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Abstract 
This paper addresses the concept of consumer tribes, and how various resource 

exchanges and plundering is carried out within this context. The concept of 

plundering has been introduced in research, yet only from a theoretical point of view. 

Hence this study provides a first attempt at taking the concept of plundering from a 

theoretical representation to an embodied explanation. This was examined through an 

ethnographic method consisting of 70 hours participating observations, 237 

observations online and seven interviews. The chosen context of this study was a 

CrossFit box. Three major findings have been revealed. First, plundering of resources 

only occur outside the tribe with external actors, while an in-group mentality prevail 

in exchanges occurring inside the tribe. The second finding reveals that plundering 

can be carried out despite present motives or inducements as love or passion towards 

specific products or brands. The third finding holds that the consumer tribe exhibit 

consumers engagement in an interplay of logics and modes of exchanges to enable 

plundering, heighten their endowment and benefit the community. Finally, marketing 

managers are advised to see plundering as a playful challenge that nonetheless could 

provide opportunities since consumers share their prey with other devoted and 

passionate members and mutual plundering exist within this context.  
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1. Introduction                                   

What started in a basement in Santa Cruz as a workout session for Californian 

policemen, is now one of the world’s most fast-growing sports and largest fitness 

trends of the 21st century - CrossFit (Dawson, 2015). CrossFit is a sport combining 

movements derived from gymnastics, weightlifting, running, rowing and much more, 

performed at a high intensity (CrossFit, 2016). Eleven years ago there were 13 

CrossFit gyms or “boxes” in total, today there are over 12 000 boxes with more than 

10 million members worldwide (CrossFit, 2016). CrossFit is all about the passion and 

emotions towards the sport as well as the social connections among its members. 

Hence, CrossFit should be recognized as a consumer tribe as sharing experiences, 

passion and emotions is what characterizes the tribes (Cova, 1997; Cova & Cova, 

2001; Cova & Cova, 2002; Maffesoli, 2007; Canniford, 2011; Goulding, Shankar & 

Canniford, 2013). 
 

Members in consumer tribes challenge the more traditional modes of consumption 

and exchanges through their constant ability of finding novel ways to utilize the 

market (Cova, Kozinets & Shankar, 2007), scholars thereby acknowledge consumer 

tribes as ephemeral, complex and difficult to manage (Cova, 1997; Cova & Cova, 

2001; Cova & Cova, 2002; Maffesoli, 2007; Canniford, 2011; Goulding et al., 2013). 

This behaviour heightens their endowments, reinforces passion and gives support to 

the social links within consumer tribes (Goulding et al., 2013). Tribal members are 

even portrayed as ‘plunderer of resources’, stressing their playful and entrepreneurial 

behaviour in the market (Canniford, 2011), where they change between market 

interactions effortlessly (Cova et al., 2007), showing little respect to product and 

brands (Canniford, 2011). They are recognized as consumers who are less 

manipulated by commercialization (Cova & Shankar, 2011), and could thereby depict 

a target group that is complicated for firms to manage (Canniford, 2011). It is argued 

that this plundering could create beneficial solutions for the tribal community and in 

turn increase consumers’ advantages over firms (Cova et al., 2007). 
 

“Tribes are not squeaky clean, by any means. They are often charged with acting like 

pirates, and are often guilty as charged.” 

        (Cova et al., 2007, p.13) 
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Consumers within various consumption communities have started to develop 

alternative ways to be involved in consumption processes, elaborating with various 

exchange modes and unceasingly negotiate with the marketplace (Scaraboto, 2015). 

Accordingly, a shift has emerged where consumers’ engagement within consumption 

and marketplace processes increases, and thereby question the supremacy of the 

hegemonic market and business (Szmigin, Carrigan & Bekin, 2007). This change is 

especially emphasized within service landscapes (e.g. CrossFit), where consumers 

have come to play a greater role and have more control (Ostrom, Parasuraman, 

Bowen, Patricio & Voss, 2015). Martin and Schouten (2014) stress emancipation and 

increased activity from consumers, and further examinations of where it can exist 

opportunities for consumers to utilize the market is required. If members within a 

consumer tribe increase their engagement, Szmigin et al. (2007) argue that this could 

have significant implications for firms’ power and control. Consumers thereby have 

the opportunity to challenge multinational corporations while creating greater positive 

outcomes for the community (Szmigin et al., 2007). 

                                                         

“More recently, the dominance of the marketplace in its current form has come under 

attack, with groups not only re-conceptualizing the exchange process but also 

developing alternative modes of exchange and consumption” 

(Szmigin et al., p.309) 

 

The International service research community emphasize the impact of consumption 

communities as a relatively unexplored area and stress this as one of the priorities for 

future research (Ostrom et al., 2015). To understand how consumers shape and evade 

the marketplace and form the consumption and community one need to investigate 

various resource exchanges that occur within the consumption community (Kozinets, 

2002a). Through the use of non-market resource exchanges consumers can strengthen 

the community (Kozinets, 2002a), or indulge in profit maximization via market based 

exchanges. Moreover, within hybrid exchanges (i.e. a combination of non-market and 

market based logics) consumers assume entrepreneurial manners to find the most 

favourable outcomes (Scaraboto, 2015).  
 

Despite Canniford (2011), Cova and Cova (2002) and Cova et al. (2007) discussion 

regarding consumer tribes and their plundering behaviour this is not yet 
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operationalized. Thus leaving many questions unanswered regarding the act of 

plundering within consumer tribes. Although, some scholars have given advances to 

what could be related to plundering within consumption communities, it is however in 

relation to specific brands, e.g. Harry Potter (Brown, 2007), Harley Davidson 

(Schouten & McAlexander, 1995), Star Trek (Kozinets, 2007) and Warhammer (Park, 

Deshpande, Cova & Pace, 2007). In contrast, Canniford (2011) urge from a 

theoretical point of view, that consumer tribes plunder with less homage to brands. 

Hence, from the discussion above following research question is stated: 
 

How do members in a consumer tribe a) engage in resource exchanges and b) 

how is plundering carried out? 
 

1.1 Purpose of the study 
Through investigating this, we will contribute by acknowledging how members 

within consumer tribes engage in resource exchanges and plundering and how these 

in turn impact the tribal community and firms. It is essential to emphasize that, 

hitherto, there is no existing research conducted on consumer tribes in regards to 

plundering of resources. Furthermore, there is a particular quest for extended 

knowledge regarding consumer tribes, thus it is a less explored concept within 

consumption communities. The greater proportion of current research has been 

focusing on brand communities (Muniz & O’Guinn, 2001; Cova & Pace, 2006; 

Schau, Muniz & Arnould, 2009; Skålén, Pace & Cova, 2014), subcultures (Schouten 

& McAlexander, 1995; Kozinets, 2001), or has conducted a general approach (Cova 

& Cova, 2001; Kozinets, 2002a; Ostberg, 2007; Scaraboto & Fischer, 2013; Pihl, 

2014; Thomas, Price & Schau, 2013; Scaraboto, 2015). Therefore, the purpose of this 

study is to investigate how consumer tribes act as plunderers and see if plundering 

could exist beyond specific brands. If consumers increase their advantages over firms 

and in addition care less about brands, this could have significant implications for 

firms and their current marketing strategies. Thereby it can be concluded that this 

paper will conduce advances to current research within consumption communities, 

which is of greatest interest for consumer researchers as well as marketing managers. 
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2. Literature review  
The literature review will begin with describing the theoretical concept of plundering 

tied to consumer tribes. Following section will address resource exchanges (i.e. 

market based, non-market and hybrid exchanges) derived from various market logics. 

These different modes of exchanges are substantial to enable an understanding of how 

consumers engage in resource exchanges and plundering. 

2.1 Consumer tribes plundering of resources   
Despite consumer tribes being the context of this study, it needs to be acknowledged 

that other consumption communities do exist within consumer research. These 

consumption communities have been divided into a) subcultures of consumption, b) 

brand communities and c) consumer tribes (see appendix 1 for detailed information). 

These communities offer different explanations regarding outcomes, impacts and 

opportunities that are strategically important for marketers (Canniford, 2011). The 

common denominator between these is the social aspect, besides from this they differ. 

Tribes are characterized by shared passion, engagement and emotions (Cova, 1997; 

Cova & Cova, 2002; Canniford, 2011; Goulding et al., 2013). Consumer tribes are 

further described as transient in the way they continually transform and recognized by 

many scholars with characteristics of being ephemeral, dynamic and complex (Cova, 

1997; Cova & Cova, 2001; Cova & Cova, 2002; Maffesoli, 2007; Canniford, 2011; 

Goulding et al., 2013). These tribal consumers want to be leaders in the market and 

possess challenges for firms due to their unmanageable features (Canniford, 2011).  
  

    

“In fact, if you do not want to play with tribes of enthusiasts, never mind, they will 

play with you anyway!” 

(Cova & Cova, 2002, p.605)  
     

Various scholars acknowledge tribal members as plunderers in regards to their 

consumption behaviour (Cova & Cova, 2002; Cova et al., 2007; Canniford, 2011), 

there is however less evidence of how this act is operationalized. In existing literature, 

where discussions are brought forward that could be connected to plundering, this is 

related to plundering of specific brands (Schouten & McAlexander, 1995; Brown, 



! 5!

2007; Kozinets, 2007; Park et al., 2007). Nonetheless, scholars still stress plundering 

in various ways from a theoretical perspective (see table 1). Canniford (2011) 

emphasize the playful aspect of members as plunderers thus they act in 

entrepreneurial and open-minded manners in the market. Plundering thus relate to 

consumers way of finding innovative courses and solutions, recognizing plundering as 

something positive. In accordance, Cova et al. (2007) stress the less negative aspect of 

plundering by claiming that it should not be granted as an outcome of conflict or 

tension nor as a conscious act of riot or revolution. Rather, plundering is a temporary 

act of disobeying instead of rebelling, and in compliance with Canniford (2011), Cova 

et al. (2007) emphasize consumers’ playfulness by discussing how consumers play 

around with the market in the same way that the market plays them. This is in contrast 

to scholars claiming that entrepreneurial behaviour where consumers elaborate to find 

value, beneficial solutions and positive outcomes often is connected with 

dissatisfaction to some extent (Kozinets, 2002a; Scaraboto & Fischer, 2013; 

Scaraboto, 2015). Despite Cannifords (2011) emphasis on plundering as an innovative 

and playful act the scholar is not embellishing plundering behaviour. Instead, 

acknowledges that they plunder with less homage to product and brands, since 

passion and the activity is the focal point of consumption (Cova & Cova, 2002). The 

consumer tribe facilitate significant social relationships (Cova et al., 2007) and the 

social links that exist among members are more important than things (Cova & Cova, 

2001). One central aspect of consumer tribes is their way of strengthening their 

cohesiveness through participating in events where they are able to perform and 

achieve things together (Cova & Cova, 2001). They are gathering and performing in 

various contexts, which become temporary homes for the consumer tribe and its 

members. Hence, members are ought to be more loyal to the tribe, per se, than to 

some brand (Ruane & Wallace, 2015). Tribal consumers must however feel love and 

passion in order to conduct plundering, which is evident through following statement 

by Cova et al. (2007, p.14): “Something is only worth plundering if it truly captures 

the heart”. Despite this quote being powerful, it still recognizes the emphasis on 

passion and emotions that the tribe possesses. 
      

Consumer tribes continue to find entrepreneurial ways to interact with the market 

(Cova et al., 2007), and their collective action has the possibility to create positive 

outcomes for both the community and society (Szmigin et al., 2007). The scholars 
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however claim that no small consumption community realistically have the potential 

to threaten the existing power of multinational corporations or the global market. 

Nevertheless, they can contribute with alternative and credible choices. Cova and 

Cova (2002) even discuss that tribal members will force companies to establish 

reciprocal agreements with beneficial outcomes for both parties. This is further 

strengthened by Cova et al. (2007) claiming that their radical behaviour of plundering 

resources will create viable solutions for both the tribal community and the firm. This 

in turn will thereby increase the advantages tribal consumers have over firms. In 

conclusion, the scholars acknowledge, “Consumer tribes breathe magic breath into 

dead and dying things, but they also suck the life from thriving brands” (Cova et al., 

2007, p.12).   

2.2 Resource exchange 
Resource exchange is defined as a transaction where economic resources (e.g. goods, 

services and experiences) are exchanged in a dyad (Scaraboto, 2015). In contrast to 

scholars who recognize resources as something that firm possesses (Madhavaram & 

Hunt, 2008; Grönroos & Ravald, 2011), resources could be recognized as something 

that can be produced and transferred between and among consumers. This study 

adopts Canniford (2011, p.595) rather broad perspective of what resources could be, 

thus claiming that resources include “aesthetics, emotions, discourses, institutions, 

material, culture, brands, fashion, music, places, spaces and media”, demonstrating 

that it could include close to everything. One of the central aspects regarding the 

reason behind the actual exchange is the generated value for consumers (Grönroos & 

Ravald, 2011). Consumers are not primarily interested in the resources (e.g. a pair of 

shoes or a ticket to a CrossFit competition), per se, but it is what the consumers can 

achieve by wearing the shoes or the emotional feelings and passion they sense when 

competing that should be acknowledged when discussing resources. Within consumer 

tribes, resources should heighten the endowment, reinforce passion and support the 

social links (Goulding et al., 2013). Cova et al. (2007) emphasize these sentiments in 

regards to plundering, and argue that plundering is merely conducted if it captures the 

heart of tribal members. Within consumer tribes this is even more evident, thus the 

passion, activity and social connection is the focal point of the consumption (Cova & 

Cova, 2002). Thereby, resource exchanges should thus be seen as ‘carrier of 

capabilities’ (Peters, Löbler, Brodie, Breidbach, Hollebeek, Smith, Sörhammar & 
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Varey, 2014). By having access to social and economic resources, it strengthens the 

sense of belonging within the community; if the community do not have access to the 

resources in order to conduct their practices the sense of social connection is reduced 

(Thomas et al., 2013). Resources are thereby interlinked with the feeling of belonging 

and the shaping of the community.      

2.3 Market based and non-market modes of 
exchange 
Resource exchanges are characterized by different logics, which also hold different 

purposes. In existing literature it is evident how non-market exchanges can enable an 

opposition towards the capitalist market based economy (Kozinets, 2002a), whereas a 

combination of logics can help sustain the community and its culture to avoid 

exploitation from firms (Scaraboto, 2015). Hence, there are various reasons why 

consumers elaborate, reinterpret and combine different modes of logics and 

exchanges. Modes of exchanges are characterized by specific logics and thereby 

include different types of transactions (see table 1). Market based exchange of 

resources are distinguished by profit maximization, independence between actors, 

self-interested motivations and includes monetary aspects or equivalent (Martin & 

Schouten, 2014; Scaraboto, 2015). These exchanges consist of a combination of time, 

money and interest to receive a product or activity (Albinsson & Yasanthi Perera, 

2012). The aim of market based exchanges is to increase one's own benefit and to 

receive more than what is actually sacrificed (Kozinets, 2002a), the firm is however in 

control of this exchange process (Szmigin et al., 2007). Nevertheless, conceptualizing 

markets or economies as systems of monetary exchanges is useful but should also be 

looked upon as a rather fabricated reality (Giesler, 2008). 
      

In contrast to profit-oriented exchanges, non-market exchanges exist with focus on 

mutuality, social bonds, belonging, collaboration, reciprocity and interdependence 

(Kozinets, 2002a; McArthur, 2014; Scaraboto, 2015). In these exchanges the social 

bond between stakeholders is more evident in comparison to the case of selling a 

commodity (Kozinets, 2002a; Scaraboto, 2015). Within the context of non-market 

exchanges, gift-giving and sharing are included. Sharing is described as the act of 

dividing a product or to grant someone the right to use a product and is often regarded 

as a common act, which is considered to tie people together and create social links 
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(Belk, 2010). Gift-giving is defined by the scholar as the procedure of allocating what 

is considered ours to someone else and/or the procedure of obtaining something from 

others for our use. This exchange is moreover characterized by reciprocity, sacrifice 

and lingering imbalance where the giver should please the recipient and the recipient 

should in turn show gratitude. Although Belk (2010) acknowledge that gift-giving 

often is described as non reciprocal, as an exchange in practice it is however 

distinguished by reciprocity. Dyadic gift-giving demonstrate the nature of the 

relationship, indicating that there is an existing social bond (Weinberger & 

Wallendorf, 2012). Cova and Cova (2002) however emphasize that consumer tribes, 

in specific, portray a complex context that has an impact on how exchanges are 

carried out. The unstable and dynamic characteristics of the consumer tribe 

(Maffesoli, 2007), causes members to decrease their ability to count on each other 

since the social bonds are considered as short-term (Canniford, 2011), and can not be 

taken for granted (Cova & Cova, 2002). Hence, in exchanges such as gift-giving it 

should be acknowledged that members cannot rely on the “intensity of the reciprocal 

exchange” (Cova & Cova, 2002, p. 598).  
      

How gift-giving and sharing contribute to the strengthening of the community is 

further demonstrated in Kozinets (2002a) famous study of the Burning Man festival1. 

In this study it is portrayed how the community use specific modes of exchanges to 

distance themselves from the traditional market based logics where individuals are 

assumed to have less power and influence (Kozinets, 2002a). One example of these 

non-market exchanges occurring in this festival is in a bar where consumers need to 

share a personal story in front of everyone to receive a drink. Everything is ‘for free’ 

and people are supposed to find and enjoy products and events without paying 

(Kozinets, 2002a). It should be acknowledged that although people in the bar do not 

need to give money, they still have to give a story in this exchange to receive. This 

way of opposing the marked based logics brought people closer together through gift-

giving and sharing, and further strengthened the Burning Man community. 

Nonetheless, Weinberger and Wallendorf (2012), argue that benefits are not always 

mutual thus gift-giving can create a lingering commitment, which uphold the tie to the 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
1!Burning Man is a weeklong annual event in Nevada, USA. The event is based on participation culture and the content (e.g. 
buildings, art, workshops) is created by the visitors. Besides the entrance tickets, monetary exchanges shall not take place. 
Instead of using money, participants are encouraged to rely on gifts from each other. 

!
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giver and where reciprocity is a significant part of maintaining this. Consumer 

researchers often describe the notion of reciprocity as an exchange in balance, 

however this view is rather naive since imbalances and inequalities are inevitable 

(Marcoux, 2009). Nevertheless, in contrast to other scholars take on reciprocity, 

Weinberger and Wallendorf (2012) argue that the recipient is not expected to return 

anything, this is also evident in the study of Burning Man. It should be stressed that 

there are some examples of participants in Kozinets (2002a) study that makes 

significant contributions to the community and do expect to receive something in 

return. The author does however not further discuss these occurrences.    

2.4 Hybrid exchanges 
It can be concluded that different modes of exchanges do exist but these exchanges 

are continuously being “combined, tinkered with and reinvented” (Çalışkan & Callon, 

2009, p.387). Therefore, far from all exchanges are easy to categorize and it can be 

rather complicated to clearly state their belonging to a specific mode of exchange or 

market logic (Scaraboto, 2015). Resource exchanges, per se, could hence be a 

combination of what characterizes market based and non-market exchanges and might 

not fit into traditional aspects described previously, these modes are referred to as 

hybrid exchanges (see table 1). The collaborative nature of hybrid exchanges reflect 

upon the way members of a community can switch between being consumers, 

producers and entrepreneurs while elaborating with marketers, firms and other 

members. These different roles are further related to tribal members plundering 

behaviour, thus they are portrayed as playful, entrepreneurial and innovative 

(Canniford, 2011). Members of a tribe seldom consume products or brands, "(...) even 

the most mundane ones – without adding to them, grappling with them, blending them 

with their own lives and altering them. Consumer tribes do things” (Cova et al., 2007, 

p.4). Hybrid exchanges emerge and occur in various contexts, mixing non-market and 

market based logics in order to find the best solutions and create value (Scaraboto, 

2015). Through collaborating with various exchanges, consumers can thereby create 

alternatives with positive outcomes for both the ones participating in the exchange, 

the community and also the society (Szmigin et al., 2007).  
      

“Constantly switching between the roles of producer and consumer, engaging in 

embedded entrepreneurship; and collaborating to produce and access resources, 
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heterogeneous participants work to support a hybrid setup that allows them to 

successfully reconcile their diverse socioeconomic interests (...)” 

(Scaraboto, 2015, p.165) 

      

Scaraboto (2015) conducted a study on the community of geocaching2, where a 

combination of logics are modified and reshaped for the aim of keeping the 

community genuine and with least interference from outside funding and capitalistic 

involvement. The scholar describes that the membership of the community is free, 

despite this members are encouraged to donate money and will in turn receive 

premium membership. Hence, demonstrating an exchange combining reciprocity and 

relational aspects connected to non-market logics with a monetary transaction related 

to the marked based logics. Through a combination of logics the community, per se, 

benefit from the way resource exchanges are modified and reshaped (Scaraboto, 

2015). It is further described how one software developer within the geocaching 

community is continuously improving the product but is not charging market price for 

the updates. This leads community members to show their gratitude towards the 

developer by voluntarily making double payments. This exchange thereby describes a 

combination of logics, where the purpose of the exchange is to benefit the community 

(Scaraboto, 2015). 
      

The above mentioned context where consumers within the geocaching community 

elaborate with various exchanges to support the community is acknowledged as a 

hybrid economy (Scaraboto, 2015). In this hybrid economy, which is described as an 

”interplay of logics and modes of exchanges”, consumers collaborate and engage in 

production and consumption, mixing non-market and market based logics (Scaraboto, 

2015, p.157). Multiple logics and modes of exchanges occur simultaneously and the 

reasons behind their emergence vary in each context. Existing literature demonstrate 

how communities can create mutual benefits for both consumers and producers 

(Thomas et al., 2013), or challenge multinational corporations through developing 

alternative modes of exchanges with greater positive outcomes for society (Szmigin et 

al., 2007). It is also evident that various modes of resource exchanges and multiple 

logics could benefit the community and its heritage (Weinberger & Wallendorf, 2012; 
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
2!Geocaching is a GPS-supported treasure hunt originating from the United States. Participants seek treasures outside (so called 
caches), which coordinates are published on Internet. These caches are placed by other participants. 

!
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Martin & Schouten, 2014; Scaraboto, 2015). Hence, in these contexts traditional 

perspectives are blurred and there is coexistence between non-market and market 

based logics since the hybrid economy operate in the spacing between them   

(Scaraboto, 2015). 

 

One of the reasons why hybrid economies emerge is when the connectedness between 

market and non-market cause difficulties for consumers (Scaraboto, 2015). 

Consumers can then construct a gap where the least coveted aspect, could be 

construed in order for different logics and modes of exchange to interact 

advantageously. Many researchers however have an enlarged focus in tensions and 

conflicts as reasons for consumers’ engagement in alternative market logics 

(Kozinets, 2002a; Szmigin et al., 2007; Giesler, 2008; Albinsson & Yasanthi Perera, 

2012; Scaraboto & Fischer, 2012; Scaraboto, 2015). Nonetheless, resistance and 

tension should not been depicted as a prerequisite for new market logics (Martin & 

Schouten, 2014). Instead, Scaraboto (2015) recognizes that coexistence between 

market based and non-market based resource exchanges also could occur in more 

stable collaborative networks not driven by conflict or dissatisfaction. In these 

networks it is instead the mutual resource dependency and aim of mutual beneficial 

agreements for both parts that leads to a combination of resource exchanges, hence 

coexisting market logics (Thomas et al., 2013). It is however less researched in 

comparison to studies conducted when tension and conflict are present, this should 

accordingly be considered since consumer tribes thrive from passion and emotions 

(Cova, 1997; Canniford, 2011).   
 

The primary reason for actors mixing between different marketing logics within an 

economy is to extract privileges (Lainer-Vos, 2013). They thereby have the possibility 

to transform, change and shape modes of exchanges to increase benefit for 

themselves. In line with this, Canniford (2011) stresses that tribal members through 

their plundering can bring forward innovative solutions thereof can plundering be 

considered as something beneficial. Nonetheless, the balance between parties is often 

asymmetrical, sometimes to the benefit of the consumers, while other times to the 

benefit of other stakeholders (Fisher & Smith, 2011). If carried out properly, firms 

can enhance their status and brand within the consumption community by utilizing 

consumers’ experiences (Thomas et al., 2013). Thereby, this could be seen as an on-
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going balance since members of a community are dependent on producers to provide 

them with products, which enable their identities, while producers’ aim is to make 

members purchase their product. Producers are torn between engaging and co-

creating with the community while reaching profit and commercial targets and these 

targets do not always align with the goals of the community. It is even argued that 

consumer engage in playful plundering due to that the market utilizes them 

(Canniford, 2011). Immoral practices by multinational corporations may cause 

consumers to express doubts and questioning why consumers should care when 

corporations do not (Belk, Devinney & Eckhardt, 2005). Furthermore, it is brought 

forward that the reason behind firms performing non-market logics could be an 

insidious way of hiding the firm’s self-interest and profit maximization (Scaraboto, 

2015). The complexity of managing these modes of exchanges is however 

acknowledged.  

 

In conclusion, the examined literature review exhibit plundering as a theoretical 

concept that is not yet operationalized. Accordingly, there is no research conducted 

explaining what logics or modes constitute plundering. Therefore this literature 

review consists of an explanation of non-market logics and market based logics 

together with various modes of exchanges that exist. Non-market based exchanges are 

often part of social communities (Kozinets, 2002a), while hybrid exchanges are 

acknowledged in recent research within social communities (Scaraboto, 2015). In 

addition, there are some similarities between the concepts of plundering and hybrid 

exchanges thus both emphasize the innovative and entrepreneurial aspects. Hence, the 

described logics and modes hold significance to understand how consumers within a 

tribe engage in resource exchanges and plundering. This study thereby draw upon 

various resource exchanges in order to understand how consumer tribes engage in 

them, and are necessary to enable an operationalization of the theoretical concept of 

plundering. The process of this operationalization will be further emphasized and 

described in the following method section, where a table also will be provided.  
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Table 1; Theoretical framework 

 

3. Method  

3.1 Background 
As previously stated, CrossFit should be acknowledged as a consumer tribe. In our 

social circle there are a few people who exercise CrossFit and we have come to 

understand that this sport seems to involve more than only having a membership at a 

training facility (to read more about CrossFit, see appendix 2). CrossFit appears to 

 
Market logic  Mode of exchange Characteristics 
Non-market 
 

Gift-giving A transfer of ownership in order to please 
the recipient. Non-reciprocity /reciprocity, 
sacrifice, lingering imbalance (Belk, 2010). 
Emotional bonds and social belonging 
(Kozinets, 2002a). Reciprocity (Weinberger 
& Wallendorf, 2012). Interdependence 
(Scaraboto, 2015). 

 Sharing To divide or to grant use rights to a product 
(Belk, 2010). Connection and belonging 
(McArthur, 2014). Interdependence 
(Scaraboto, 2015). Mutuality and social 
reproduction (Belk, 2010). 
 

Market based 
 

Commercial Profit maximization, self-interest, includes 
monetary value or equivalent (Martin & 
Schouten, 2014). Independence between 
actors, often a dyad (Scaraboto, 2015). 
Impersonal and no lingering obligations 
(Belk, 2010). Self interest (Martin & 
Schouten, 2014; Scaraboto, 2015) 
 

Non-market & 
Market based  

Hybrid An exchange that incorporate different 
logics. Consumers collaborate with 
entrepreneurs, marketers and among 
themselves to create beneficial solutions and 
value (Scaraboto, 2015).  
 

 Plundering Entrepreneurial and open-minded, exhibit 
less reverence to product and brands 
(Canniford, 2011). Consumers play the 
market in the same way the market plays 
them. Love and passion are motives in this 
act of behaviour (Cova et al., 2007).  
 

!
!
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involve sponsorships, participating in events, sharing with other members and to help 

each other within the community in various ways. Hence, CrossFit exhibit an 

applicable context for studying how members in a consumer tribe engage in 

exchanges and how plundering is carried out. The specific CrossFit box of this study 

was chosen due to location and size. It is situated in Stockholm, Sweden and has 170 

members. To enable proximity to the tribe, without going native, it was a deliberately 

choice to avoid a box that was either too small or too large.     

3.2 Data collection  
In order to increase knowledge regarding consumer tribes in specific, researchers are 

requested to disregard traditional and systematic methods and instead concentrate on 

less conservative methods (Cova & Cova, 2002). According to the scholars, one way 

of conducting this is through a combination of semi and unstructured interviews, 

participant and nonparticipant observations as well as netnography. This study chose 

to include ethnography (i.e. participant observations), netnography (i.e. observations 

online) and semi-structured interviews, see Figure 1. The use of different data sources 

is also a hallmark of ethnography, which is employed to illustrate different angles of 

incidence (Arnould & Wallendorf, 1994; Hammersley & Atkinson, 2007). To equate 

oneself with the method is a contradistinction to the logical positivism in which the 

investigators imprint should be removed (Belk, Sherry & Wallendorf, 1988). 

Consumer tribes are subjective, based on the perception from those it involves, this 

paper is therefore built on understanding and interpretation (Bryman & Bell, 2011). 

For this study the individual's valuation is important, thus, the epistemological stance 

is interpretivism, emphasizing that knowledge is only generated within the context 

that creates meaning to the experiences (Hatch & Cunliffe, 2013). The ontological 

standpoint is subjectivism, meaning that social phenomena would be unobservable if 

we did not have the ability to experience them (Hatch & Cunliffe, 2013). Concepts for 

this study are derived from theories, yet observations have been conducted in parallel, 

thus an alternation between theory and data throughout the process. Hence, this study 

has used a combination of induction and deduction, referred to as abduction 

(Saunders, Lewis & Thornhill, 2012).   

 

It is important to understand consumption practices through studying in consumption 

contexts to generate and acquire new knowledge (Arnould & Thompson, 2005). 



! 15!

Molander (2011, p.82) emphasizes “many times being a consumer researcher means 

walking into a consumption situation and trying to sort out what is going on, rather 

than being served an already well-defined practice“. The consumption situation we 

stepped into was a CrossFit box. When we had gone through the hallway, we were 

met by a rather high level of noise coming from music and weight bars pounding to 

the floor. Men and women in various ages with different physical capacities were 

performing exercises that we had not previously seen. Soon, we understood that we 

would perform the same exercises, and we began to wonder whether we would 

manage through the exercises. Right then and there, our data collection started. The 

structure of the data collection can be compared to a funnel, the collection began wide 

and open but became more targeted towards the end of the study. In total, the data 

collection consisted of 70 hours participating observations, 237 observations online 

(98 in February, 95 in March and 44 in April), seven interviews and 30 pages of field 

notes (see Figure 1 for the entire data collection process). After the interviews were 

completed a period followed of additional participating observations and observations 

online. Data saturation was considered achieved after the interviews were completed, 

yet observations still provided knowledge regarding the social context.   

!

Figure 1; Timeline and overview of data collection    
 

3.3 Operationalization of theoretical concepts 
This study's categorization is based upon a concept-driven categorization (Saunders et 

al., 2012), derived from theories. The categorization resulted in four concepts: 

February  April Mars May 

Participant observations 
70 hours participant observations 

Interviews 
7 interviews 

Netnography 
237 observations online Data 

collection 

Aim of 
data 

collection 

Pre-fieldwork; 
Create an 

understanding of 
the consumer tribe. 

Begin to 
formulate 

concept, topics 
and questions. 

Enhance what we do 
not know and 

investigate what do 
we need to learn 

more about. 

Expand and 
deepen sample. 

Substantiate 
result. 
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Plundering, resource exchanges, social gatherings and consumer tribe (see table 2), to 

exhibit the theoretical concepts in this study. This concept-driven categorization has 

been important to ensure consistency among the different data collection methods, 

thus examining the same theoretical concepts despite approach. Social gatherings (e.g. 

events, internet sites, competitions) are a great part of consumer tribes and these 

contexts strengthens their cohesiveness (Cova & Cova, 2001). Within these contexts 

resource exchanges can come to pass and therefore social gatherings are considered as 

a necessary concept to investigate how consumers engage in various exchanges. 

Moreover, the consumer tribe, its social gatherings and resource exchanges should 

therefore be looked upon as enablers to examine how plundering is evident. These 

concepts are operationalized through the previous mentioned data collection 

consisting of participant observation, netnography and interviews. Following parts of 

the method will present this in detail. 
 

 

 

 

 

 

 

 

 

 

Table 2; Operationalization of theoretical concepts  

!
Conceptualization Theoretical framework Operationalization 
 
Plundering 

 
Act in entrepreneurial and open-minded manners 
in the market, exhibit less homage to product 
and brands (Canniford, 2011). Consumers play 
the market in the same way the market plays 
them. Love and passion are motives in this act of 
behaviour. Creates viable solutions for both 
community and the firm. (Cova et al., 2007). 
 

 
Participant observation 
Social behaviour 
Resource exchanges 
Spotting relevant topics 
Event and competitions 
 
Netnography 
Social behaviour 

 
Resource exchanges 
 

 
Resources should heighten endowment, 
reinforce passion and support the social links 
(Goulding et al., 2013). Members of consumer 
tribes’ continuously find novel ways of utilizing 
the market (Cova et al., 2007). Elaborations with 
various exchange modes, negotiation with the 
marketplace (Szmigin et al., 2007). Passion and 
activity in focal point of utilizing resources 
(Cova & Cova, 2002). Cannot rely on strong 
bonds or strength of reciprocity in exchanges 
(Cova & Cova, 2002). Resources are interlinked 
with the feeling of belonging and the shaping of 
the community (Thomas et al., 2013). 
 

Resource exchanges 
Spotting relevant topics 
Events and competitions 
 
Interviews 
Social behaviour 
Resource exchanges 
Events and competitions 
Dig deeper into relevant topics 

 
Social gatherings 

 
One central aspect of consumer tribes is their 
way of strengthening their cohesiveness through 
participating in events where they are able to 
perform and achieve things together. Hence, 
they are gathering and performing in various 
contexts, which becomes a temporary home for 
the consumer tribe and its members. (Cova & 
Cova, 2001). Internet aggregate people who 
share passion for a niche activity (Pace et al., 
2007). 
 

 

 
Consumer tribe 

 
Consumers share passion, engagement, emotions 
and social connectedness (Cova, 1997; Cova & 
Cova, 2002; Canniford, 2011; Goulding et al., 
2013). Social links among members (Cova & 
Cova, 2001). More loyal to the tribe than brands 
(Ruane & Wallace, 2015). Tribes facilitate 
significant social relationships (Szmigin et al., 
2007). 

 

!
!
!
!
!
!
!
!
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3.4 Participating observation 
When a researcher is involved in a social context to observe how people behave this is 

referred to as ethnography (Bryman & Bell, 2011). Ethnography can be considered as 

a mean to unpack and discover how people coordinate and act, and this requires the 

researcher to immerse in the social context of the study (Crabtree, Rouncefield & 

Tolmie, 2012). A conductive purpose with ethnography is to present a thick and 

comprehensive perspective of the study including location, behaviour and opinions 

(Reeves, Kuper & Hodges, 2008). Since the purpose of this paper is to investigate a 

CrossFit tribe, plundering and how members engage in resource exchanges, 

participant observations have been essential, thus it enable to not only ask about 

behaviour but also to observe them. Scholars emphasize consumer tribes as 

ephemeral, dynamic and complex (e.g. Maffesoli, 2007), further stressing the 

importance of closeness to the tribe. It is therefore considered essential to comprehend 

the process of becoming a part of the consumer tribe in order to create proximity that 

enables communication and observation (Goulding et al., 2013). Hence, we have 

during this process, chosen to actively seek to become a part of the consumer tribe 

through participating observations. Additionally, small talk and discussions that were 

part of the participant observations have contributed with information, which was 

leveraged on later during interviews, thereby turning information and notes into 

deepening the interviews and ask questions that otherwise never would have been 

conceived.   

 

The participating observation began at a CrossFit box (a space where the activity is 

carried out) and the box serves as the primarily in situ for the consumer tribe’s 

activity and this study. The box has been operating since 2014, and has 170 members, 

of whom 70% exercises more than one time per week. The observations were carried 

out by us beginning to train CrossFit, something neither of us have done previously. 

This allowed for observations before, in the course of and after each workout session. 

In total, 70 hours of observations were conducted at this box (see Figure 1). Field 

notes assumed different forms as they were produced prior, during and after 

observations. Mental and provisional entries were generated as events occurred, while 

more complete notes were produced when the opportunity arose. The full notes 

include both own reactions and findings from the box. In the beginning, the aim was 

to grasp what was going on at the box, who was there and what was being talked 
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about. For each workout session, the observations became more focused on the 

specific concepts chosen in this study. This is an aspect emphasized by Crabtree et al. 

(2012), arguing that it is important not to be too enthusiastic and thereby miss the 

essential and what actually occurs. In comparison to interviews where respondents 

exclusively talk about behaviour and experiences, the observations permitted the 

possibility to notice exchanges.   

 

When entering a new setting, researchers should consider themselves as novices, 

which can be utilized by asking questions, observe, listen and at times make mistakes 

(Hammersley & Atkinson, 2007). Being a novice has been favourable since several 

mistakes have occurred and confusion has arisen which made members approach, 

help and provide advices. This has enabled us to become a part of the fellowship 

rather early in the process, thereby increasing the understanding of the social context 

within the tribe. Belk et al. (1988) further emphasize the importance of being involved 

and that researchers should consider themselves as part of the utility to carry out the 

study, thus regard the method and investigators as synonymous. Nevertheless, this 

entails both enabling and disabling aspects of one's study (Goodwin, Pope, Mort & 

Smith, 2003). 
 

Ethnography is perceived to be a time-consuming method since a more prolonged 

process increases the likelihood of spontaneous coincidences (Arnould & Wallendorf, 

1994). It is however possible to carry out what is known as micro ethnography 

(Bryman & Bell, 2011). Ethnographers often use participant observation but do not 

preclude other approaches, which is in line with the method of this study. One of the 

reasons is that all sorts of data naturally contain limitations, e.g. observations do not 

offer insights to the observed values or internal state (Arnould & Wallendorf, 1994). 

Nevertheless, ethnography as a method should not be considered as an answer to all 

problems or difficulties within research (Belk et al., 1988). Still, this approach has 

been productive in order to comprehend and acquire an understanding of the 

consumer tribe, its context and behaviour. Crabtree et al. (2012) argue that there is not 

a clear pathway to accompany, which lead to a defined result in ethnographic studies. 

Instead, the authors emphasize the use of theory as description, meaning that theories 

should guide and provide descriptions that are sufficient to capture, explain and 

analyse the social context. The selected theories for this study concerning exchanges 
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and plundering have guided the observations and accordingly provided questions for 

the interviews.   

3.5 Netnography     
 

“The Internet is a key information medium used by the tribe; it has become a hybrid 

resource of information, communication, purchasing and facilitation of tribal 

membership” 

(Mitchell & Imrie, 2011, p. 50) 

       

Netnography refers to ethnography on the Internet and is a method that has been 

modified since the emergence of Internet (Kozinets, 2002b). Early in the process of 

the participating observations it was recognized how vital the online social platform is 

for the CrossFit tribe. Members can share, give and acquire knowledge about almost 

everything online (e.g. upcoming events, competitions and products). Since forums 

online are socially shaped, these can mirror behaviour in present time (Xun & 

Reynolds, 2010), thereby Internet should be regarded as a significant location for 

research (Bowler, 2010). Furthermore, Internet has a powerful way of aggregating 

consumers who jointly share passion for an activity (Pace, Fatocchi & Cocciola, 

2007). Hence, it was decided to include netnography for the purpose to represent an 

important non-physical location for the consumer tribe and its members. Besides, 

since members of consumer tribes strengthen their cohesiveness through gathering 

and performing in various contexts this was considered as important (Cova & Cova, 

2001). This approach enables direct observations of interactions carried out within the 

consumer tribe and is used primarily in examinations of various communities (Phil, 

2014). Netnography is to a great extent, both more naturalistic and subtle than for 

instance interviews (Kozinets, 2002b). Altogether, netnography has enabled this study 

to consider that a consumer tribe can exist within various layer of a member's daily 

life (Miller & Slater, 2000; Molander, 2011).  
      

In this study one online forum was selected: a private Facebook group for members of 

the CrossFit box. The owner of the box explained that all information needed could be 

found in the member page on Facebook. Members produce an average of 2,63 

messages per day, not including those responding to entries. Data collection was 
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conducted through screenshots of entries and recording thoughts and reactions. 

Criteria was set up regarding what to search for, which was the following: entries 

must address either the plundering, resource exchanges, social gatherings or consumer 

tribes, and entries that are meant to be private and may violate the submitter should 

not be included. Private refers to posts concerning something about an individual, 

hence it is an individual matter and thereby disregarded. Admittedly, everything can 

be considered as private since it is an enclosed Facebook page but since our presence 

was revealed without opposition, it was regarded as consent. It is however necessary 

to reflect upon the nature of online behaviour, in which individuals can portray a 

desirable image of themselves. Nonetheless, this concern is not relevant in regards to 

the chosen topic and aim of research. In total, 237 posts were published between the 

1st of February and 30th of April.       

3.6 Interviews      
The aim with conducting interviews was to explicitly discuss topics and ask questions 

regarding members’ engagement in resource exchanges and the CrossFit tribe that had 

emerged throughout the participating observations and netnography. Furthermore, 

these occasions were regarded as an opportunity to interfere in a formalized manner, 

which was avoided otherwise. Healey and Rawlinson (1993) consider interviews as a 

possibility for the researcher to take control over who answers the questions, and that 

there is substantial opportunity to sort out ambiguities. The objective was to strive for 

heterogeneity among respondents with various roles within the CrossFit tribe (see 

table 3), therefore we sought members that practice, compete and instruct. This was 

considered vital to enable a sample representing respondents with different 

perspectives, various knowledge and levels of commitment. The sample for the 

interviews was based on a non probability, heterogeneous purposive sampling, 

meaning to concentrate on respondents who are suitable for the purpose of the study 

(Saunders et al., 2012). Although it may seem paradoxical, a small sample can contain 

various angles of incidence (Saunders et al., 2012), since this approach enables 

researchers to determine in prior the characteristics of the respondents (Spiggle, 

1994). In addition, Eisenhardt and Graebner (2007) stress that a decisive strategy is to 

utilize knowledgeable respondents in order to gain different perspective of the 

phenomenon. This has been carried out by approaching respondents that we become 

interested in through observations at the box and online in regards to the chosen 
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concepts. As a consequence, the sampling method is considered as a convenience 

sample, meaning that it is unlikely that the sample can be generalized to a population 

beyond the specific context of study (Bryman & Bell, 2011). Nonetheless, 

representativeness has less importance in qualitative research methods (Bryman & 

Bell, 2011). Besides, generalization have not been the focal point, instead it has been 

to explore a phenomenon on a less researched consumption community. This study's 

alignment has rather been to generate insights, over testing, thus this study is not 

based on the condition that quantity is always more favourable (Belk et al., 1988). 

Instead, deemed an in-depth understanding of higher significance over quantity.  

 

Table 3; Overview of respondents 

     

Interviews are one of the most exerted methods in qualitative research and 

ethnographers often utilize interviews in their studies (Bryman & Bell, 2011). 

Eisenhardt and Graebner (2007) emphasize that interviews are a productive manner to 

collect rich data, particularly in cases where the phenomenon is episodic, which is a 

characteristic of consumer tribes. In qualitative interviews, the respondent is of 

interest, instead of aiming for a structure. In lieu, it is favourable to allow the 

respondent to speak freely and move between different directions since this enables to 

discover what the respondent consider as important and significant (Bryman & Bell, 

2011). Since the participating observations and observations online had engendered 

questions and topics, this meant that the interviews had an agenda, however it was 

 
 

Respondent Involvement in CrossFit Date  

Male, 27 
Loui 

Member since June 2015, competed twice at beginner level 2016-03-31 

Male, 32 
Harry 

Member since April 2015, qualified referee in CrossFit 2016-03-31 

Male, 27 
Lucas 

Owner of the box and a CrossFit coach 2016-04-01 

Female, 26 
Estelle 

Member since July 2015 2016-04-01 

Female, 28 
Sigrid 

Member since 2014, competed twice and a qualified referee in CrossFit 2016-04-05 

Male, 27 
Milo 

Member for three months  2016-04-13 

Female, 23 
Julia 

Compete at elite level and a CrossFit coach 2016-04-16 

!
 
!
!
!
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allowed to be altered depending on the respondent's story. This implies that the 

interviews should be regarded as semi-structured (Saunders et al., 2012). The 

interviews were conducted at the box, and to some extent, this can be regarded as 

debilitating since it is not a neutral place that would perhaps allow respondents to 

speak freely. Still it is a location familiar to the respondents, which have enabled them 

to open up. The interviews were conducted in the kitchen with the door closed, this 

allowed for private conversations that ranged from 30 minutes to an hour. During all 

interviews, recording of the conversations were permitted, which enabled a 

pronounced retelling for the analysis.  

3.7 Ethical considerations 
Ethical implications are inseparably connected to the inherent manner of collecting 

data in ethnographic studies (Oliver & Wales, 2008). In regards to ethical concerns, 

this study has attempted to relate to informed consent (Bryman & Bell, 2011), 

meaning that the participants have confirmed their involvement. In interviews and 

netnography, this is straightforward to implement, yet, within participating 

observations it is not always practical to carry out thus it would violate social mores 

to repeatedly communicate our intentions (Bryman & Bell, 2011). Goodwin et al. 

(2003) emphasize the concept of non exploitative research, this means that research 

should avoid to ruthlessly exploiting the observed. This study has attempted to reduce 

immoral aspects, particularly in situations that are to a greater extent, considered as 

private (e.g. locker room). Some of the respondents chose to be anonymous, thereby it 

was determined to treat all respondents anonymously, and thus, the names presented 

are fictive. The observed respondents were dealt by equivalent means. It should be 

acknowledged that this approach entails disadvantages, such as controlling the 

researchers' data becomes difficult or impossible (Vetenskapsrådets, 2011). To offer 

anonymity, integrity protection and to ensure that informed consent exists is in 

accordance with ethical requirements in qualitative research (Shaw, 2003). Since 

netnography can take place in the hidden, this further raises ethical considerations. 

Kozinets (2002b) suggests a few courses of action, which this study has related to 

thus revealing our presence and intentions in the Facebook group, offered anonymity 

and attempted to balance what is considered as private compared to public.  
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3.8 Analysis of data     
Different data sources implies to compare data gathered regarding the same 

phenomenon, but have been collected during different phases and / or by different 

methods (Hammersley & Atkinson, 2007). By using different sources, the data could 

thus be reviewed from different angles. In addition, the authors argue that in social 

research, a single set of data can be critical since it can lead to faults in inference. 

Since the data collection process began early in this study, we had the ability to 

compare and discuss data. The analysis has been an on-going process parallel to the 

collection of data and this has entailed guidelines for additional gathering. 

Furthermore, Döös and Wilhelmson (2014) emphasize that it is essential to change 

between proximity and distance in the analysis, and the parallel process of analysis 

and collection made it possible to switch between these modes. This has been relevant 

to avoid ‘going native’ thus being biased when conducting the study.  
 

Ethnographers begin the analysis by dealing with unstructured data, meaning that the 

data is not organized into limited categories (Hammersley & Atkinson, 2007). The 

processing of the unstructured data has not been self-evident and numerous debates 

have arisen regarding what form of exchange a certain event should be classified as. 

The data was pieced together, sorted, reviewed and discussed. The processing of the 

data into units of data with a label is known as categorization (Spiggle, 1994), see this 

concept-driven categorization in table 2. Each data in a category was compared to 

other data in the same category to determine differences and similarities in order to 

decide if it belonged to that category. Certain data had no relevance to the analysis 

and was therefore not categorized, while other data were initially categorized and later 

became removed when found that it was not important. The significance of 

categorization is to decide segments of data that discern, correspond or belong to the 

category. The subsequent step in the analysis was abstraction, abstraction takes 

categorization one step further, and it means to ignore, isolate, that is to disregard 

irrelevant details and instead focus on the essential and important (Spiggle, 1994). 

After the process of categorization was complete the next part of the analysis began, 

to interpret the empirical findings in relation to chosen theories.  
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4. Result    

The first section of the result will demonstrate how CrossFit manifests that it is a 

consumer tribe, which is considerable in order to comprehend the context in which 

members engage in resource exchanges. Following parts will evince how plundering 

is carried out and what kind of resource exchanges the consumer tribe engage in. The 

result will conclude in a summary of the presented exchanges and their logics, 

characteristics and outcomes.  

4.1 The CrossFit consumer tribe 
      

"You have the wrong shoes" "Why? Is it wrong to have Nike shoes?" "No, there's 

nothing wrong with Nike, but your shoes have grooves which mean you can not climb 

the ropes!" 

 (Lucas) 

      

This was one of the first things we were told while waiting for the workout session to 

begin, and our earliest indication that CrossFit is all about the joy toward the sport 

and not about the brand, per se. The workout session started with a gathering at a 

board posted along one wall, the coach went through what the exercises of today's 

WOD (Workout Of the Day) included. We understood nothing. Suddenly people went 

in different directions and began to pick up training tools and we tried to follow. After 

the session everyone gathered and made a high five. One of the guys came up to us 

and yelled, "good job", followed by a high five. Right from the beginning we noted 

that the owner and most of the members address each other by names and everyone 

seem to know one another, “(...) at SATS (i.e. other training facility) you have your 

headphones on, you slide in, hardly cheer at the receptionist, you're weird if you look 

at someone. Here you are weird if you don’t approach and greet, rather, and I like 

that.” (Lucas). Before and after workout sessions people are either gathered in the 

stands or in the kitchen, they laugh, hang, and it is similar to a recreation centre. This 

is also confirmed by our respondents, emphasizing the social aspect and how 

enjoyable and fun they consider CrossFit to be. Estelle express this when stating that 

“The box becomes as much about hanging out as with workout”. Feelings of passion 
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and emotions towards an activity and community are distinctive features of consumer 

tribes (Cova, 1997; Cova & Cova, 2002; Canniford, 2011; Goulding et al., 2013). 
      

“That I am active, it's about that it's lovely people, a collection of fun people who are 

here but not to compete against each other or frusta in a mirror. They sweat and they 

train together and there is something greater social behind it. It's fun people to hang 

with.” 

 (Harry) 

           

Consumer tribes strengthen the sense of belonging through engaging in diverse 

contexts and events in order to carry out and accomplish things in common, which 

then creates a provisional residence for the consumer tribe (Cova & Cova, 2001). 

CrossFit as a consumer tribe exhibits this aspect in various manners. The netnography 

conducted in this paper confirm this thus online discussions in the Facebook member 

page are held regarding different event. Partly about CrossFit Open (i.e. qualification 

tournament for the European Championships) but also concerning Tough Viking (i.e. 

hider path), OCR (Obstacle Course Race) and other events linked to a physical 

activity. This shows that the consumer tribe is changeable, reinforcing statements by 

Cova (1997), Cova and Cova (2001), Cova and Cova (2002), Maffesoli (2007), 

Canniford (2011) and Goulding et al. (2013), emphasizing consumer tribes as volatile, 

ephemeral and dynamic. Furthermore, the netnographical data demonstrate that events 

take place at the box unrelated to workout and CrossFit and these events are called 

club parties. Members are a part in arranging these “(...) to help brings me joy, a pat 

on the shoulder and seeing that everyone else has fun” (Loui), further emphasizing 

the strengthening of cohesiveness through participating in different gatherings (Cova 

& Cova, 2001).  
      

“When I am working out, I sweat a lot so it is important that the material is good, of 

course, but all major brands have that, it feels a bit the same shit and they probably 

all comes from the same factory, it's just different logos.”  

(Milo) 

 

Goulding et al. (2013) stress that resources should contribute and enhance the passion 

and emotions, which the quote above indicates. For consumer tribes, value is 
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generated by the opportunity to revitalize and stimulate passion (Canniford, 2011), 

rather than being loyal to specific brands (Ruane & Wallace, 2015). To conclude, 

CrossFit manifests in several ways that it is a consumer tribe, thus consumer tribe 

exists only through members’ involvement and participation, this is what manifests 

and exhibits a consumer tribe (Cova, 1997). 

4.2 The CrossFit tribe plundering of resources  
Members within consumer tribes are described as plunderers of resources (Cova & 

Cova, 2002; Cova et al., 2007; Canniford, 2011). This is demonstrated by one of the 

respondents that has a tattoo with the Reebok logo on his arm (see appendix 3). This 

tattoo was disclosed during one of the participant observations, hence an aspect 

brought forward during the interview. The discussion revealed how the logo was 

obtained. 
      

“This was one thing I found out about on Instagram that they (i.e. Reebok) had 

something like this, what the hell did they call it,.. 'Reebok forever'. And they offered a 

tattoo and I thought why not? It's a fun thing and I'll still tattoo more things. And it's 

a nice sign. One would also get something out of it, it was also thought to include 

group meetings, and other things. So I thought why not? No group meetings have 

happened yet, but I got in touch with them in connection with that I tried to get hold of 

some t-shirts and stuff for a competition. But I have not gone portionless, I got a box 

of stuff last week: a great amount of testers and more than just a t-shirt.”  

(Harry) 

      

It is evident that the respondent’s aim is to plunder resources (e.g. garments and 

meetings), since he has a weak interest in the tattoo, per se, and instead stresses the 

resources he can gain by having the tattoo. This is particularly apparent when the 

respondent claims that he has not gone portionless, thus demonstrating that it was part 

of his motives with the tattoo. The motives of this plundering are not founded in true 

love for the products he can receive or the tattoo. Thereby this contradicts Cova et al. 

(2007) claiming that in order to conduct plundering the consumer must feel love and 

passion. Instead exhibit that members within a tribe plunder with less homage to 

products and brands (Canniford, 2011). When Harry says ‘what the hell did they call 

it…’, this implies an ignorant attitude in these matters. Moreover, since the tattoo was 
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received it could be considered as a gift and this gift-giving display some strains of 

reciprocity but does not portray a lingering commitment as argued by Weinberger and 

Wallendorf (2012). This could however be related to the absence of social bonds, thus 

Kozinets (2002a) emphasizes the social belonging in gift-giving. Instead, it could be 

argued that it is an exchange in imbalance since the respondent is leveraging on this 

tattoo for his own benefit of obtaining resources, supporting Marcoux (2009). In the 

participant observations this leveraging was further obvious thus the same respondent 

discussed a competition with another member in the box after a workout session. 

They were talking about t-shirts they were going to wear. Harry then explained, “I 

will talk to them (i.e. Reebok) and see if we can get something!”. During discussions 

he additionally stated that “I thought that me and Dante would be able to sneak us a t-

shirt or two”, which explains how he further utilizes the tattoo and the contact to 

Reebok by plunder resources and extract privileges for him and for other members of 

the box by sharing his prey. Szmigin et al. (2007) stress that consumers are more 

engaged and have started to elaborate with various exchanges, thereby negotiating 

with the market in a different way. This is demonstrated in the above mentioned, thus 

the respondent is negotiating with Reebok to receive products. Cova et al. (2007) 

argue that consumers have the possibility to increase their advantages over firms, 

which this relation with Reebok could be an indication of. 
      

“I got a free tattoo, It’s not like I think “Oh no! Now I’m marked for life”, as you can 

see I have other tattoos as well”, this quote demonstrates the respondent not 

considering to have given up on something by being tattooed with a brand logo. 

Hence, this is in line with Kozinets (2002a) description of market based logics where 

the purpose of the exchange is to increase the own benefit and receive more than what 

is actually sacrificed. Furthermore, the respondent switches between roles and logics, 

following the characteristics of a hybrid exchange (Scaraboto, 2015). A consumer of 

the tattoo, a co- producer (since it is attached to his body and because he can choose 

size and place), and by having it visible for others, he could be deemed as a marketer 

of the brand. 
      

There are further examples of members extracting privileges through plundering 

resources. The Netnographical data reveals this thus the owner of the box posted an 

event on the Facebook member page, asking if anyone would like to join (see 
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appendix 3). The brand Under Armour had a competition at NK (i.e. department 

store) in Stockholm and needed people who train CrossFit to participate. Even though 

the post demonstrates emphasis on fun and joy, the information in the post still 

stresses that participants will receive products in return for attending. Loui attended 

this event and the main reason for engaging in this activity was to receive ‘free’ 

products. 
   

“(...) we were there to represent Under Armour. It was a competition where you were 

supposed to hold a kettlebell with straight arms for as long as you can. And then we 

stood and just played for ourselves, handstand and some games (...) the clothes 

definitely was part of the decision to participate”.  

(Loui) 

      

Hence this exchange is a combination of logics such as gift-giving including 

commitment and reciprocity (Weinberger & Wallendorf, 2012). While also notions of 

market based logics because the participant clearly state self-interest in products as a 

contributing factor in the decision to participate. Yet, the respondent stresses the 

playfulness and joy of engaging in this event, which is in line with Cova and Cova 

(2002), arguing that the passion for the activity is the focal point of consumption. The 

brand or products thereby have less reverence, strengthening plundering as described 

by Canniford (2011). Moreover, the quote above and the online post states that fun 

and joy of being part of the event are inducements, in accordance to Canniford 

(2011), arguing that plundering is something playful where consumers act as 

entrepreneurs. In addition, consumer tribes congregate because it feels good to come 

together (Cova, 1997). The entrepreneurial aspect is evident thus Loui undertake the 

role of staff and marketer for the box, NK and Under Armour. Thereby indicating that 

this is a hybrid exchange, thus in hybrid exchanges consumers switch between 

different roles with the aim of creating value (Scaraboto, 2015). This event is further 

discussed by Harry, who was not able to participate, but regardless exhibit an interest 

in the products received from attending the event by expressing “I absolutely wanted 

to attend the event because I thought, 'Ooh free stuff!”. Thereby, he demonstrates an 

aim to plunder, with little respect the brand (Canniford, 2011), nonetheless display 

notion of interest in the products. Additionally, the respondent did not express 

passion, love or emphasis for neither the event, the brand nor the product during 
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discussions, opposing Cova and Cova (2002) argument that these feelings are motives 

for plundering. The same respondent was part of a group that was about to compete in 

CrossFit in another city. Data collection from the Facebook member page illustrated 

notions of plundering during the planning of this trip. In one post, Harry wrote that he 

could be responsible for the car rental since he is able to obtain a low price by using 

his firm's gold card. This further demonstrate how members are entrepreneurs 

elaborating to find beneficial solutions (Scaraboto, 2015), with positive impact for 

others within the community (Cova et al., 2007). 
      

One of the respondents, Julia, is a well-known athlete within the global CrossFit 

community, sponsored by many large brands such as Reebok, Nocco (i.e. energy 

drink), Gymgrossisten (i.e. Swedish fitness brand), Zoccalo (i.e. restaurant) and 

Reeband (i.e. knee support). Throughout discussions, the respondent stresses that 

certain things received by sponsorships are regarded as more essential than others, 

furthermore claiming that she will never ‘sell herself’ to brands or firms in any way. 

The most significant contribution that the sponsorship entails is that it enables her to 

do what she loves, which is to perform and compete in CrossFit, in accordance to 

resources as enablers of heightening passion and emotions (Goulding et al., 2013). 
      

“We receive products and of course economical support - that’s our primary interest. 

We are not interested in drinking a lot of energy drinks all day long, every day. We 

are interested in money. But of course is it something we can stand for, that’s also 

good (referring to other types of sponsorships where money are not received)” 

(Julia) 

 

These sponsorships provide Julia with everything she needs which is obvious through 

following statement “I don’t need to do any purchases related to CrossFit at all 

because I get everything”. The respondent further stresses that she would prefer to 

receive economic support in order to compete abroad, because of the travel costs and 

living expenses, preferably over obtaining products and food. Hence, she stresses the 

practical and economical motives of plundering in order to enable her to perform 

CrossFit. Sponsorships are generally considered as exchanges in which both parties 

benefit, thereby demonstrating reciprocity and mutuality (Belk, 2010). However, it is 

evident that these exchanges are more similar to gift-giving, but comprises less 
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emphasis on social bonds and lingering commitment discussed by Kozinets (2002a) 

and Weinberger and Wallendorf (2012) with reason that these sponsorships do not 

appear to require much contribution in return from the respondent in order to receive 

money or products. The respondent further claims that “It’s not much we have to do” 

in order to receive free food at Zoccalo, which depicts a small lingering commitment 

and reciprocity in this exchange. The commitments within these sponsorships can be 

regarded as fairly informal and casual thus Nocco (i.e. sponsor brand) have pointed to 

the respondent to ‘drink it where you are’. It should be noted that this could be an 

underlying strategy of the brands. It is however stated in these written contracts that 

she needs to be present on Instagram (i.e. picture app). What is interesting in this 

aspect, is the respondent's line of reasoning concerning online presence, thus claiming 

that she would in all likelihood have more followers if she exposed more pictures of 

her body (today she has 13 thousand followers). Julia continues by saying “I could 

easily increase the numbers of followers and it could go much better but I rather do 

what I want and have it my way”, for her it is more important to be in charge, 

regardless of what sponsors or others consider is the best. With an increased number 

of followers, the respondents could potentially enhance the sponsorships, thus 

increase her plundering of resources but choose not to. Her choice and attitude in this 

concern reflect upon Cannifords (2011) description of consumer tribes and tribal 

members as people who want to lead and not be lead. Nonetheless, the fact that she is 

sponsored through three different roles clearly state that she has more than she can 

use “As a coach, as a competitor within the Swedish team and then as an individual 

athlete I receive things. So when it comes to workout equipment I’m doing just fine”. 

Julia share her ‘prey’ with others in the community, in accordance with Belk (2010) 

stating that sharing tie people together and strengthens social connections.  
 

“Sigrid usually receive things from me, I give away things if I can. I receive a lot of 

things, which I don’t use. I don’t know how many pair of shoes I have, it’s crazy.” 

(Julia) 

 

“I've got a pair of tights from Julia. I got the tights from Julia because she had 

received a lot of tights and she asked if there was anyone who wanted a pair. She is 

sponsored by Reebok, or something like that.”  

(Estelle) 
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Julia emphasizes that she think it is good that others can utilize the things she receive 

and has no need for. This is in accordance with Cova et al. (2007) arguing that the 

radical act of plundering will create viable solutions for both the tribal community and 

the firm, thereby benefit the community (Szmigin et al., 2007). Despite Estelle not 

being a participant in the plundering and merely being a recipient, she exhibits less 

homage to the brand and products connected to this exchange (Canniford, 2011).   

4.3 Market based and non-market exchanges within 
the CrossFit tribe     
During one of the participant observations there was an on-going discussion regarding 

the monthly price of being a member and the membership in general. It is expensive 

to have a membership in a box, prices may vary between 1000 and 2000 SEK a 

month, furthermore portraying a typical market based transaction. The owner, Lucas, 

however stresses that he would never change the price of the membership, even 

though many other boxes uses discounts through companies such as Groupon. The 

reason for this is not solely about profit maximization, instead the owner emphasizes 

that he does not want members to feel dissatisfied or treated unequally, which could 

occur if long-term members need to pay a higher price while new members receive 

discounts. This implies a market based exchange without self-interest, independence 

and profit maximization emphasized by Martin and Schouten (2014) and Scaraboto 

(2015). Since Lucas is the owner of the box he is still interested in making profit, and 

this should however be acknowledged. Despite this, the social aspect and caring for 

the community should be recognized as reasons for logics behind these arguments, 

thereby implicating that this market based exchange has notions of non-market logics. 
      

Apart from market based exchanges, gift-giving occurs at various occasions and is a 

common theme throughout the interviews with the respondents. Exchanges are rarely 

planned, rather these emerge through social interaction and in the moment, thereby 

indicating less or non reciprocity, sacrifice or lingering commitment, in contradiction 

to Belk's (2010) characterization of gift-giving as an exchange.  
      

“I use to give out clothes if I have something to spare. I had a pair of extra shoes and 

then Loui got them. He had forgotten his shoes one day so I asked him about his shoe 
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size and went into the storage and like yeah, there is a pair and then I gave them to 

Loui because he is cool” 

(Lucas)  
 

“The shoes, Lucas asked me if I wanted them. He had a pair of shoes that were 

unused. My clothes matched the colours that the box represents, I had an orange 

thing on my tights, and I had an orange tank top but blue shoes. Then he said: Haha, 

you should match with orange shoes instead. I think I have a pair, do you want 

them?” 

(Estelle) 

      

The giver does not expect something in return, in line with Belk (2010), further 

implying these exchanges as independent rather than interdependent. Weinberger and 

Wallendorf (2012), discuss that dyadic gift-giving can exhibit the nature of the 

relationship, when Lucas adds that Loui received the shoes because ‘he is cool’, this 

demonstrates their social bond. This strengthens Kozinets (2002a) argument that 

emotional bonds often are present in non-market exchanges. Estelle discusses these 

exchanges by stating “I thought it was very kind of them and also ‘yeah new clothes’ 

of course”. Another member, Milo, explains that he often purchases clothing at the 

box and one day when he asked for a hoodie, he received it as a gift instead. 
      

“I received a hoodie, and he got something from me. I asked if he had a hoodie in 

large and he told me I could get it (for free). And I told him that I couldn’t do that. 

And then, two days later when we were preparing for the club party I told him that I 

had booze at home that I could bring so it’s cool, look at it as a favour in return for 

another favour”  

(Milo) 

      

As the quotation implies, this gift-giving includes feeling of commitment and a need 

to give back. Belk (2010) emphasizes gift-giving as non reciprocal, nevertheless as an 

exchange in practice it is denoted by feelings of reciprocity. In contrast to other 

respondents, Milo is the only one expressing the reciprocal aspect of gift-giving. This 

respondent is however the most recent member and has only been at the box for three 
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months and this could be the underlying reasons for his feelings of lingering 

commitment when receiving the gift. 
      

In the netnographical collection, Sigrid posted a message in the Facebook member-

page where she expressed that she had no clothes for a workout session and wanted to 

borrow from someone in order to be able to go to the CrossFit class (see appendix 3). 

During the interview she explained that people were eager to help out and she 

succeeded with collecting an entire outfit. Members thereby help each other through 

the enactment of sharing, which according to Belk (2010) tie people together and 

create social bonds. Seeing that the respondent choose to ask for help through posting 

a quest on the Facebook member page instead of purchasing clothes or skip the class 

is an implication of her way of elaborating to solve a problem and create value for 

herself, thereby demonstrates a hybrid exchange (Scaraboto, 2015). 

4.4 Hybrid exchanges within the CrossFit tribe  
At the box there is an assortment of products that members can purchase connected to 

training such as protein bars, energy drinks, skipping ropes and gym gloves. A protein 

powder that the owner has developed is also available for members to purchase and 

was an aspect that caught our interest during participant observations. In the 

subsequent interview it was brought forward that the aim of selling this product is not 

solely connected to profit maximization. 
      

“I thought: I want to produce a good protein powder that I do know what is in it, 

without unnecessary additives and as clean as possible. The purchase price is crappy 

expensive but the idea is not that I'll make money from it, rather it is that I want to 

have quality protein. If I would buy this in the store it would probably cost 400 but 

since I make it myself, I get it for the purchase price, without having any 

intermediaries that demands a lot of money. I do not earn that much when I sell it to 

members but I think it's fun and want it for myself.”  

(Lucas) 

      

This demonstrates a non-market based transaction since the purpose of selling the 

product does not have its emphasis on profit maximization, instead it derives from a 

genuine interest of having the possibility to offer it to the members and furthermore a 
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personal interest in the product, per se. Still, denoted as a market based exchange 

since it is available for sale. This relates to Szmigin et al. (2007), claiming that 

through entrepreneurial manners consumers create credible choices, which 

challenging the market. This exchange should thereby be regarded as a hybrid 

exchange, portraying a combination of market based and non-market logics 

(Scaraboto, 2015). The respondent brings forward other examples where he creates 

products for members, without profit maximization as an underlying inducement. He 

realized that members had an interest in t-shirts printed with the logo from the box. 

Therefore, Lucas designed them online through another company, making it available 

for members to order when they are going to compete or participate in events, 

meaning that he does not receive money in this exchange. Lucas is thus switching 

between various roles in the community and elaborates with market based and non-

market logics in order to provide members with beneficial solutions, hence relating to 

the characteristics of hybrid exchanges (Scaraboto, 2015). Moreover, this way of 

merging logics does not derive from any conflicts or tensions emphasized by various 

scholars (Kozinets, 2002a; Albinsson & Yasanthi Perera, 2012; Scaraboto, 2015), 

instead derived from members’ interest and the opportunity to strengthen the 

community. The reason for members to wear specific the t-shirts from the box during 

events and competitions is originated in pride and a sense of belonging to the 

community. Hence, value for members is not in the products, per se, but in the 

feelings that are released when wearing it (Grönroos & Ravald, 2011). One of the 

respondents, Loui, signed up for a competition and received a t-shirt from the event 

but instead of using it he borrowed a t-shirt with the logo from the box. This thereby 

implicates that he elaborates with alternatives to find positive outcomes (Szmigin et 

al., 2007). 
 

There are further examples of hybrid exchanges within the CrossFit tribe. During 

participant observations there were several on-going discussions among members 

regarding booking restrictions. When members do not show up to a booked workout 

session three times during the course of two months, three options are available: to 

pay 100 SEK, perform 100 burpees (i.e. workout exercise) or wait two months until 

the restriction is lifted. Compared to other training facilities, this could be 

acknowledged as an innovative way of letting members choose their own ‘penalty’, 

drawing upon Scaraboto (2015), who argues that in hybrid exchanges members 
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continually reinterpret and challenge the more traditional logics. The owner explains 

the procedure of introducing these penalties for the members while emphasizing the 

fun and joy within these exchanges. 
      

“I want to be nice, I am not doing this change to punish someone, I do it so people 

can work out. It has happened that members have called and told me they have a 

booking but they are in Canada and then I have told them that they need to find a box 

and record when they are doing it (burpees) and post the video on Facebook. Then I 

will remove the block.”  

(Lucas) 

      

If members choose payment, the money will be used for the next upcoming club party 

held at the box, showing that even though this is a market based exchange, it is 

without self-interest or profit maximization since the money will benefit the 

community. Milo, one of the respondents states, “For a good party fund I would pay 

100 SEK but I would do the burpees anyway for my own health (laughing)”. When 

performing 100 burpees, these need to be approved by the owner or posted on the 

Facebook member page. In the netnographical data collections a video of one member 

performing burpees received close to 40 likes and comments as “awesome”, “good 

work”, “true hero”, “well performed”, “what a warrior”, which is interesting since 

this essentially is a form of punishment, despite this other members actively choose to 

cheer. This member further chose to donate 100 SEK, even though it is not necessary. 

These exchanges strengthen social connection and the community, in accordance to 

Kozinets (2002a), stressing social bonds and belonging as the foremost reasons for 

giving to others. The above mentioned examples (i.e. protein powder, t-shirts, 

workout restrictions) where the owner is collaborating with various exchanges and 

market logics thereby support Szmigin et al. (2007) and Thomas et al. (2013) 

statement that consumers create alternatives with positive outcomes for both the ones 

involved and the community. Lucas way of undertaking various roles also 

demonstrate hybrid exchanges, thus switch between different roles as consumer, 

producer and entrepreneurs with the aim of enabling resources to support the hybrid 

context and satisfy members various socioeconomic interests (Scaraboto, 2015). One 

should however give prominence to the circumstance that if members are satisfied 
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and it further builds a solid community this would in addition be beneficial for Lucas 

as an owner.  
      

Despite Lucas, other members also take on various roles within the tribe, this is 

exhibited when they become referees to judge other members when qualifying for 

competitions such as CrossFit Open. One member even posted a message on the 

Facebook member page showing his happiness when becoming a referee. To become 

a referee the member need to sign up, perform an online test and pay a fee, thereby 

relating to the sacrifice behind the exchange (Kozinets, 2002a), for the purpose of 

helping others. 
      

“I became a referee to understand more about movements and standards and then I 

thought that I am going to need to be judged because I think it’s fun to see the 

progress. Then I can also help others that are competing. We help each other with 

judging, checking that we do everything correct and encourage each other. It’s just to 

help others count points and I thought it was a fun thing”  

(Harry) 

      

This quote indicates how the respondent becomes a producer thus providing other 

members with the service of judging them, while still remaining a member and 

consumer. The reason for sacrificing time, money and effort to become a referee is to 

assist others within the community, yet emphasizes joy and fun as further incentives. 

Furthermore, the respondent discusses that the coaches have urged members who 

competes to become referees, on the grounds if one will require assistance, one should 

be able to provide it for others. This demonstrates a lingering commitment, and 

members should not take for granted to receive if not willing to give back. This 

supports arguments by Weinberger and Wallendorf (2012) claiming that gift-giving 

often include some sort of tie and lingering commitment from the recipient to the 

giver, however opposing the scholar's argument that the giver is not expected to give 

something back. If the givers would not return this favour there would be imbalances 

and inequalities, as discussed by Marcoux (2009). Loui additionally addresses that he 

definitely could consider returning the favour of judging when stating, “I would love 

to do it back”. 
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McArthur (2014) emphasizes the act of giving in relation to social bonds within the 

community and this is exhibited through Louis arguments of giving back to others. 

The respondent put forward that he has been prompted to help as a referee in rugby, 

but has not the same willingness to give back in those cases, once again emphasizing 

the strong community within the consumer tribe as motives to contribute. He explain 

that the reason for not helping out in the other community is because “It doesn’t feel 

as fun in the way that I possibly won’t receive anything in return for it”, further 

emphasizing the CrossFit tribe as a community where everyone is there for each other 

and it feels right to contribute since everyone else is helping out. Yet, the respondents 

are demonstrating notions of wanting something in return, in accordance to arguments 

by Belk (2010). This notable difference could depend on the strength of the social 

bonds between the communities. As previously mentioned, non-market exchanges are 

often characterized by the social connectedness between parties involved (Kozinets, 

2002a), and in this case it seems to be the reason for the respondent’s willingness to 

engage and contribute.  
 

 



! 38!

Table 4; Summary of resource exchanges  

Origin Resource exchanges Market logic Characterization Plundering Outcome 
Outside 
the tribe 

Julia receives products 
from sponsors and gives 
to other members within 
the tribe. 

Market based 
Non-market 

Self-interest 
Notions of 
reciprocity 
Less lingering 
commitment 
No sacrifice 
 

Exhibits less reverence to 
product and brands 
(Canniford, 2011). Creates 
viable solutions for both the 
community and the firm 
(Szmigin et al., 2007). 
Shares the ‘prey’ with other 
members. 
 

Julia utilizes the 
sponsorship. Hence 
increases advantages 
over firms (Cova et al., 
2007). 
 

 Harry receives a tattoo 
from Reebok and uses 
this dyad to receive 
products. 

Market based 
Non-market 
 

Self-interest 
No sacrifice 
No reciprocity 
Manifest various 
roles 
 

Exhibits less reverence to 
product and brands. 
Innovative and playful act 
(Canniford, 2011). Creates 
viable solutions for both 
tribal community and the 
firm. (Szmigin et al., 2007). 
Shares the ‘prey’ with other 
members. 

Utilizes the relationship 
for his and other 
members benefit. 
Collaborates to increase 
value and extract 
beneficial solutions 
(Scaraboto, 2015) and 
thereby increases 
advantages over firms 
(Cova et al., 2007). 
 

 Loui participates in an 
event at NK with the 
inducements of having 
fun and obtain products. 

Market based 
Non-market 
 

Self-interest 
Reciprocity 
Manifest various 
roles 
 

Plundering, Act in 
entrepreneurial and open-
minded manners in the 
market, exhibiting less 
reverence to product and 
brands (Canniford, 2011). 
 

Strengthening the social 
belonging within the 
tribe (Kozinets, 2002a). 

 Harry uses his firm's gold 
card when he and other 
members are going to 
rent a car to drive to a 
competition 
 

Market based  
Non-market 

Self-interest 
Monetary transaction 

Entrepreneurial act 
(Canniford, 2011).  Shares 
the ‘prey’ with other 
members. 
 

Harry creates credible 
choices with positive 
outcomes for members 
(Szmigin et al., 2007). 

 Loui receives a t-shirt 
when signing up for a 
competition but however 
choose to lend one from 
the box instead. 
 

Market based 
Non-market 
 

Self-interest  Strengthening team spirit 
and the tribe. Connection 
and social belonging 
(McArthur, 2014). 

Inside 
the tribe 

Harry signs up, takes a 
test and pays a fee to 
become a referee. He can 
thereby be judged as well 
as judge others. 
 

Market based 
Non-market 
 

Monetary transaction 
Sacrifice 
Notions of self-
interest 
Reciprocity 

 By giving back to other 
members Harry reduces 
imbalances and 
inequalities (Marcoux, 
2009). 

 Lucas designs t-shirts 
that members can 
purchase. 

Market based Monetary transaction 
Sacrifice 
No profit 
maximization  
No self-interest 
Manifest various 
roles 

 Lucas creates credible 
choices with positive 
outcomes for members 
(Szmigin et al., 2007). 

 One member chooses to 
perform burpees and 
donate money to the box 
to revoke training 
restriction. 
 

Market based 
Non-market 
 

Monetary transaction 
Notions of self-
interest and no self-
interest  
 

 Through donations to 
club-parties this 
strengthens the social 
bond and social 
belonging within the 
tribe (Kozinets, 2002a). 
 

 Lucas is producing his 
own protein powder that 
members can purchase. 
 

Market based 
Non-market 
 

Self-interest 
Money exchange 
No profit 
maximization 

 Lucas creates credible 
choices with positive 
outcomes for members 
(Szmigin et al., 2007).  
 

 Members pay a 
membership fee to 
workout at the box, 
where no discounts are 
given. 
 

Market based 
Non-market 
 

Monetary transaction 
Profit maximization 

 Strengthening the social 
bonds within the tribe 
because everyone is 
treated equally (Kozinets, 
2002a). 
 

 Lucas gives various 
products to other 
members within the tribe. 

Market based  
Non-market 

Gift-giving without 
presence of 
reciprocity, sacrifice 
and lingering 
commitment. 

 Strengthening the social 
bonds within the tribe 
(Kozinets, 2002a). 

 Lucas creates different 
alternatives when 
members have a booking 
restriction; Pay, perform 
burpees or wait two 
months for the restriction 
to be lifted. 

Market based  
Non-market 

No self-interest 
No profit 
maximization 

 Lucas creates credible 
choices with positive 
outcomes for members 
(Szmigin et al., 2007). 
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5. Discussion     

The previous chapter provided results that will be further discussed in the following 

part of the paper. The discussion will present an answer to how tribal consumers 

engage in various resource exchanges and how plundering is carried out. First of all 

the results of this research show evidence that plundering exist within a consumer 

tribe. The discussion will address three key findings. 
 

Firstly, the results from this study signify that plundering of resources only occurs 

outside the tribe with external actors, while an in-group mentality prevail in 

exchanges occurring inside the tribe. A distinction should thus be made between 

resource exchanges depending on where these are originated, hence if these resources 

are acquired and exchanged inside or outside the consumer tribe (see table 4). Inside 

the tribe, members interact through various exchanges where an in-group mentality 

prevails. The in-group mentality is constructed upon passion and a shared interest 

towards the same activity, creating feelings of solidarity and fellowship in accordance 

to scholars (e.g. Cova & Cova, 2001; Canniford, 2011; Goulding et al., 2013). 

Regarding exchanges occurring outside, findings show evidence of members acting 

like pirates and plunders resources. These exchanges do not demonstrate lingering 

commitment or reciprocity strengthening arguments by Belk (2010), but instead 

portray self-interest. Accordingly, this emphasizes plundering as an ignorant act with 

absence of humbleness towards firms.  
 

Moreover, when the pirates utilize the market, they sometimes share their ‘prey’ from 

the plundering with other members inside the tribe. This is demonstrated by members 

sharing and giving products to members, which in contrast to exchanges occurring 

with external actors show evidence of caring and social connectedness, in accordance 

with the in-group mentality. Hence, resources are thereby interlinked with feelings of 

belonging and the shaping of the community (Thomas et al., 2013). An important 

distinction should be emphasized, since plundering is carried out externally but the 

prey is shared internally, these resource exchanges should be regarded as interrelated. 

Therefore, findings indicate that a new extended perspective of WOM (i.e. word of 

mouth) occurs, where one consumer pass on resources to other consumers within the 

tribe free for them to utilize. This ‘word of act’ could benefit firms thus other 
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consumers also become marketers of their product and brands. Thereby, this raises a 

question whether a ‘mutual plundering’ might exist between consumer and firms 

where one could question who is plundering whom since consumers are offered ‘free 

stuff’ in the exchange of becoming marketers of their brands in various ways. Such as 

attaching a lifetime tattoo on the body. Accordingly, this confirms Scarabotos (2015) 

argument that firms might perform exchanges characterized by non-market logics to 

hide their self-interest and profit maximization. 
 

The second finding of this paper demonstrate that plundering can be carried out 

despite present motives or inducements as ‘true love’ towards specific product or 

brands. Thereby contrasting scholars highlighting passion and true love as motives for 

plundering (Cova & Cova, 2002; Cova et al., 2007). Previous research has discussed 

plundering as something related to a specific brand (Schouten & McAlexander, 1995; 

Brown, 2007; Kozinets, 2007; Park et al., 2007). Passion, joy and fun are recurring 

feelings described as motives for plundering, these emotions are however not attached 

to a specific brand or product but rather an activity. Hence, these resource exchanges 

demonstrate a plundering behaviour with less homage to product or brands as 

discussed by Canniford (2011). Firms need to acknowledge that brands and products 

come in second and third place thus the ability to perform the activity and have fun 

meanwhile will always be prioritized by members of the tribe. If they seize the 

opportunity to utilize the market through plundering, the findings of this study exhibit 

that they will. This is consistent with Cova et al. (2007), emphasising plundering as an 

occasional act of disobeying. This act is described in a positive manner, thus members 

in the tribe displays an entrepreneurial and playful behaviour when they procure 

resources (Canniford, 2011).  
 

Thirdly, the results of this study demonstrate that tribal members engage in interplay 

of logics and modes of exchanges, to enable plundering, heighten their endowment 

and benefit the community. The tribe portray how members in various manners are 

part of exchanges both related to what characterizes market and non-market logics 

and these modes are often intermingled and blended (Scaraboto, 2015). Members 

continually reinterpret, alter and collaborate with exchanges in entrepreneurial 

manners (Canniford, 2011; Scaraboto, 2015), demonstrating that hybrid exchanges 

and plundering are related. These exchanges exhibit how members of the tribe switch 
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between different roles in order to produce, consume, market and access resources in 

accordance to Scaraboto (2015). Thereby, the context of this consumer tribe should be 

regarded as a hybrid economy. This paper thus offers a view of consumer engagement 

beyond current research dominated by conflict and tension (e.g. Kozinets, 2002a; 

Szmigin et al., 2007; Giesler, 2008; Albinsson & Yasanthi Perera, 2012; Scaraboto & 

Fischer, 2012; Scaraboto, 2015). Thus, the hybrid economy within this tribe is a result 

from passion and emotion towards the activity and the ability to strengthen the tribe, 

which enables and promotes multiple modes and logics to occur. Moreover, hybrid 

exchanges occurring within this tribe creates positive outcomes e.g. increased 

connectedness, social bonds and community spirit. This supports Szmigin et al. 

(2007) argument that consumers can create beneficial outcomes for the community by 

developing alternative modes of exchanges. This is further exhibited through 

consumers’ ways of elaborating to find alternative and credible choices for members 

and the tribe. Although these alternatives probably do not threaten the existing 

dominant market, they nevertheless possess a playful challenge that firms need to 

encounter if they want to engage in exchanges with passionate and devoted tribal 

members.  

5.1 Conclusions   
This paper has investigated how members in a consumer tribe engage in resource 

exchanges and how plundering is carried out. We have taken the notion of plundering 

from a theoretical representation to an embodied explanation, which is this paper 

main contribution. The three main findings in this paper are as follows: 1) Plundering 

of resources only occurs outside the tribe with external actors, while an in-group 

mentality prevail in exchanges occurring inside the tribe. 2) Plundering can be carried 

out despite present motives or inducements as love or passion towards specific 

product or brands. 3) The consumer tribe exhibit how consumers engage in interplay 

of logics and modes of exchanges to enable plundering, heighten their endowment 

and benefit the community. 
 

Consumers who plunder share their ‘prey’ to other members through engaging in non-

market resource exchanges. Furthermore, findings exhibit how consumers become 

marketers for products and brands, hence indicating a mutual plundering between 

consumers and firms. Plundering should thereby not be regarded as something 
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negative, despite consumers’ less emphasis on product and brands. To conclude, this 

study conduces advancement within consumer research concerning tribal consumers 

engagement in various resource exchanges and plundering.      

5.2 Limitations and directions for future research  
Since the consumer tribe is a less explored concept, it would be interesting to a) 

Continue research on tribal members manners of plundering resources. This study 

chose one approach to operationalize plundering, thus this research only provides a 

first attempt to operationalize plundering, and future research could explore other 

approaches to expand knowledge. b) Include market actors’ perspective to expand 

knowledge regarding mutual plundering. Even though current study have sought to 

achieve a comprehensive data with heterogeneous respondents, companies and other 

actors have not been included. Thus, there is no representative of the market and those 

tribal members plunder from. c) Extend the context by tapping into other consumer 

tribes besides CrossFit to investigate similarities and differences among them. It 

would be interesting to see if other consumer tribes follow the patterns supporting the 

findings in this study. Furthermore, a limitation of this paper is that this study might 

be of limited scope since the chosen consumer tribe (i.e. the box) is a rather small 

community where members potentially have greater opportunities to create strong 

social bonds and engage with each other. It was however a suitable context for a less 

extensive ethnographic study in terms of time and enabled proximity to the tribe.  

5.3 Managerial implications 
Findings in this paper show evidence of tribal members plundering resources outside 

the tribe and then pass on these resources to other consumers within the tribe free for 

them to utilize (i.e. word of act), they thereby become marketers of firms’ products 

and brands. Firms have however, for a long time, provided bloggers, athletes, 

celebrities etcetera with ’free’ products with the aim that these products and brands 

will be marketed and leveraged on. It is nonetheless complicated to know if these 

consumers will use and market these products in accordance to firms’ strategies. 

Firms could leverage on ‘mutual plundering’ if they have the right mind-set thus 

allowing consumers to play them just as firms play with consumers. Due to the strong 

connections and passion within tribes it should be emphasized that tribes demonstrate 

a profitable target group with positive prospects for firms. These consumers are 
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passionate and devoted and findings also indicate their interest in resources that can 

enable these activities and performances. Accordingly, firms need to look beyond 

brands and products and instead understand how they can contribute to heighten tribal 

members endowment in performing their activity. Hence, this reaffirms previous 

research by Thomas et al. (2013) arguing that firms can enhance their status and brand 

within consumption communities by utilizing consumers’ experiences. In conclusion, 

tribes should not be disregarded, even though findings indicate that they give 

marketers a hard time. 
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Appendix  
1: Typology of consumption communities 

 

 

 

 
Consumption 
communities  

Subcultures Brand communities Consumer tribes 

Conceptual  
definition   

A subgroup 
characterized by shared 
commitment, persistent 
social structures and 
beliefs to a particular 
product, brand or 
activity. This subgroup 
becomes a great part of 
the consumers identity 
 

Commercialized social 
communities where 
members more or less 
worship a specific 
brand. The brand is the 
loci of the consumption 
experience. 

Individuals who share 
similar experiences and 
emotions, and are bond 
together in loosely 
interconnected 
communities. 
Consumer tribes are 
ephemeral, complex 
and dynamic.   

Theoretical  
sources 

Schouten & 
McAlexander (1995) 
Goulding, Shankar & 
Elliott (2002) 
Goulding & Saren 
(2007) 
Rinallo (2007)  
Canniford (2011) 

Muniz & O ́Guinn 
(2001) 
Kozinets (2001) 
McAlexander, 
Schouten, & Koenig 
(2002) 
Cova & Pace (2006) 
Ostberg (2007) 
Schau et al. (2009) 
Canniford (2011) 
Pihl (2014) 
Skålén, Pace & Cova 
(2015) 
 

Cova (1997) 
Cova & Cova (2001) 
Cova & Cova (2002) 
Maffesoli (2007) 
Cova et al. (2007) 
Canniford (2011) 
Goulding et al. (2013) 

Power structure  Hierarchy of core 
members 

Hierarchy of core 
members and brand 
managers 
 

Diffuse, democratic, 
hybrid network 

Purpose Sociality, response to 
alienation  
 

Brand use, sociality  
 

Sociality, passion, 
emotions  

Resources Resources are products 
or activities that 
express a cultural 
meaning and becomes 
a part of consumers 
identity and lifestyle 
(Schouten & 
McAlexander, 1995) 

Resources are 
completely centered 
around one specific 
brand (Muniz & 
O’Guinn, 2001) 

Resources should 
heighten the passion 
and support the social 
links (Goulding et al., 
2013) 

 
 
 
 
 
!
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Appendix           
2: CrossFit 
CrossFit is a combination of a variety of sports e.g. weightlifting and gymnastics. The 

principle is the same in all workouts within CrossFit, to constantly perform varied 

functional movements at high intensity. CrossFit is an individual sport but performed 

in groups. Since 2007, practitioners can compete in the CrossFit Games, which is 

equivalent to their world championship. The competition changes each year, and the 

elements in the contest are not announced until just a few days before the games. This 

means that practitioners train for an event that they do not know what it is going to 

involve. CrossFit has constituted its own language, with word such as WOD (workout 

of the day) and AMRAP (as many rounds as possible). The term box (where the 

activity takes place), refers to a toolbox since all you need to perform the workout is 

located in one room, exactly in the same way a toolbox consist of everything you 

need for crafting. Here are further examples of commonly used terms within CrossFit: 

·       3,2,1, GO – A Count down used at the start of many CrossFit WODs 

·       Athlete – This is YOU. As long as you are pursuing health and fitness we will refer to you as an 

athlete 

·       Beast – An athlete with exceptionally good work capacity or work ethic. 

·       Beast Mode – The state of performing like a “beast”. An athlete of any level can enter “beast 

mode” if they want to. Beast mode is both a state of mind and physical performance. 

·       EMOM – Every minute on the minute. So for instance on the whiteboard one day it is written; 10 

Push-ups EMOM for 10 minutes. This means that you must do 10 Push ups at the top or beginning 

of every minute for 10 minutes. 

·       Girls – Several classic CrossFit benchmark workouts that are given female names. The names of 

these workouts are arbitrary and not named after actual girls. 

·       Heroes – Several CrossFit Benchmark Workouts are named after actual military, law enforcement 

and fire-fighters that have died in the line of duty. These workouts are typically very difficult as a 

way of honouring these heroes. Unfortunately, the list of Hero WODs continues to grow. 

·       BP – Bench press 

·       BW – Body weight 

·       DU’s – Double unders. When jumping rope the rope passes under your feet 2 times between each 

jump. 

·       PR - Personal record 

·       Rep -Repetition. One performance of an exercise. 

·       RM – Repetition maximum. Your 1RM is your max lift for one rep. Your 10 RM is the most you 

can lift 10 times. 
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Appendix           
3: Pictures from the participant and online 

observations
 

 
    

!

Harrys Reebok tattoo Event posted on Facebook member page 

Event posted on Facebook member page 

Sigrids posted quest for clothes 

Training at the box 


