first reviewed 

and discussed, in a critical way, the existing literature. It has helped us to identify the 

main principals of the existing theories which have made the link between communities 

and the consumption behaviour of their members. We used the literature as a basis of 

the thesis in order to see what the findings were and what might be additionally 

explored in our own research. By using three different communities, we have increased 

our chances to get different feedbacks and, so, to go deeper in the analysis. The 

interviews were in each case sourced of additional knowledge and the choice to conduct 

the interview by phone or Skype has allowed us to be in direct interactions with the 

respondents. This process was useful because, by talking after the interview or between 

the questions, the participants led us to some scopes or interests we were not aware 

about. By examining the data collected, thought interviews, our paper identifies the 

main elements which lead the communities ‘consumption and how communities’ 

members visualise their connections to a specific consumption. The paper ended finally 

by a summary of all the elements and levers discovered through our research, linking 

this knowledge to what was previously pointed out in the existing literature and what 

are the new area of interest for the research on this specific topic. At the end of each 

element, we made marketing recommendations for marketing people and industries, in 

order to target communities and sell products dedicated to them and their values.  

The three communities under study share different values, beliefs or ways of life. But 

during our study we identified the key elements which define the consumption of a 

community. The two types of communities (religious / sport) are strongly different but 

we highlighted common elements that define the consumption and we think that those 

elements are important for any type of communities. Elements like mythology around 

the community or the importance of physical meeting places are common elements to 

most of communities and might guide the consumption of products and services. 

The final findings of this research are about the awareness of communities in the 

business, lead by their beliefs and ways of life. This business might be useful in order to 

answer their needs as there are pointed out in the religious communities, or to help fans 

to live their passion around the brand values in the case study of the football 

community. The merchandising, around the communities and the merchandising in the 

communities themselves are linked together, because if one of these aspects is missing 

the integrity of the other is threatened. Without halal or kosher food, the religious 

communities under study will not have the possibility to follow the precept of their 

religion and, without these communities and their specific consumption; the economy 

backing onto them has any reason to exist. In the case of the football fan community, 

the identification of the fan is due to a system of value and belief constructed around the 

club image. This process might be compare to the principles of brand marketing as it 

was pointed out in the literature and later in the qualitative findings. Without football 

clubs and championships, supporters do not have any reason to exist because of the lack 
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of a model they may identify themselves to. And because the club's business model is 

backing onto the supporters, clubs need their fans to secure a part of their incomes and 

maintain the passion that leads the consumption. 

6.2. IMPLICATION ON CONSUMPTION BEHAVIOURS 

After analysing our empirical findings we identified multiple key elements which 

determine the consumption of the communities. The entire levers identified are based on 

the community identification system. What is mainly pointed out by the literature and in 

the interviews is the fact that the consumption reflects to other members of the society. 

The individual is defined by how he identifies himself in the wild range of value we can 

meet in a cosmopolitan society. The consumption is the continuation of the community 

member; it allows the individual to show off his affiliation to a culture and a sub-

culture. The consumption serves the need of identification's artefacts that can be 

perceived by the non-members of the community, in order to highlight one of the sides 

of an individual personality. Communities generate the consumption behaviours of their 

members. Of course, the level of implication in a community might change from one to 

another. And this level of implication will influence directly the consumption which can 

be strong or weak. This aspect is important for marketing/sales people because they 

need to analyse which communities have the most devoted people. 

The meeting places are playing an unexpected role in our study, because we were first 

thinking that the meeting places could have been treated as physical facilities that 

allowed the communities members to interact together. But these places appear to be 

much more important than just a place of encounter. They are also places where are 

taught the precepts of the community. It is in these places where the community 

members shall exchange around their beliefs, the community values to which they 

belong to or their personal consumption patterns. Those places, places of worship, a 

stage or a bar, as it is pointed out in our study, kept an influence on the communities’ 

members’ consumption behaviours. Those places are strongly important for 

communities and it is a point which marketing people need to investigate in order to 

better understand the values of the community. 

The concept of celebration, in each of the communities observed, is one of the levers 

which lead the consumption behaviours of individuals. We have discovered that some 

brands adapt their products to the community needs for some of these celebrations, such 

as the Coca-Cola Company which produces a kosher cola only for the Jewish Easter 

period. For the Muslim community, the Ramadan is also a special period which 

modifies the consumption behaviours of the community members (dinner time, products 

eaten...). And for the football fans the celebration may be the anniversary of a 

memorable victory or a derby in the season, and for these events the marketing manager 

sometimes creates specific products (jersey, scarf, flags...) especially for the fans. So the 

community’s history and the practices have an influence on the goods production. These 

consumption specificities are common to all the members of the community on those 

special occasions. These celebrations are important to target when you want to address 

products or services to a specific community. Those celebrations, most of the time, are 

sensitive points of community’ consumptions.  

The rivalry inside the communities may lead a modification of the consumption 

behaviour. This was highlighted in the concepts of brand loyalty. The football fans, 

which are all related to a club, have historical rivals in their championship. It means 
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that, depending of the club a fan belongs to, he will not consume the items produced by 

the rival, and he will not join the same meeting place. About the meeting place, the 

stadium is an exception because in a derby, the opposition exists on the soccer field and 

in the terraces. So the club opposition shares the brand opposition with same principles, 

which means that members of the community respect internal informal and unwritten 

rules which ban them from buying rival product. This principle influences the 

community’s consumption behaviours and is a way to encourage consumption by using 

rivalry between communities. 

With a focus made on the communities' leaders, we were expecting to see an influence 

on the regular member’s consumption behaviours. In fact, this is not what we 

discovered. The role of the leader appears to be something like the tradition caretaker 

and the precepts transmitter. His role can be to make the link between the community 

and goods producers, facilitate the access to the consumption. The leader sometimes 

influences the consumption of the members but it seems to be on a passive manner 

when he transmits the wish of a brand or an authority to the community members, or 

indirect when his action towards the sales managers (or brand) allows the members to 

consume in a less expensive way than what they usually do. This last action 

redistributes the composition of the member expenses and allows him to redistribute the 

money saved on another kind of consumption (linked to the community or not). 

Targeting leaders of opinion / community leaders is another aspect to take into account 

by marketing people in order to gain the attention of members. 

The role of the hero or any model, which represents the community, is a factor of 

influence. The identification to this hero (mystic or not) will be part of the factors that 

have to be taken into account in the community, and so influences the consumption 

behaviours. By copying the model, a member is identifying himself, allowing the goods 

producers to capture a part of the community members’ consumption. In a religion, he 

will follow the recommendation of a prophet and in football he will copy one of the 

charismatic leaders of the team by buying his jersey in the club' shop. As well as 

targeting leaders, marketing people might use heroic figures in order to gain in 

credibility and to talk directly to the heart of community’s members. 

Another discovery is about the consumption itself, because we were thinking that the 

consumption of specific products was only done by the concerned community. The 

qualitative research invalidates this belief because it appears that the special goods 

produced could be considered by other members of the society as regular products after 

all, or because the notoriety of the product is exceeding the symbolism the community 

is giving to it. Sometimes, the consumption of this kind of products by non-members of 

the community can be the first step to join it. So the certification of the product might 

be a key factor of the purchase process of a good for a community member without 

being an obstacle to its purchase by someone else. This aspect is also a key important 

element for marketing people because they will make additional sales by obtaining a 

“secondary target” for their community ‘products. 

The composition of the community itself is an influent factor of the consumption 

behaviour. When the number of members increases in the community, the importance 

and the variety of products dedicated to the community increase. The business around 

the community consumption becomes attractive and some new business actors appear. 

Thanks to the multiplication of the actors on the market and the price competition due to 
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this situation, the goods price decreases and this will influence the spending power of 

the community’ members which will also increase. 

By using those key elements, marketing people will understand how to target 

communities’ members and efficiently sell dedicated products in order to have an 

advantage on their competitors. We made general conclusion that might be applied to 

communities in general. The focus on religious communities and football fans allowed 

us to analyse strong communities in Europe and especially in France which have strong 

values and attachment to their communities. 

6.3. THEORITICAL CONTRIBUTION 

It is important to know that some researches were done on the influence of the 

communities on consumption. But these researches are actually too narrow or done on 

side topics such as the brand loyalty. The major part of the research such as the one 

done by Schouten and McAlexander (1995) were based on brand’s side, exploring the 

communities as a consequence of the brand loyalty. The reverse kind of researches is 

not numerous, despite the number of communities that might be studied. 

However the link between the sociology (which explore the community) and the 

marketing (which studies the consumption) are not enough collaborating. It explains the 

lack of publication of this specific topic. As an example the role of the community 

leader is mainly studied in sociology, with the exception of Algeisheimer et al. (2005). 

Our study has also pointed out some limitations in the role of the leader, but because the 

qualitative research is only based on three communities, it is possible that the role of the 

leader will be more relevant in a joint marketing-sociologic research. 

6.4. LIMITATIONS 

The limitations on our research are the following ones. The qualitative research is only 

based on three different communities but obviously they are many other communities 

with other beliefs, other leaders, other affiliation criteria and also other consumption 

behaviors. These three communities are not enough to generalize the findings of the 

research. One of the other reproaches which can be made on this paper is the size of the 

sample. The studied communities include one of the biggest numbers of members and 

cannot be fully represented in such a qualitative study. The aim of our research was to 

highlight some of the consumer’s behaviors to discover the influence which lead their 

personal consumptions. We have reached our objectives but we know that, having a 

biggest sample, would have allowed us to find more consumption levers in the 

community domain. 

The region where the respondents are living is also a limitation. The culture of the 

country, the continent and the society the respondent are evolving in, have influences on 

the communities to which those persons are belonging. The major part of the 

respondents is living in France and in Europe. To enlarge the sample to a bigger range 

of people would have been interesting but we would have faced another problem: by 

asking members, leaders and some producers it was important for us to have people 

who were interacting in the same model of society to have a better overview on a 

delimited area. 
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6.5. FUTURE RESEARCHES 

Through an extensive literature review and a qualitative analysis of a panel covering 

three communities, we have come across conclusions for further research that would 

strengthen current studies and enlarge the fields of “community” and “consumption” ’. 

Potential future research areas have been enlisted below: 

1. Our study is focused on different examples of communities, including sport’s 

supporters and religious believers. In this path, future studies could look deeper 

into the aspect of social oppression which may be viewed as coercive and force 

members of a community to be more focused on their beliefs and customs.  

2. In addition, participants we interviewed were geographically mainly from 

Europe, future research could also be conducted in Asia, Africa, Oceania and 

America, in order to highlight new key factors of the relation between 

communities and consumption.  

3. About religions, we focused our point of view on religious food, but 

consumption areas like Islamic Medias, Pharmaceuticals and Cosmetics could 

be interesting to study, because those markets are also growing fast at a 

worldwide scale (Reuters 2015). 

4. After all the researches related to brands, it will be interesting to focus some 

researches on fans of an artist or a band. It would highlight the role of the hero 

we pointed out in our paper 

We believe that further researches, in this domain, will be able to encourage good 

understanding of different communities and a better understanding for companies in 

order to answer needs of communities in terms of consumption.  
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7. TRUTH CRITERIA 

For any thesis accuracy, precision and strong analysis of valid theories and data 

collection are mandatory. Truth criterion might be different between a qualitative and a 

quantitative study because the validity, reliability and generalizability could differ, 

according to Umeå University Thesis Manual (Umeå Universitet, 2016, p. 20). We want 

to highlight the existence of other methods, different from the conventional truth 

criteria, which have been presented by Lincoln & Guba (1985). These alternative 

criterions are credibility, transferability, dependability and conformability, specifically 

for qualitative studies.  

7.1. CREDIBILITY 

In the field of research , credibility serves as criterion to established the level of internal 

validity according to Easterby-Smith et al. (2002, p. 53) “whether the research design is 

capable of eliminating bias and the effect of extraneous variables”. In order to justify 

the results for interested people (Bryman & Bell, 2015, p. 401), credibility is mandatory 

for a good business research. In that point of view, the transcripts of all interviews 

should be send to all participants in order to verify if we transcript well their opinions 

and if there are no mistakes. We want to give participants the opportunity to change the 

data and replace them by their true meanings. As Lincoln and Guba said (1985, p. 314) 

the participants control is “one of the most crucial techniques to establish credibility” 

(Lincoln & Guba, 1985, p. 314). But, if we see some major discrepancies which could 

include a risk of misrepresentative, we will put controls on those changes before to add 

them in the thesis. 

We chose, to interview people of the football and religious communities, and to ask 

them questions about their consumption. Admittedly, subjectivity exists in a sample, 

especially when we are discussing about a passion or a faith .However, we maintain the 

chosen approach in order to highlight objectives key elements of the relation between 

consumption and communities. 

7.2. DEPENDABILITY 

Dependability is a key criterion in qualitative research and is synonymous of reliability 

in quantitative research (Lincoln & Guba, 1985, p. 219). According to Bryman & Bell 

(2015, p. 403), friability is mandatory in a qualitative study and we need to use a 

reviewing method. This method includes the necessity to keep all data, the selection of 

examined participants, transcripts and work notes. Furthermore, we analysed and openly 

discussed all the choices made with an appropriate manner. Adding to this, we also 

consider, in our thesis, the ethical issues that might alter the responses of interviewees. 

In a goal of transparency, we explained to all participants the necessary information, our 

politic of privacy and methods we used. 

Our method including sample choice and the collection of data is explained in the 

methodology chapter. The data collection uses an approved method by University of 

Umea through methodological books used in courses. In this research, data is collected 

from fourteen members of communities (5 in Football area and 9 in religious area), with 

an average of 55 minutes per interview. The reason that this research got fourteen 

interviews is because we wanted to have at least in each community: 1 leader, 1 

products seller or responsible of an organization and 2 regular members. We obtained 

two more regular members in each areas discussed. Moreover, the relations between all 
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the theories are also established and argued for. Finally, the analysis of this study has 

considered the investigated purpose, excluding the personal experiences of the authors 

and accepting new findings (Strauss & Corbin, 1998, p. 8). There has been no will to 

force any certain results and interviewees have assuredly been kept from harm. 

7.3. TRANSFERABILITY 

In a qualitative approach, the research needs to be strong and deep in terms of narration. 

Transferability is a criterion which concerns what type of framework we use for the data 

collected and if this framework can be manipulated in some way (Lincoln & Guba, 

1985, p. 316). The data must show a high level of richness, comprehensiveness and a 

high quality and transferability (Lincoln & Guba, 1985, p. 316; Bryman & Bell, 2015, 

p. 402). In this goal, we must highlight all the important information for the reader, as 

well as findings and conclusions. Our research is based on the consumption of football 

supporters and of members of Jewish and Muslims communities. Indeed, our study is 

designed to highlight key elements of the relation between consumption and 

community, for religious and sports fans communities. But findings, analysis and 

conclusions are designed to be transferable for other communities by a cross 

comparison between those three communities, as well as general theories about 

communities. This is important for qualitative studies, according to business 

researchers, because the transferability of the study needs to be high, and that can only 

be reached with a completely explained methodology of the conduction of the research 

(Saunders et al., 2009, p. 334). We accomplished this, by strong explanations to 

participants as well as strong methods for the interview process. This conducts to the 

transferability of our study. 

7.4. CONFORMABILITY  

Finally, qualitative studies need a high degree of validity, which is a criterion similar to 

objectivity in quantitative research (Lincoln & Guba, 1985, p. 300). During our research 

and analysis, we tried at the very best to be as unbiased as far as possible. As explained 

in the methodology, this includes avoiding preconceptions that may alter the outcomes 

of the research. We did not allow ourselves to consciously include our own values or to 

influence the investigation and conclusion of this study (Bryman & Bell, 2015, p. 403). 

This point is especially crucial for our study because we study the field of religion, 

which needs a high degree of objectivity. This is why we chose to have large range of 

sources of different authors which cover major’s aspects of our study. 

We have read articles used thoroughly to understand the entire vision of the sources, in 

that way, avoiding subjective opinions about our subject. This is important to highlight, 

because the danger is, in this type of study, to be subjective. This key point needs to be 

considered and avoided which has been done to a high standard in this thesis. 
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APPENDICES 

 

APPENDIX 1 

Questions 
 

 

Partie 1: Questions sur la communauté (pour tous) /Questions about community 

(for all) 

 

1. Comment interagissez-vous avec les membres de votre communauté ? 

How do you interact with your community? 

 

2. Votre communauté aurait-elle un sens sans une rencontre de ces membres ? 

Is your community possible without any contact/meeting between members? 

   

3. Estimez-vous que votre religion / équipe favorite fait partie de ce qui vous 

définit en tant qu'individu ? 

Do you consider that your religion / favourite team is part of what defines you as an                 

individual? 

 

4. Quels sont les lieux de rencontre de votre communauté ? (lieux de culte, 

domicile, autres...) 

What are your community meeting places? (Places of faith, home, others ...) 

 

5. Que pensez-vous personnellement de l'impact de votre communauté sur votre 

mode de consommation ? 

What do you personally think of the impact of your community on your consumption? 

 

6. Y a-t-il un référent/ leader dans votre communauté (ou sous-groupe dans le cas 

des religions qui sont dispersées) qui guide votre consommation ? 

Is there a reference / leader in your community (or subgroup in the case of religions 

which are dispersed) that guides your consumption? 

 

7. Y a-t-il une hiérarchie au sein des membres de votre communauté ? 

Is there a hierarchy within your community members? 

 

8. Quel temps accordez-vous dans la semaine à ce qui concerne votre communauté 

? (prière, consommation, réunion...) 

How much time do you allocate in the week regarding your community? (Praying, 

consumption, meeting ...) 

  

9. Est-ce que des gens non membres de votre communauté achète le même type de 

produit que vous ? 

Do people who are not members of your community buy the same type of product as you 

do? 
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10. Pensez-vous que cette consommation pourrait créer un désir d'adhésion future à 

votre communauté de la part de non-membres. 

Do you think that the consumption could create a future desire for membership to your 

community from non-members? 

 

Partie2 : Question spécifique sur le domaine des supporters dans le football 

   Specific questions about the case of supporters in football 

 

1. Que pensez-vous du merchandising autour de votre communauté/ passion? 

What is your opinion about the merchandising around your community or passion? 

 

2. Quelle est votre perception en termes de symbole des produits disponible à la 

vente? 

What is your perception in term of symbolical aspect of the selling products? 

 

3. Que pensez-vous de l’augmentation de l’offre de produits dérivés concernant le 

club que vous suivez?  

What is your opinion on the increase of tie-in products about the club your support? 

 

4. Etes-vous attentifs aux offres mises en avant par votre club favori? 

Do you pay close attention to the offer emphasis by your favourite club? 

 

5. Combien d’argent en moyenne dépenser vous autour de votre passion par an? 

How much money do you spend on your passion a year? 

 

6. Quelles sont les pôles de répartitions de votre budget? 

What are the distribution’s centres of your budget? 

 

7. Qu’en est-t-il concernant les autres produits permettant de vivre votre passion 

(types abonnement télé, journaux, bars…) 

How about the other products allowing you to live your passion? (TV subscriptions, 

newspapers, bars...) 

 

8. Estimez-vous qu’il soit important de consommer certain types de produits pour 

être considéré comme membres de votre communauté ? 

Do you think that there are mandatory products to be considered as part of the 

community? 

 

9. Existe-t-il des produits que vous et votre communauté n'achèterez jamais? 

Pourquoi? 

Are there products that you and your community will never by? Why? 

 

 

Partie 3: Questions spécifiques pour les leaders du football / Specific questions for 

Football leaders 

1. Que pensez-vous de l’impact que votre position de leader d’influence vis à vis 

de votre communauté? 

How do you perceive your role of influence leader for your community? 
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2. Êtes-vous en mesure d’influencer la consommation des membres de votre 

communauté ? 

Are you able to influence the consumption of people in your community? 

 

3. Etes-vous en mesure de conseiller les personnes responsables de la vente des 

produits dérivés de votre club? 

Are you in the position to advice the sales persons on the tie-in products of your club? 

 

4. Etes-vous plus au service de votre communauté ou du club que vous supportez? 

Are you more focused on your community or on the club you support? 

 

 

 

Kasher and Hallal (HK) / Halal and kosher (HK): 

   
1. D'après vous quelles sont les causes de l'augmentation de la consommation de 

produits HK? 

In your opinion what are the causes of the increasing consumption of Halal and Kosher 

products? 

 

2. Quelle est votre perception du produit HK ? (symbolique, nutritive et spirituelle) 

What is your perception of HK product? (Symbolic, nutritious and spiritual) 

 

3. Que pensez-vous des nouveaux produits Hallal qui semblent en contradiction 

avec les préceptes de l'islam ? (vin hallal par exemple) 

What do you think of the new Halal products offer that seems to contradict the 

teachings of Islam? (Halal wine for example) 

 

4. Comment faites-vous la promotion des produits hallal et casher? (Vendeurs 

seulement) 

How do you promote halal or kosher products? (Sellers only) 

 

5. Comment vous renseigner vous sur ce type de produit (qualité, authenticité, 

provenance) ? Ou achetez-vous des produits HK ?  Quels sont pour vous les facteurs 

déterminants d'achats ? (leader + membres) 

How do you promote halal product or how you find out about this type of product 

(quality, authenticity, origin)? Where do you buy HK products? What are, for you, the 

decisive purchasing factors?(leaders + members) 

 

6. Concernant votre consommation de produits HK, prenez-vous conseil auprès de 

votre communauté ? (Membres seulement) 

About your consumption of HK products, do you take advice from your community? 

 

7. D'où proviennent vos informations sur ce type de produit ? 

Where does the information on this type of product come from? 

 

8. Quels sont les produits HK que vous vendez / achetez le plus ?  

What are the HK products you sell / buy the most? 
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9. Avec l’augmentation de l’offre, achetez-vous plus souvent des produits HK ? 

(quantité et type de produits différents) (membres seulement) 

With time and the increase in supply, do you buy more often HK products? (Quantity 

and type of different products) (members only) 

 

10. En tant que spécialiste de la religion juive/musulmane, donnez-vous des conseils 

aux vendeurs de produits Halal/Casher? (leaders seulement) 

As a specialist in Jewish / Muslim faith, do you give advice on products for sellers of 

Halal / Kosher? (Leaders only) 

 

11. En tant que vendeur, prenez-vous conseil auprès de leader religieux dans le 

choix de vos produit? (vendeurs seulement) 

As a seller, do you take advice from religious leaders for the choice of your products? 

(Sellers only) 

 

12. Quelles sont les informations que vous recherchez sur le packaging de ces 

produits (provenance, qualité,...)? 

What information do you look for on the packaging of these products? 

 

13. L'aspect visuel du produit doit-il évoquer l'univers de votre religion ?  (écritures, 

symboles, représentation de lieu) 

Does product's visual appearance must evoke the universe of your religion? (Writings, 

symbols, representation of religious places) 
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