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“From Scientific Controversies to Brand Communities
Welcome to a Branded World!”

Abstract

We recently witnessed the rapid emergence of tweaieh streams which came to the forefront as major
themes of debates amongst scholars in marketing: @@nsumer Culture Theory) and SDL (Service
Dominant Logic). Interestingly, these streams arespecially CCT - proposed as brands by their
promoters. Thirty years ago, the IMP group did us® the same branding approach at its beginning. In
this paper, we develop a comparative history oftlinee research streams (CCT, SDL and IMP) and we
apply the same branding framework to what happeAeadattempt to explain for a rise in branding is
suggested based on the changing context of resaatiefties over the last 30 years. The consequehce
this analysis is a reassessment of IMP strategygawernance.
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Introduction

CCT! SDL! These new research streams sound like “supercittsthveir three letters (Brown, 2007)! Indeed,
there is something new in the air of research imkatang Brands! We witnessed the rapid emergence of
‘CCT’ (Consumer Culture Theory) and ‘SDL’ (Servibeminant Logic) which came to the forefront as majo
themes of debates amongst scholars of the diseigB€T and SDL are brands and are proposed asbguch
their promoters: Our aim is to provide a viable disciplinary branar fthis research tradition that we call
Consumer Culture Theory (CCT)XArnould and Thompson, 2005, p. 868). This is fanf having a marginal
impact on our scientific community: the Vargo angsth’s 2004 paper in the JM introducing the SDL tued
Arnould and Thompson’s 2005 paper in the JOCR dhutetng the CCT are both amongst the most read and
cited articles of the decade in the field of margt These successes are due to the high acadelevance

of these papers together with the ability of thwmoters to mobilise relevant actors (Latour, 2981 we
cannot avoid thinking that branding strategies halaged a part in these instant hits. In fact, Gi@ SDL

do much more than the myriad of “marketing pandc@aslationship marketing, Experiential marketimya
so on) produced during the last two decades (Baddt Cova, 2008) which were intended to provide
managers solutions to marketing's ills (Brown, 998y are not directed to managers but to acaceand
intend to encapsulate several research streanthools of thought.

However, we can wonder if this is so new when wektlabout another supercar: our good old IMP! Hgvin
had the opportunity to participate in the CCT aaidrig the front seat in assisting in the developnoéisDL,

we can ask: is IMP a brand like CCT and SDL? Datlake fall within the province of clearly elabardt
brand strategies? But after having answered thesstigns by “yes”, it is subsequently necessagstowhat
impact this can have for our scientific communitire kind of design strategy developed by CCT andl SD
produces rapid returns on investment to the braachpters and to brand communities’ members: adiitie

A journals and high levels of citation. On the ogip® emergent branding strategies as we dealth&hMP
tradition appear to be less efficient on these matrics - if we take for granted the relevancehafste two
metrics. Indeed, one of the central questions tdstag it possible for a research community sushha IMP
Group to avoid developing a branding strategy adadwyits research strategy? In other words, isdingn
simply the cherry on the cake of a research comtyws@arching to increase its visibility in the oceaf
research streams or is it more than that?

In this paper, we will accept the new brandscapmarketing research as a postmodern state of fatta
will not discuss all its advantages and disadvagay ethics. On the basis of the investigatiotheflaunch
and development of CCT and SDL coupled with thdysmaof the long history of IMP, we will try torfd
explanations to this phenomenon and to envisiont wbald be the future of the discussions within the
marketing scientific community. The consequencéhis investigation is a reassessment of IMP styasegl
governance.

1. A branded world

1.1. Branding and the postmodern society

Imagine a world without brandh existed once, and still exists, more or lesghie world's poorest places. No
raucous advertising, no ugly billboards, no McDadfsalYet, given a chance and a bitadney, people flee it.
They seek out Budweiser instead of their local lépplitch nameless shirts for Gap, prefer Marlbaiws
home-grown smokes. Studies show that anywhere fnoeahalf to two-thirds of all purchasing decisidns
the Western countries are braddven. We find ourselves today in a society saegtaby brand and
commercial messages: in 1977 city dwellers sawvanage of 2,000 brand names each day when in 2007
they see an average of 5,000 brand names eachaday.yankelovich.com). We live in a branded world
(Solomon, 2003), a world in which the brand is gtling. Far more than a logo or trademark, ultiryate
every brand is a promise fulfilled by a total comsw experience (Schmitt, 1999). The author andnjalist
Naomi Klein (2000), ifNo Logq chronicles our journey into this branded worldendhthe brand is a common
language understood by everyone. She describeshifien corporate marketing strategies: from préng
commodities based on the needs of the marketdlagepomoting a brand or trademark representingeatiile

in order to create needs in the marketplace.

We live today in a postmodern society (Cova, 198Bat and Venkatesh, 1995), and it is within this
reordering of our perceived norms that the potémtike for brands becomes magnified (Solomon, 2003)
Historically, it was your gender, your class, yage or your place that defined you. Much of yote \was
mapped out from birth, based on what gender yoe wed what class you were born into. Today, notking
certain. Gender, age, race and other such 'defa@rsapidly decreasing in relevance. While empowethe
individual, the changes mean that we don't havetgpath to follow. Life is what we want to make it.
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Consequently, the brand becomes the ultimate esipre®f self in our postmodern societies (Wippelfiir
2005) where we are in the market to produce oweselspecifically our self-images (Firat and Schul&97).
Indeed, in postmodernity “life is to be producedd acreated, in effect, constructed through multiple
experiences in which the consumer immerses” (linat Dholakia, 1998, p. 96). In this context, brahdp
shape how we live our life, what we do, what pedplak about us and what type of person we aret(Hol
2002). This is getting closer to the area thagieti has traditionally occupied as Muniz and Sc{2Q05)
demonstrated it about the religiosity in the abaredbApple Newton brand community.

The concept of branding is much maligned in todayéslia and has taken on an almost universal meé#ming
marketing and its many facets. It has become airgutgend in the 21st century that every firm ikitg
branding seriously. Branding in today's world igngiicant to companies as candy is important tchiddc
Indeed, branding and brand management have beceyn®pics in marketing theory and practice. Bragdin
seeks to distinguish a company, product or serfrm® the competition and create a lasting impreas&n
prospect's mind. In the last edition {120f the Marketing Managemerttandbook written by Philip Kotler
and Kevin Keller (2006), the branding chapter isifponed in between the segmenting chapter and the
positioning chapter. According to Kotler et al. (B0 p. 549), branding has become so strong that today
hardly anything goes unbranded his highlights the strategic role of brandstanlay marketing (Elliott and
Percy, 2007). For some authors marketing is noataiut branding (Brown, 2005).

1.2. The brandization of BtoB and learning
And this is not limited to BtoC contexts as mangustrial marketers think. BtoB has become too adra
battlefield. Indeed, in the last three years, we g flowering of a dozen of papers that focusedi@anding
in journals such amdustrial Marketing Managementhe Journal of Business to Business Marketamgl the
Journal of Brand Managementore, the first special issue dedicated to ‘Biagdn Business Markets’ has
been published in 2007 in tleurnal of Business & Industrial Marketirfgol. 22, Issue 6) and tHeuropean
Journal of Marketingis preparing a special issue on ‘Branding and therkiting of Technological and
Industrial Products’. Branding is now a hot togicour field of research. We must admit it!
The same can be said for education: we are witmgske branding of learning. In our realm of unsites
and business schools, the brand (or brands) plagver-more important role. Our institutions arddnt in
competition with each other, often on a world scabetheir quest to attract the best resourcesiestis,
executives, lecturers and financial resources. npkdbout Harvard, Picon (2008) sums this up well:
“Academic moral could already find fault with theywthe university label has been assimilated to dsan
such as Chanel, Vuitton ou BMW. We can measurexteat of this phenomenon in the neighbourhootieof t
Harvard campus. Wandering through the co-op we éithdorts of baseball caps, T-shirts, lamps, chagolf
balls, teaspoons and thimbles all bearing the wsiine coat of arms. This is most probably partialya
pronounced in the case of Harvard, which has becameal object of cult for millions of potentialusients
coming from China. We could consider that systerabyi extending the brand image to encompass agang
of offers is part of a more general strategy ofrpation where the risk of serious deviations ismegligible.
Moreover it is symptomatic that the managemenhefHarvard label is ever-more present in discussion
concerning exchanges between the university andxisrnal academic partners. The will to preserve t
prestige of the brand sometimes overrides thel@utlal and institutional opennésgPicon, p. 87). We can
put forward the idea that the existence of numeratsnal and international evaluation devices Imieigs
this competition. Below we have cited several afsth devices which have appeared in Europe in #te la
decade:
* The international accrediting systems for univegsiand business schools such as the AACSB (USA)
and EQUIS (Europe), and for the AMBA diplomas (BA programs);
* The national evaluation systems centered on rdséquality”. We can name for example the RAE in
the UK which allows research budgets to be shamazhg universities (Macdonald and Kam, 2007);
< National and world rankings. They can be official €xample in France there is a classification of
reviews by the CNRSQentre National de la Recherche Scientifiguehey can be unofficial but
nevertheless very important in the eyes of insting: for example, the Financial Times ranking of
universities and business schools, the rankingp@Higher Education Institute of the universityoJia
Tong (known as the Shanghai ranking)
The production of all these metrics sharpens thepetition between different institutions in theinest to
access better resources. Brand management is begameal issue for these institutions even if @siare
beginning to rise to proclaim that the educatisatem must be saved from this form of “merchandisi
Thereby, in this scope envisaging the emergenbeanfds in management research is a must.
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2. Applying the branding framework to CCT, SDL and IMP

2.1 Three branding strategies?

History of the CCT

In the mid-1980s, the field of consumer researah aaflurry of new activity marking the appearande o
anthropological, naturalistic inquiry and semiotiisciplines and methods, and other alternative wafys
knowing. Over time, these have been developed @néd by existential-phenomenology, various forrhs o
literary criticism, introspection, autodriving anther projective techniques, critical theory, higtal methods,
feminist theory, postmodern perspectives and heeot@@s. The successful development of this divgreep

of analytic frameworks and methods within consumesearch has generated its own set of problems.
Although all were once viewed as alternative, epatticular area contains diverse and complex dsseair
and investigative traditionsOver the years, many nebulous epithets charactegyithis research tradition
have come into play (i.e., relativist, postpost#iyiinterpretivist, humanistic, naturalistic, postdern), all
more obfuscating than clarifying{Arnould and Thompson, 2005, p. 868). From thisdpeint, disciplinary
diversity is a problem because it fosters differcamps, each pursuing their own particularisticstjoas,
whose knowledge claims are unlikely to coalesck this way, consumer research threatens to became
tower of Babél (Arnould and Thompson, 2005, p. 876). As a soltiArnould and Thompson (2005) offered
in their 2005’s paper the term Consumer Cultureofn¢CCT) as an appropriate and compelling academic
brand’ (Arnould and Thompson, 2005, p. 868) that wouldus on the core theoretical interests and question
that define this research tradition.

“Consumer Culture Theory (CCTip an interdisciplinary field that comprises madnderpretive, and critical
approaches to and perspectives of consumer beh&edative to its maturity and diffusion as a sghef
interest in the discipline of marketing, it has @agted for a disproportionate number of the prizenimg
articles published in the flagship Journal of CaneuResearch, and is increasingly representedcim siher
top venues as the Journal of Marketing, the JoushdWlarketing Research, and the Journal of Reilin
(CCT website).

This approach basically considers consumption &dhvolved behavioural choices and practices asbko
and cultural phenomena - as opposed to psycholagiqaurely economic phenomena. CCT, in the worfds o
the introductory article,réfers to a family of theoretical perspectives thdtress the dynamic relationship
between consumer actions, the marketplace, andratiineanings (Arnould and Thompson, 2005, p. 868).
CCT is not only referring to this family of perspiees, but also to an informal group of researchens to
some degree identifies with the cultural approactihé study of consumption and consumers. Thus, &&Y
can be said to meai€onsumer Culture Theists” (Arnould and Thompson, 2007).

CCT must be viewed and understood as a pragmadicdhrg strategy (Arnould and Thompson, 2007).
Arnould and Thompson (2007, p. 4) contend that ttithinking as marketers) hoped to create an accéssib
brand name for this research tradittbrAnd they succeeded into two years thanks tarttreductory article
(i.,e. Arnould and Thompson, 2005) which is one li¢ most cited articles in thé&ournal of Consumer
Researcltfor the last decade CCT is now well-established in two of the four deated A-level marketing
publications (the Journal of Consumer Research tedJournal of Marketing), has a prominent roletlie
national conferences, and that many of its commgumiémbers have chairs, sit on editorial boards, and
otherwise hold positions of institutional authotitArnould and Thompson, 2007, p. 13). Moreoveg @CT
brand has become the institutional category usethéyAssociation of Consumer Research for trackimg
doctoral symposium and conference program. Moreadlyp “CCT has quickly become a recognized
institutional category that represents one of thee¢ major pillars of consumer research, along infation
processing/BDT (behavioral decision theory) andneeoetric modelling (Arnould and Thompson, 2007, p.
4).

History of the SDL

During a decade, Stephen Vargo joined forces wihd® Lusch, head of marketing at the Eller Collefe
Management in Arizona, then researching resourceagement. Together they built the framework of
servicedominantlogic, an underpinnindogic to the way we see value, markets and marketing. Jdir
released their first paper, “Evolving to a N®@minantLogic for Marketing” in theJournal of Marketingn
January 2004. While most papers present a finitieaty, Vargo and Lusch broke with tradition togmet a
possibility, a work in progress. Even more radigathe paper was accompanied by seven commentaries
top scholars, something unprecedented in the jdsrmatory. It immediately started to be a dialegivlany

5



Abstract preview

academics sawservicedominantlogic as explaining something they'd sensed but natudated. While Vargo
and Lusch’'s SDL has not been universally welcontbd, very fact that it has attracted so much debate
indicates that it meets some kind of latent schplaged.

=

“Service-Dominant (S-D) Logicis a mindset for a unified understanding of theppse and nature ¢
organizations, markets and society. The foundatipra@position of S-D logic is that organizationsankets,
and society are fundamentally concerned with exgbaof service—the applications of competences
(knowledge and skills) for the benefit of a paifiihat is,service is exchanged for serviadl firms are service
firms; all markets are centered on the exchangeenfice, and all economies and societies are sebased
Consequently, marketing thought and practice shbeldjrounded in service logic, principles and thes3r
(SDL website).

S-D
Logic

The central premise of SDL (Vargo and Lusch, 200g&hat marketing inherited a model of exchangenfr
economics, which had a dominant logic based orexiebange of goods, which usually manufactured autpu
The goods-dominant logic focused on tangible resmsjrembedded value and transactions. It is atpgedr
by contenders of SDL (Vargo and Lusch, 2004b) thatsub-discipline of services marketing which egyedr

in the late 70’s is built on the same goods andufaturing-based model: it views services as aiapkind

of (intangible) product. Consequently, the usehef singular ‘service’ in SDL indicates a procesgloing
something for/with someone, whereas the pluralvises’ implies units of output which are consisteuith
the goods-dominant logic (Lusch and Vargo, 2006B)L moves the orientation of marketing from a ‘neirk
to’ philosophy where customers are promoted tget@d, and captured, to a ‘market with’ philosoptere
the customer and supply chain partners are cobatis in the entire marketing process (Lusch andy®a
2006a).

Vargo and Lusch’s 2004 JM paper received Haroltelynard Awardwhich recognizes the author(s) of the
article that made the greatest contribution toattheancement of the marketing theory and thougte. avisard
winner is chosen by th@dournal of Marketing’sEditorial Review Board. It is the most cited arich the
Journal of Marketing 2004-2006; Fifth most cited 2000-2006. Vargo &mdch’'s 2004) JSR paper is the
most accessed article dournal of Service Research005-2006. Runner-up, best article of the yeaardw
Journal of Service Researc2003-2004. Runner-up, best service marketing arttthe year award for 2004,
American Marketing Association, Service Marketimge8ial Interest Group.

The SDL logic turned decades of accepted marketougrine on its head in 2004. Buth& question is why?
Why SDL? Why now? (...). Clearly it's not the catgeof SDL, because everyone agrees that its &gty
nine) foundational premises aren’t particularly ne@learly its’ not V&L’s crystalline communicatiaf their
idea, as attacks on the confusing terminology aggadn (...). Well, some students of academic rhetmific
say that it's all down to the way the concept wassented to the scholarly community. Publishechaddad
article in the field’s foremost journal and swaddilsn commentaries by eminent marketing authoriiess
well as an official endorsement — SDL was convegdtie community as a controversial piece, as atmus
read article, as a significant contribution (...). KAgourself, would the same paper have attractedhaoh
attention if it had been published, without comragntat the back of an average issue of' {Brown, 2007,
pp. 295-296). Indeed, even if there is no mentiba loranding strategy, Brown (2007) contends tiiit as
been launched in a quite manipulative manheteed it is rather unusual for JM to have its €Chiditor Rush
Bolt inviting seven scholars to comment on a pagdlis approach can be related to the launching of
postmodern brands (Atkin, 2004; Brown, 2004) witle tuse of consumers as evangelists and corporate
reservists. The existence of a logo which is exison the SDL website, on the front cover of the@book
and on the slides of each presentation made byhLogand Vargo tend to prove that SDL creatorsnaite
naive about branding.

We can trace the postmodern approach to SDL brgrstmategy in the way Lusch and Vargo used other
colleagues to co-create SDL as an ongoing strdlipggVargo and Lusch, 2008aJhrough 2004service
dominantlogic was the topic of panel discussions at marketirgnesvin the United States and Europe. It
came to New Zealand in November 2005, when DavidaBigne from the Otago University hosted thé 1
Otago Forum. In 2006, Vargo and Lusch publist&etvicedominantlogic: reactions, reflections and
refinements. The book was co-written by around &iamics responding to the ideas in the originpkpa
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including those who disagreed with Vargo and Lus@he of the foundational premises of the papeedtat
that the value o$ervicedominantlogic is in its open, collaborative efforte&icedominantlogic has become
part of the conversation in every research-actiniwaursity marketing department. 2007 and 2008 bee t
flourishing of special issues on SDL in academignals such as the forthcoming issue ofibarnal of the
Academy of Marketing Sciendr.the meantime forums are flourishing too suckhasForum on Markets and
Marketing: Extending Service-Dominant Logidecember 4-6, 2008, Sydney, Australia (a collalweadffort

in conjunction with theAustralasian Marketing Journal, European Journal Wfarketing, Journal of
Macromarketing, Marketing Theorpr the 2¢ Otago Forum, December 9-12, 2008.

History of the IMP

The IMP goes much further back than SDLogic and Ci&Troots can be traced back to the 1970s. In the
IMP research project initiated in 1976, the roletred Uppsala group appears central. According tttddan
and Johansson (2006), this leadership is rootetiénSwedish tradition in research which initiatedthe
1960s

=1

“The IMP Group was formed in the middle 1970s by researchersinatigg from the Universities g
Uppsala, Bath, UMIST, ESC Lyon and the Ludwig Maikimms University (Munich). The IMP grou
developed a dynamic model of buyer-supplier refetiops in industrial markets (the interaction mpaeid
illustrated its applicability through comparativiedies of buyer-supplier relationships within arctoss a|
number of European countries (France, Germany;, I@kheden, UK). The IMP Group is now embedded |n a
wider community of researchers concerned with itrtalsmarketing and purchasing. Since 1984 the @rou
has organised an annual conference that has bexamgortant meeting place for all researchers shaan
interest in inter-organisational relationships aetivorks” (IMP website).

i®]

The IMP project positioned itself as a BtoB sulbitto the dominant mainstream marketing becéiheee
were no alternative”(Hakansson, 1982, p. 29). Hakansson and the IMRIg5(2982) explain thatthe
project was initiated on the basis of one, somewhatear although promising idea held by some regesas
with very small resources in terms of both moneytame” (Hakansson, 1982, p. 29 1984, the creation of
the annual IMP Conference gave a new dimensionhé IMP group since throughout the years the
participation had been rising (Henneberg, JiangMaddé, 2007), with an ever-increasing Scandinaaiah
British contingent. Each conference gives risehtpublication of a selection of articles compiledh book

or a special edition of a review (most commolmiglustrial Marketing ManagementAll this contributes to a
considerable number of papers being written (inmgh\several authors of different institutions) the social
network being extended and to the emergence ofatexttors other than founder members (Hennebingg J
and Naudé, 2007). Moreover, following the firstlective works in 1982 (Hakansson, 1982), severakbo
were published on a regular basis. At the beginoinipe 2000s (in 2003), the Internet site of i€ IGroup
was created. The interest of the site is to forsealhe exchanges which already exist between tinencaity
members. It is difficult to appraise the impactloé site on the extension and the community thrabgHew
figures available. Nearly 800 names appear on ¢ Group site. The article which has been the most
downloaded has been request nearly 5000 time.

The IMP group of researchers has achieved a legatisigion in today's industrial marketing reseaiCbva
and Salle, 2008). The Editor-in-Chief of one of thp three scientific journals dedicated to B2B keting
(Industrial Marketing Managemenhad no hesitation recently in writing thahé IMP has been leading the
development of a theory of marketing relationshifpgPlaca, 2006, p. 1). In addition the web pafehe
American Marketing Association web site dedicatedB2B marketing (b2b area) offers only a limited
selection of links including the respective sitéghe top three journaldr(dustrial Marketing Management
Journal of Business-to-Business Marketidgurnal of Business & Industrial Marketipgut also the site of
ISBM at Penn State and the site of the IMP growpthermore, in a recent issue of theurnal of Business-
to-Business Marketinghe IMP group is presented as the one whies been responsible for a considerable
amount of research over the last decades in tha afebusiness-to-business marketirilglorlacchi et al,
2005, p. 3). The IMP school of thought has largsgtributed to our understanding of how industmalrkets
and industrial marketing actually work (Hakanssod ®aluszewski, 2005).
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In terms of branding, it is important to note ttied manner in which the IMP group has presentetf sence

its creation has remained very homogenous. Theboaekof this presentation is the reminder of thgimiof

the group (founder members and initial theoretiadkground), the written scientific production, tiadl for
papers of the annual conference and more recehdlygroup’s website. This official presentation is
“controlled” by a limited number of participantsssentially founder members. The collective worksugr
together a limited number of authors who are essbnfounder members of the IMP group. The annual
conferences are organised by founding institutionsby founding members or some of their close
confederates who have changed institutions. Thelstin operation (discourse and officedeeches) at
annual conferences confirm this mode of governance.

However, I, M and P are the letters of which thanloris composed, but their signification is stidki. At the
beginning, the first works of the group in 1982reéd to IMP Project Group’in which IMP designated both
International Marketing and Purchasing and IndabktMarketing and Purchasing. This ambiguity has
persisted over time without this point having bekefinitively treated. For Turnbull and Valla (1986\P
signifies International Marketing and Purchasingr Ford (1990), it is Industrial Marketing and Puasing
Group. In the introduction of this collective worksord explains that the sense is variabldie group of
researchers became known as the IMP group (Indastiarketing and Purchasing or International
Marketing and Purchasing — depending on the audi¥hdn a recent article, Ford et Hakansson (2006)
indicate that there wasa“total of 22 years ago, the first output from timernational Marketing and
Purchasing (IMP) Group(p. 248). In this same period, practically alethuthors (Ford, Gadde, Hakansson
and Snehota, 2006) present IMP as follows: “The IWRlustrial Marketing and Purchasing) Group was
formed in 1976 by researchers from five Europeamtiees”. For the IMP Group Internet Site, the éxac
appellation is: Industrial Marketing and PurchasBrgup.

But, above all, as far as branding is concerndd,ifhportant to note the appearance of a logd®@8i1 At the
10th IMP Conference organized by Pervez Ghauri fich Biemans, in 1994, a mixed logo appeared,
integrating both an icotype (a map of the world)l anogotype (IMP Group). This logo, according &rrz
Ghauri (personal exchange with the authors of plaiger) was chosetby chance, with some idea from the
book series | had just started with Elsevier (B&aties on International Business & Management)dntr
1994 to 2002, this logo was identically reproducieding the IMP Conferences, but with variable celor
depending on apparently random criteria: black{Ba000; Oslo, 2001) green (Lyon, 1997), greenldadk
(Karlsruhe, 1996) red (Manchester, 1995), blue Kiud998), black and grey (Dublin, 199%t the 18th
IMP Conference in Dijon (France), the logo yet agavolved at the organiser’s free will, in this €dobert
Spencer. The icotype changed (a 3D map of the yarld the logotype changed (IMP Group is written in
another font). The color is blue. According to Ral&pencer (personal exchange with the other asitbbr
this paper,) “as | found the old logo ugly and not very profesal, | took the initiative to look for more
modern and dynamic logo, while still respecting llasic idea. | didn’t ask anyone and no-one saydhamg

to me”. From 2002, this new logo has been used in the IMBUBs Internet site and for subsequent IMP
conferences. However, on collective works of thaugrit is the logo before 2002 which is used.

In a survey recently conducted, Debbie Harriso®g2Gtated: YWhat is IMP? It is a tricky question, isn't it? |
started thinking this over for myself, and got csefd. So | then started to ask colleagues at Baréstingly
enough, no one gave me the same (or a straightjvemsHence | conducted a small and extremely
unscientific survey, asking researchers in Norwaweden, the UK, Ireland and Switzerland “what dre t
first 3 things that come into your head when thigkabout IMP?” And here are the results. Som¢hef
answers are what you might expect — ‘networkstgliaction’, ‘case studies’ — while there are oth#rat you
might not — ‘the logo”. With IMP there are therefore well and truly bdamg effects but the processes does
not seem to be the subject of a “design strategy'rather of an “emergent strategy” and is focusedhe
logotype.

The three stories bring out three quite differeraniding profiles. On one extreme, an explicit bragd
organized by two leaders of the CCT; on the otléneene, an implicit and diffused branding in thewark
of key actors for IMP; and between the two, a gdlicit branding but clearly organized by two leesifor
the SDL.

2.2. Detailing the branding strategies

In a modern approach to branding (Kotler et al0%®(. 549), & brand is a name, term, sign, symbol, design
or a combination of these, that identifies the maifean offer or seller of the product or servicéBrand is a
complex symbol that can convey several levels ahimgs (Kotler et al., 2005, p. 559): attributes, bet&fi
values, culture and personalityf & company treats a brand only as a name, it esighe point of branding.
The challenge of branding is to develop a deepfateanings or associations to the brgngKotler et al.,
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2005, p. 559). The most lasting and sustainableninga of a brand are its core values and persgn#iiey
define the brand’s essence. This is an importateistent, but in order to detail the branding sgiateof our
three research groups we must use an updated fi@késvunderstand what is at play with their apphess:

a postmodern framework in tune with a branded world

In a postmodern approach to branding (Elliott amdc, 2007, p. 43),brands can be used as symbolic
resources for the construction and maintenancaeitities. Many brands have turned to become “symbolic
brands” (Elliott and Percy, 2007), e.g. brands t@at play a great role in our lives by providingratives to
help us construct and situate ourselves in timespade. This is typically what the Harry Pottemiokés able

to provide to consumers: narrative3he secrets of Harry Potter's success are fourfilakrative, Ambiguity,
Mystery and Entertainment. Or NAME for short. luy@ant to make a name for your brand, NAME's the
name of the gam&gBrown, 2005). It is arguable that the Harry Rotbrand contains lessons that could be
applicable to many other brands. Brown (2005) ifiestfour success factors for postmodern brandirge
first of these is Narrative. Harry Potter epitonsizee storytelling propensity that characterizest@mporary
society. The second success factor is Ambiguitg Hhrry Potter stories are nothing if not ambival@iney
appeal to adult and child alike. The third factoncerns Mystery. The Harry Potter books are repidtie
intrigues, both at the overarching level and witkiach individual volume. The fourth and final facto
concerns Entertainment. Whatever else it is, theyHaotter phenomenon is enormously entertainirtge T
NAME model emphasizes the necessity of pluralityntéanings of the brand through the providing of
multiple narratives instead of the search for aeceht meaning through traditional vehicles sucthadJSP,
Unique Selling Proposal. This model applied to ¢tlumee research brands show that they all could be
considered as symbolic brands (table 1).

BRAND CCT SDL IMP
N.A.M.E.
Narrative - The Consumer - The 3 phases history| - The anti-kotlerian
Behaviour Odyssey | of marketing: Goods —| positioning of BtoB
- The past 20 years Services- Service developed in any IMP
(1985-2005) of book.
consumer research - The Swedish roots of
IMP
Ambiguity - CCT is only - Is it new or old? - Industridharketing
qualitative research or and Purchasing Group
also quantitative? or International
- CCT is postmodern Marketing and
or not? Purchasing Group?
Mystery - Is CCT a tentative to| - What Vargo and -Is there some
discard European Lusch did before 2004[?governance?
interpretive research? | - Why SDL is so -How to become a
successful in attracting member?
major researchers?
Entertainment - CCT Annual - SDL sessions inside | - IMP Annual
Conferences other conferences Conferences
- CCT sessions inside| (AMA) - IMP Asian
other conferences - Forums (Otago) Conferences
(ACR) - The annualogic and
Science of Service
Conference

Table 1: A Postmodern Analysis of Research Brands

In looking at how CCT, SDL and IMP have been basitsymbolic brands in the marketing community we ca
turn to the model of branding strategies for synwbbrands (Elliott and Percy, 2007) stage - brand
awareness and perceptions of qualif}: 2age - differentiation and of personal relevar®estage - social
esteem and emotional bond. But, we must differenti@tween CCT and SDL on one side, and IMP on the
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other because, as demonstrated before, they doresé¢nt the same pattern of history and the safoedsein
trying to design a brand strategy.

The starting point for all brands is developingrist@wareness and the development of perceptiong i
quality of the brand. In the CCT and SDL cases Itfais been done by beingublished as the lead article in
the field’s foremost journal and swaddled in comtages by eminent marketing authorities — as wellaa
official endorsement” (Brown, 2007, p. 295). In order to progresshe hext brand stage, two vital elements
are required, perceptions of differentiation andpefsonal relevance. Differentiation has been aeduby
showing that the brand stands out from the comepetias a ‘real’ paradigmatic shiftWe (thinking as
marketers) hoped to create an accessible brand nfonmehis research tradition; one that rhetorically
countered these misconceptions while circumversamge of the semantic dilemmas posed by other colyjymon
employed classifications, such as interpretivisi (@search is), qualitative (much of CCT is noby,
postmodern (conceptual black hdlejArnould and Thompson, 2007, p. 4). Relevandeces perceptions
that the brand has something that is personalvagit or appropriate to the person. Relevance bas b
constructed through the selection of referenceshvballs up (or not) people and the progressiveilization

of allied through the development of special forusmnsl special issues. Relevance has also been gdedelo
through a co-construction process where everyoneadd her/his idedwe have always claimed that we do
not “own” SD logic but rather that it is more of aspen-source evolution that we tried to identifyngtuate,
and advance in our initial article and then elabtwand refine through subsequent work, while eraging
other scholars to do the safm@/argo and Lusch, 2008a, p. 1). Finally, in orderreach the last stage of
branding strategy two further perceptions have @éadbveloped, social esteem and emotional bondalSoci
esteem implies either social integration or sodifferentiation. SDL, with its inherent idea of dovance,
privileged social integration (see the latest wgs of Gronroos or Gummesson who tried to showttair
differences but, at the same time, who did theistlte feel integrated) when CCT privileged social
differentiation emphasizing its marginalityCCT researchers are a decided minority at upper résearch
school$ (Arnould and Thompson, 2007, p. 14). Emotionahthanvolves the development of a person-brand
relationship based largely on personal experieritethve brand. CCT has done that by the setting ppoper
brandfest, i.e. its annual conference since 2006 tlae development of local chapters of the CChasthe
French or the Italian ones. SDL has done it thratgyannualogic and Science of Service Conferesicee
2005 and through the organization of many forunehsas the famous one of Otago. At this latest stage
community of both passionate and opportunistic fedp created around the brand (Muniz and O’Guinn,
2001). This is what CCT and SDL have already a@ddém a very quick manner — in the arch of 3 years!
Such brand strategies have conducted to the takedweinor brands by CCT or SDL, as in the cas¢hef
tentative takeover of ICR (Interpretive Consumesdech) by the CCT: :Richard offered the parable of
‘My Saab and me’. Richard explained that he loviesSAAB. When SAAB was bought by Firchade him
feel uneasy, but he continued to love his SAABeliéke something of the original soul of SAARI leen
lost but he couldn’t put his finger on what wastld$e felt something similar when reading the Afddoand
Thompson article on CCT. It made him feel uneasyhbican’t say precisely whyArnould, 2006, pp. 606-
607). In this case, there is a feeling of disappation lived by some researchers in front of tlegrbranding
strategy.

Interestingly, these brand strategies also ledetwative co-branding agreements as proposed byukino
(2006 and 2008) between CCT and SDL (see the Isigt ¥Winter's Marketing Education Conference, Austin,
15-18 February 2008 Session on “Integrating Sesdieminant Logic and Consumer Culture Theory for
Strategic Insight”). Certainly, it is noteworthy that the consumer rashasub-discipline, after decades of
loudly declaring independence from big bad marlgetias recently returned to the fold with a granddty

of its own (Arnould and Thompson, 2005), a grarebti that its proponents are enthusiastically apgpeg

to Vargo and Lusch’s Service-Dominant Lddi€aulkner, 2007, p. 70).

If we turn now to the construction of the IMP asyanbolic brand, we capture a totally different mss The
group - which has been set up in 1976 — waited U882 to publish its first works: the book editeglHakan
Hakansson on the interaction approach. In this,dhsee was just a mention on the cover stating IMP
Project Groupl. The absence of a deliberated branding stratédlged stage did not impede the evolution of
brand awareness through network connections. Buthbice of publishing a book - a compulsory chéire
such a huge, collective and multiple research asthafirst IMP Project - instead of several aescin high-
ranked journals did not help the development ofeecgption of quality by the mainstream actors of ou
discipline (the AMA’s membefs Although the content was of high quality andthiglevance, the book

! In fact, SAAB was purchased by GM and not Ford !
2 Articles mainly appeared in national journals .
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format did not fit with the metrics growingly in @$n the community. And this choice has been regukaver
the years by the leading members of the IMP Gréngon( Turnbull and Valla, 1986, to Ford et al., 2D0Obhe
publication of a book seemed to be the ultimate @irany IMP researchers, with articles, commun@ i
and working papers intended as intermediary stejisd building of knowledge. This publishing stoptas
reinforced by the latest claim of Pfeffer (20071B38) who writes that “in the organization scienagaany of
the major theoretical contributions have appearetidoks or less-prestigious journals”. Thus, theosd
stage presents the same non-fulfilment of the syimipoocess model: differentiation has been acliee
emphasizing and repeating alternative approachesdction and network) to the study of industnrkets
while personal relevance has been limited by tlentific choice made by the group in terms of pciation.
Finally, the third stage shows that IMP performedywell on the emotional bonding criterion and sot
well on the social esteem one. At the end, a coniywh passionate people has been created butverya
progressive manner and with some shortcomings.

In stating that, we do not intend to criticize thitial choice of IMP founders (the history cania rewritten
and criticizing depends on the criterion selecedl® that!) nor minimizing the IMP contribution tbe
marketing thought. We just want to note that IMRhought as a brand, has not been constructedi&e
and SDL. One possible explanation could be thatlthind stems from Europe and not from the US alith
the cultural consequences of this state of fact, e prefer to hypothesize that the explanatiorstnie
found in changing times: the pressure of todayamesecontext has nothing to do with what it wasy8@rs
ago when IMP project started. The competition betwkusiness schools and universities on the wadkglwi
market had lead to an increasing pressure to putsieanly in high ranked journals. So, being paradfighly
visible and branded scientific community appearsgamportant both for individual and organizations

Thirty years ago, for many researchers the famoles“publish or perish” was not exactly the samiefd, it
has been necessary to publish in ranked journaiglly; today it is necessary to publish in a higinked
journal. If we follow the ‘best practices’ of CCh@ SDL, we would add that today it is also necgsgabe
part of a highly visible and branded scientific coumity.

3 Research on explanations and branding consequersce

Numerous reasons can be put forward to understendifg a brand into play in our research field. We
suggest focusing on two explanations: first, coitipat dynamics in the business of teaching and
management research on a worldwide level, secotitly possibilities of innovation within the markegi
discipline. We then suggest, leading on from theseexplanations, anticipating the potential consgges

of branding on the individual behaviour of researsh

3.1 Explanations for the rise in branding : the catext change in our industry

The existence of increasing competition between tdaehing and research institutions in the world of
management is something that we can either agréte avideplore. The behaviour of the group of actors
concerned influences how this industry operatesvessities and Business Schools, professors, stedéme
authorities, companies, accreditation organizatidisés competition between institutions results aoly in
the search for the best professors and studentalbaitfor financingAttracting the best professors and
students means offering constantly increasing sdaand grants. Add to this construction and eqeipim
policies that are ever more ambitious and the resufund-raising companies that give the impressib a
military campaign” (Picon, p.88)). We can give the following figures: the endowmesyresents 35billions
$ at Harvard, 22 billions $ at Yale and 10 billighat the MIT.

As a result, one of the key points to mobilize Hest resources is the reputation of the institutibims
reputation will be according to the quality evakehtising a group of criteria (teaching, researchand how

it is perceived by all parties concerned. The l@fejuality results from the official and unoffitiassessments
(see part 1.2) that consist of real standards anohsthat the institutions exploit. The latter coomicate on
these assessments which enable the various peotiesrned to standardise and prioritize them: fan®le,
students abroad, professors to recruit, fund rgisin

One of the consequences that we have noticed ddrgagissions with a number of colleagues is a great
stranglehold (or taking back under their wing) loé faculties by the institutions. By considering thuman
capital of the faculty as a rare resource, thetin&ins are seeking further to control the profesdy playing
both on a control over their autonomy and overaasmgly precise objectives. Thus, Picon (20078%).
points out: «Contrary to what is current practice in Europe,ist very difficult for example in the United
States to manage a thesis under joint-supervisgtha brand logic opposes the sharing of PhD sttsdbn
several establishmentsWe also notice within these institutions a growihthe establishment of individual

11



Abstract preview

objectives in terms of publishing articles in higimked journals: it is the logic of ‘publish or @ that is at
work.

We can therefore formulate the following hypothe$ise professors would consider this frameworkKirzgs,
standards, objectives) as a restriction on theioreamy imposed by institutions whose legitimacydto so
could be challenged. The professors would seekhamge the nature of the balance of power agaieseth
institutions.

They would adopt behaviour conveying membershipaofjiven scientific community that would be
considered as an “opposition force” to the ingtig. With this approach the brand of the sciemtifi
communities would play an important role.

» The scientific community constitutes a legitimatgity (through communication, articles, works,
peer evaluation...) that should be promoted, supdaated developed in various ways so as to
regain autonomy. The brand is then mobilized agsmurce both to legitimize and preserve
autonomy against the top-down processes of theutishs.

 The membership of a « branded » scientific commugives professors greater visibility and
employability and therefore a degree of freedoi@écompetitive market of the institutions.

» At the same time, joining a « branded » communitglbdes the professor to have access to an
increase in his resources through the reputatiothefresearch teams with whom he will be
working to produce and publish his works.

* Equipped with resources mobilized within the “bradtl scientific community the professor
would then be able to use the fame and positiothif community to find an “intelligent”
compromise with his institution or even to benéfitm it (resources to develop research work :
budgets, HR, etc.).

Thus, research of autonomy by professors agaihgtial“assessment technology” set up by the uistins,
(who are themselves dependant on this frameword)ildvead the professors into mobilizing the comityun
brand under two logics. First it would be a questid recovering (or creating) autonomy faced witle t
institutions. Secondly, it would be about takingyaatage of belonging to a community known for ekpig
the common points of interest between the profeasdrthe institutions.

3.2 Branding explanations : the nature of the wd¢

We can also envisage another possible explanhtiked to the characteristics of the marketing igilse.
According to Hackley (2003, p. 1341)Réinvention is part of marketing’s ideological/rétal armoury.
The marketing concept has to be ‘rediscovered’ quicially while its attendant tools, frameworks and
definitions need to be refreshed for jaded reatefss a result, what is presented in our disciplas breaking
innovations, in the form of paradigm shifts (indetkds word has been used intensely over the éastykars)
would very often be “re-inventions”. Consequenthg brand would be used in a very banal way, asés in
BtoC, to accentuate the impression of novelty thhoa suitable rhetoric. In this way, the marketinggipline
would be using the traditional methods that itpseading. If this were the case, the aim of theesaothor
would find its real direction:Marketing authors suffer the anxiety of the inflcemnf previous writers in that
they must find a space for their contribution amdémeg countless ‘seminal’ offerings of marketingpatheon

of gurus. Marketing management texts maintain auadingly progressivist ethos by assimilating avere
developments within the mainstream. Every challeiogéhe ‘core concepts’ that conceivably can be re-
interpreted as a resounding endorsement of manstifundamental rightness. Marketing’s tendency to
recycle its own myths and to canonize more and rdefenct professor into guru-ism makes it incregisin
difficult for tyro-gurus to create a space for &Ww’ contribution. So perhaps it is understandabigt tpopular
marketing management texts reflect a literary caodifplatitudinous re-invention, re-cycling and rakaation.
Nonetheless, if this is so, it is literary craftathdenies it own representational character andrefmre
constitutes a prime for critical attentibHackley, 2003, p. 1346).

Thus, as there’s nothing new under the sun in niakescientific production, let's brand, there’lways be
something left! Therefore, going back to Aaker (20@. 23): Branding has the potential to own an
innovation over time, to add credibility and legiicy to the innovation, to enhance its visibildgd to make
communication more feasible and effective

3.3. Consequences for the future of marketing reaech

These explanations enable us to understand theirgramportance of brands in research in the marget
field. However, beyond these explanations, thetbdsneed for a proper reflection in terms of ife df our
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scientific community. During the three last yeare mad the strange impression all along the scientif
conferences we took part to that the core of obatés has moved from discussing scientific issoesdue
brand community belonging/membership or not. There¢ questions are now: Do | belong or not to@4&ET
or the SDL community? Are my articles and ideasccas contributing to this brand community or ribt#ot,
why? If yes, do | agree to be co-opted by one e$¢hbrand communities3peaking personally, I'm happy to
admit that none of my ideas, such as they are,gbegldthe appearance of SDLBrown, 2007, p. 293)? How
can | manage to take part to the on going co-cocistn of this brand community @ne unfortunate
consequence of our pragmatic branding strategyriash of papers... that position their respectivelss as
making a contribution to the CCTArnould and Thompson, 2007, p. 6)? Researchdsare thus becoming
attractors for young professors who are lookingheke a career. The attraction and the need to pelenall
the stronger since there are a lot of big namedt@dommunity is wide. Beyond the scientific conifevhat
is important for the young professor is to be cedrdas a member of the community, a branded onearalb
community (Muniz and O’Guinn, 2001). If we go baokthe previous explanation (3.1), being a menatber
branded research community makes it easier to fes&ss to reputation resources

All'in all, what it means for research to becomanuled? It means that researchers would increasiog ke
“tribal members” of a brand community and that thethaviours would be more driven by personal mggli
rather than by scientific ambitions! These feelibgtance between passion and interest. This raitytotew:
“Reminiscing about an idyllic time when academicbklipbied largely to improve the lot of mankind is a
deluding as it is pleasant? There never was sughlden age. Academic publishing has always beeatend
with self interest, and academics have always play@mes to promote themselygdlacdonald et Kam,
2007, p. 650). What will be new is the enactmengxifeme communal behaviour in the field of resednc
marketing.

Indeed, we expect that some of the branded reseamtimunities could show extreme tribal behaviours
(O’'Guinn and Muniz, 2005) such as:

» Oppositional brand loyaltyThe very defining nature of the brand communityngets opposition to
another brand and its community, the future of aede could look just as a religious battlefield
where believers of one research brand would disesedything produced by the believers of the
opposite research brand.

» Marketplace legitimacy There is a debate around who is a legitimate meendd the brand
community. That is, who is a true believer, i.ansone who really sticks to the paradigm connected
with the brand, and who is just a free rider tryboggain advantage of the brand umbrella? The
belonging of the researcher to a research brandncrity could be less defined by explicit rules and
more and more by implicit rules such as particgatd rituals, care for the community, etc.

* Brand antagonismThe antagonists to a brand community, such as therker (the huge US SUV)
opponents (Luedicke and Giesler, 2007), could domsta true brand community. More and more
research could see the emergence of brand antigamsvements such as CCT-busters or SDL-
busters. In this case, scientific controversiesitirtbe risk to become more and more emotional and
less and less rational as the defence of the hpemdbkes reactions which are close to the one of
soccer club fanatics (O’Guinn and Muniz, 2005).

Conclusion: opening the debate
If we trust Harrison’s survey (2004), IMP experiesmow — without any branding strategic decisidhe-
same postmodern condition we highlighted in the G@d SDL cases. Do other scientific communitiehsuc
as the Nordic School of Services Management expegidhe same condition or not? What are the
consequences for the life of these scientific comities? Are these branding strategies compulsatgiytdao
compete in ‘A’ journals? What kind of communityvg@onance is it necessary to develop in order t@ @afh
the new challenges brought by these branding giet® These are some of the questions we woulddike
debate with discussants from the IMP tradition areinbers of the young generation. As a matter a$ faloe
relationship with branding differs according to tienerations:
¢ Onthe one hand, the oldest members are in a mddgk the rankings and brand are not essential for
them. Pultting it plainly, they have the resouraes the power to manage their autonomy.
¢ On the other hand, the youngest members do notdwoess to the IMP group governance. They take
the IMP group for what it is. However, they comedenthe performance evaluation framework in
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their own institutions that request justificatiom,other words articles and rankings. Given thetexin
they are developing in, the IMP brand, like theeotbommunity brands, is a way for them to create
their resources. The latter enable them to increahae@ employability in the market and their
autonomy in terms of their member institutions. $twe can see “nomadic” opportunist behaviour
developing that will pick away at where it's prafile (at the IMP as well as in other communities)
given the evaluation methods in use in their ingtns.

Another matter of discussion is to be found inrdeent advances of the SDL which is doing a kindhofre
close to the converging strategy adopted by CCh WitR — on the model developed by GM with Saab
(Arnould, 2006). In the most recent paper publisiredhe leading BtoB marketing journaln@ustrial
Marketing Management)/argo and Lusch (2008b) are initiating a very waorgyrapprochement with the
IMP background: “Particularly noteworthy in thisgeed is theactor resource, activitfyARA) modem (e.qg.,
Hakansson & Snehota, 1995), which is relativelprlissly isomorphic with thimtegrator/resource/service
model of S-D logic” (Vargo and Lusch, 2008b, p. R5/he IMP community is directly put into questibp
this move. We foresight three possible answers@iorcommunity. First, no change! Second, “accepting
reactive manner the isomorphic logic and contrifmutio the debate and to SDL (when the proactivengan
would have been to do the first step as done byCt& with SDL). Third, “refuting” the isomorphic dic
and entering in a controversy on the divergenceth®ftwo backgrounds. In terms of branding, in first
scenario, IMP will remain a kind of regional brahadl.the second scenario, IMP will slowly disappaader
the SDL umbrella brand with a progressive disbagdiour community and the escape of young reseasch
In the third scenario, IMP will set up a real bramgdstrategy.

If we select the third scenario, IMP brand must peta at the same level of the other brands, that /s
journals! Knowing the oldest members preferredtstyy (books!), we wonder if it is possible to uashis
scenario without changing the governance of theiqgrdo develop such a branding strategy would requi
vision, desire, interest, efforts and long lastingestments. This opens on several questions. dsiNP
governance able to change? Are youngest memberested in participating to the IMP governance?sDoe
the IMP need to hire a brand manager?
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