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Abstract 

 

We are all utopians. We all hold an image of a desired way of living in our minds. As 

cultural artifacts, brands educate what it is we desire and aspire for in our lives, such as the 

ideal body, house, relationship, family, friendships and society. This representation of brands, 

designed to inflame the desire for better, are used by marketers to encourage brand 

connection.   

Brand connection is a phenomena linked to key metrics of importance to marketers, 

such as brand loyalty. While marketing may be the foremost utopian influence in the 

contemporary world, there are relatively few investigations directly addressing utopianism in 

consumption literature (Sherry, 2014). To date, scholarship within the brand connection 

literature predominately focuses on how and why strongly attached connections are inflamed 

(Muniz Jr & O'Guinn, 2001; Schembri, Merrilees, & Kristiansen, 2010), or to the 

measurement of such attachments (Escalas, 2004; Park et. al., 2013; Thomson et. al., 2005). 

However, the majority of consumer-brand bonds are not strong, and may not be positive in 

tonality and experience for self and others (Fournier & Alvarez, 2013). Recent research has 

found that the majority of brand connections sit ‘in the middle’ to averse (i.e., indifferent, 

ambivalent or averse) (Fournier & Alvarez 2013; Thomson 2005), highlighting the 

importance of further exploration. 

Addressing this gap, this research positions the representation of a better way of living 

as an expression of utopianism, and uses utopian theory as a framework for exploring 

consumer-brand connections. Colloquially, utopia is generally understood as an unrealistic 

fantasy world. However, the contemporary definition of utopia understands it as a culturally 

constructed and expressive desire for a better way of living (Levitas, 1990), that is believed as 

realizable (Jacobsen & Tester, 2016; Žižek & Thompson, 2013). Utopian theory argues that 
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individual utopia can be classified into three functions of change (to change current reality to 

a desired utopian future), escape (to escape current reality into an imagined utopia) or criticize 

(to criticize current reality).  

Each of these functions is associated with differing thoughts, feelings and behaviors. 

The application of utopian theory here is made theoretically distinct from self-related 

constructs in brand connection studies such as ideal and possible selves (See: Escalas & 

Bettman, 2003; Malär, Krohmer, Hoyer, & Nyffenegger, 2011; Park, Eisingerich, & Park, 

2013; Sprott, Czellar, & Spangenberg, 2009) and closes a gap in brand connection literature 

by addressing how consumers manage thoughts about how life should or could be vis-à-vis 

their current lives.  

The thesis explores the following research questions: (1) Are utopian functions of 

change, escape and criticize evident in an individual’s response to their utopian thoughts? (2) 

What are the influences to utopian function?; and (3) Does each utopian function influence 

consumer brand connection? Three studies were conducted. The first qualitative study 

conceptually grounds utopian function and brand connection, and two quantitative surveys 

across two different product categories explore utopian function and brand connection.  

This research found that utopian thoughts are frequent, emotionally intense experiences 

for individuals, and influence consumer behavior on a daily basis. Utopian functions are fluid, 

and each function impacts behavior in differing ways. Each utopian function was identified 

via narrative analysis in depth interviews. They were then measured in two quantitative 

studies. Hopeful thinking was found to influence change function. This thinking motivated 

individuals to seek brands that represented achievements already made, rather than the desired 

future. Escape function was influenced by uncertainty, which motivated individuals to seek 

brands that represented desired worlds. Criticize function was influenced by social 
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uncertainty, which motivated individuals to seek brands that made the current world more 

tolerable. 

The impact to brands also differed with each function. The relationship to brand was 

strongest with escape function, weaker with change function and weakest or even aversive 

with criticize function. Combined, this thesis contributes understanding to both utopian theory 

and brand connection literature in understanding how people respond to thinking about a 

desired life. 

 

Keywords: Utopia, Utopian Function, Brand Connection, Hope, Uncertainty. 
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1.0 Introduction 

 

“A map of the world that does not include Utopia is not worth even glancing at, 
for it leaves out the one country at which Humanity is always landing. And 
when Humanity lands there, it looks out, and, seeing a better country, sets sail. 
Progress is the realization of Utopias.” Oscar Wilde (1891/2009:27)  

 

Where do we look for progress in the current state of the world we live in? What better 

country is visible to us as we look out from a world of inequality, terrorism and economic 

instability? Where do we look for better? In the contemporary world, with its institutions we 

had previously looked towards crumbling before us, such as religion, we turn to consumption 

to console us about the state of the world and educate us about what could be. Shopping is the 

new religion, and the mall its cathedral (Pahl, 2000). There are more shopping malls than high 

schools in America (Lane, 2000), and the average consumer buys a new piece of clothing 

every five and a half days (Schor, 2005). Most western, individualistic nations are associated 

with a culture of consumption (McCracken, 1986; Bauman, 2000), and in turn, the presence 

of brands in day-to-day life.  

We are surrounded by brands that show us how we should be living. Brands educate us 

about what it is that we desire and aspire for in our lives. We are exposed to thousands of 

brand messages (Rushkoff, 2009) that serve to educate us on a daily basis. This can 

encompass the ideal body, house, relationship, family, friendships and society. Consumers 

choose lives, not brands, and their meanings are interpreted in this context (Fournier, 1998; 

Price, 2015). We desire what we are taught by brands. We desire a 'good life'; a life consisting 

of financial security, a fulfilling career, holidays, and attaining the right personality and body 

type (Kasser, 2003; Kasser & Ahuvia 2002; Kasser and Ryan, 1993). We hold an 

accompanying preoccupation with money, and what can be bought with it (Bloch, 1986). 
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Exploring how people respond to desired ways of living, this thesis holds brands as 

educating, producing and reproducing contemporary utopias in a culture of consumption. 

Brands are used in this thesis to explore how people respond to utopian desires; however this 

application could be extended to any idealized representation in fields such as politics, 

management or the environment. 

This thesis argues that utopias are socially constructed. However, utopian desires are 

felt as generated by the individual (Bauman, 2000). Utopian theory allows examination of 

how an individual feels about him or her self in the world vis-à-vis their desired life, and how 

this feeling extends to their relationship with the current world in its entirety. The utopian 

approach argued herein enables a shift to a perspective that examines both how an individual 

feels about his or her life, and also the social conditions that constructed their life desires. 

This dual approach has been highlighted as an area of opportunity within the fields of both 

social psychology (McDonald & Wearing, 2013; Kasser & Kanner, 2004), and brand 

scholarship (Fournier & Alvarez, 2013).  

Utopian theory argues that the purpose of and an individual’s response to utopian 

desires are represented by three utopian functions. These functions are change (to change 

current reality to the desired future), escape (to escape current reality into an imagined desired 

future) or criticize (to criticize current reality). Utopian function theory is presented here as 

consumer framework that enables examination to both positive and negative thoughts, 

feelings and behaviors about the current world vis-à-vis a desired life. Utopian function 

theory has received scant attention in marketing literature; to the knowledge of the author this 

is the first use of utopian function to examine consumer-brand bonds.  

Brand connection is the chosen area of application of knowledge for this thesis, as it is 

shown to be an accurate predictor of a number of metrics that are important to businesses, 

including brand loyalty (Park et. al., 2013). Brand connection is associated with brands that 
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offer individuals an opportunity to enhance, build and maintain a favorable identity to self and 

others (Park et. al., 2013), such as the Ralph Lauren brand representing a life of luxury and 

relaxation (which draws a comparison to the conceptualization of a modern arcadia, with a 

shift of More’s (1516) pastoral idyll to the refined urban idyll). On the other hand, brand 

connection is also associated with behaviors that can be detrimental for individuals, such as 

materialism (Rindfliesch et. al., 2009), and addictions (Fournier & Alvarez, 2013).  

Existing brand studies tend to focus on how a consumer feels about a brand, not how the 

individual feels about him or herself in the world, and how this extends to objects such as 

brands (Fournier & Alvarez, 2013). This thesis contributes to the brand connection literature 

by extending the current theoretical basis by examining how consumers feel about themselves 

and life as a whole and how this influences consumer-brand bonds. Further, each utopian 

function can provide insight to both utopian (enhancing) and dystopian (detrimental) effects 

of brand connection for individuals. For example, change function may be associated with 

brands that are used purposefully for change toward a held utopian ideal. Conversely, brands 

may be used in escape function in maladaptive ways, with escape expressed via addiction and 

other self and other harmful behaviors. 

The purpose of this research is to argue for the relevance and application of utopian 

theory in understanding consumer-brand bonds by exploring three research questions: (1) Are 

utopian functions of change, escape and criticize evident in an individual’s response to their 

utopian thoughts? (2) What are the influences to utopian function?; and (3) Does each utopian 

function influence consumer brand connection?  

The research program described in Chapter three is designed as a first step in a line of 

research regarding utopianism and brands, by providing empirical evidence to the relationship 

strength and quality between utopian function and brand connection. Overall, this thesis aims 

to provide an account of utopianism in contemporary culture, explore and argue the utopian 
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function process and its influence to brand connection, and in doing so, illustrate the 

importance of utopianism theory in contributing to contemporary marketing scholarship and 

practice. 

The structure of the thesis is as follows. Firstly, a short introduction to brands is made in 

Chapter one, positioning the role of brands in contemporary culture and the importance of 

brands in consumer’s daily life. This is followed by a review of brand connection literature to 

frame the research opportunity and make clear the contribution to marketing literature. To 

follow, utopian theory is introduced and its applicability to brand connection is argued in 

Chapter two. The research agenda is described in Chapter three, with an objective to examine 

utopianism as a field of study in marketing literature by conducting a three study, mixed 

methods program. In these studies, utopian function in contemporary culture is examined, 

utopian function is identified, and its influences and the effect to brand connection are shown. 

The results from these studies are reported in Chapters four, five and six. Chapter seven 

brings each study’s findings together and argues for the importance of utopian theory as an 

area of study with marketing and brand connection literature. Finally, Chapter eight closes the 

thesis with concluding remarks, including limitations and a future research agenda. 
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1.1 Chapter One Overview 

 

This chapter introduces brands, the role of brands in consumer lives, and the concept of 

brand connection. The chapter is structured over several sections. Section 1.2 introduces 

brands and their role in contemporary culture, before moving to a deeper examination of 

brand connection in Section 1.3. This section discusses brand connection as a sub-field of 

study within brand relationships, and explores why consumers form connections with brands. 

There are four ‘types’ of brand connection, which are characterized in a spectrum from weak 

to strong, and are described in Section 1.4. In this discussion, the knowledge gap in brand 

connection literature is illustrated in Section 1.5, leading to the research opportunity described 

in Section 1.6. This discussion makes clear the contribution of this thesis. 

 

1.2 What is a Brand? 

 

The American Marketing Association defines a brand as a name, term, design, symbol, 

or any other feature that identifies one seller's product distinct from those of other sellers 

(AMA, 1960), and is an intangible asset that provides a source of competitive advantage and 

future earnings for companies (Aaker, 1996; Park, MacInnis & Preister, 2008). 

Brands embed value-added meaning in a product, service, place, retailer, company, 

people, organization or group to create strong, favorable associations with consumers (Keller, 

1993), which in turn provides a basis for ongoing business profitability. Marketers produce 

brand meaning in a conscious attempt to generate consumer desire for the product or service 

being sold. Crucially, brand meaning does not stand for the product being sold (Arvidsson, 

2006). Brand meanings stand for something else that is valued by consumers. Cultural values 

are inscribed to brands in order to generate desire amongst end users (DuGay & Pryke, 2002). 

For example, branding transforms a watch to a luxury item such as Rolex; chocolate becomes 
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an indulgent treat for special occasions with Ferraro; and sneakers become personal symbols 

of achievement with Nike. This role of brands highlight that people do not consume products 

just for what they do, but also for the meaning that they stand for (Belk, 1988; Goffman, 

1959; Levy, 1959; McCracken, 1986).  

Desire is a motivating force in contemporary consumption that extends consumer 

motivation beyond cognitive notions of utility fulfillment and reasoned choice that dominated 

much of traditional marketing studies (Belk, Ger, & Askegaard, 2003). Desire transcends 

consumption beyond the fulfillment of needs and wants, which are rooted in the mind and 

related to a certain category of objects (Baudrillard, 1996; Belk et al., 2003) to a more 

emotionally charged and meaningful process for consumers, as desires are related to both 

mind and the body – bringing forth emotion as an additional dimension of contemporary 

consumption.  Desires can be created for almost any object and for a multitude of reasons; 

however, they all share a commonality - they all are, at base, an expression of yearning for a 

more positive state where things will be better (Belk, 1988; Du Gay & Pryke, 2002).  

However, individuals may not always be aware of the desires that brands stir. 

Consumers purposefully use brand meaning in their consumption, although these purposes 

can be so embedded that they may unable to articulate what they are – they sit below the level 

of consciousness. The meaning is so closely tied to our beliefs and values that it falls below 

the level of conscious thought (Bourdieu, 1984).  

This closeness to our held cultural beliefs has led to a line of empirical research 

revealing that consumers use brands to define who they are to others and themselves (Belk, 

1988; Elliott & Wattanasuwan, 1998; Escalas & Bettman, 2003; Fournier, 2009; Mittal, 

2006), and as a reflection of their own personal goals, feelings and self-meaning (Levy, 

1959).  Importantly, brands help consumers with these objectives by providing the context of 

how the brand can be used. This helps consumers to think, feel and act in particular ways 
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(Arvidsson, 2006), aiding consumers to negotiate daily life (Elliott & Wattanasuwan, 1998; 

Holt, 2004), whilst maintaining or constructing their sense of self in the world (Fournier, 

Breazeale & Avery, 2015). As facilitators in everyday life, marketers must continuously 

monitor their brands’ relevance to consumer desires: which can appear fickle, volatile and 

transient (Illouz, 2009).  

 

1.2.1 The Role of Brands in Consumer Daily Life 

 

Brands are used by consumers as facilitators that assist the negotiation of his or her day-

to-day life and to maintain their sense of self in the world. For example, consumers may use 

brands to define and construct their self in aesthetic plastic surgery, where consumption of 

surgery is considered a reconstruction of the self (Schouten, 1991), or may associate with 

brands embedded with the meaning of being ‘attractive’, such as Covergirl cosmetics 

endorsement by celebrities such as Katy Perry (who at September 2016 has 93.1 million 

followers on Twitter); presumably the meaning communicated is in line with what Fromm 

(1962) described as a ‘desirable package of goods’ in the current marketplace.  

Other examples are the consumption of goods by recent migrants in order to integrate to 

a new society (Mehta & Belk, 1991); products that educate consumers and help them 

construct what it means to be a ‘mom’ in contemporary society (P&G’s ‘Proud Sponsor of 

Mom’s’; Fiat’s ‘The Motherhood’, and Coco-Cola Life’s ‘Parenting’ campaigns); or the 

consumption of products that are associated with an identity of life of luxury and relaxation, 

such as Ralph Lauren. If one desires to construct a life of luxury and relaxation, they could 

turn to the Ralph Lauren brand. This brand offers a line of products to construct an entire life 

including clothing (men’s, women’s and children’s), accessories, fragrance, restaurants, and 

household items (the latter including furniture, lighting, fabric, wall and floor coverings, 

tabletop accents of frames, china, glasses, trays, desk accessories and paint). Conceivably, 
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Ralph Lauren can curate the food you eat, the clothes you wear, the way you smell, and your 

home so you can live your desired life. This is highlighted by the company mission which 

states: ‘Ralph Lauren has always stood for providing quality products, creating worlds and 

inviting people to take part in our dream’1. 

Conversely, brands can also offer resources to escape the self in order to compensate for 

perceived self-deficits (Kim & Gal, 2014; Kim & Rucker, 2012; Lisjak & Lee, 2014; Lisjak 

et. al., 2015; Rucker & Galinsky, 2008), provide a sense of security (Allen, Fournier & Miller 

2008; Rindfliesch, et. al., 2009) and to make life orderly and predictable (Fournier, 1998).  

These findings highlight that brand resources are used to build, maintain, or escape an 

individual’s sense of self and purpose in the world. It also shows that consumers are likely to 

seek out brands with meaning that is close to their concept of self. The degree to which 

consumers interpret brand meaning as close or distant to their self-meaning is explored in the 

field of brand connection. 

 

1.3 Brand Connection 

 

A relatively small, but growing body of literature exploring why consumers form 

connections with brands has emerged as a sub-field of brand relationships following 

Fournier’s seminal article (1998). The wider field of brand relationships is large and complex, 

covering a wide variety of critical issues of interest to researchers and marketing professionals 

seeking to understand brand relationships as a pathway to loyalty, brand forgiveness, positive 

word of mouth, involvement in brand communities, willingness to pay a price premium, and 

acceptance of brand extensions (MacInnis, Park & Priester, 2009), all of which serve to 

deliver ongoing and sustainable profit to businesses.  

                                                

1 http://global.ralphlauren.com/en-us/about/Pages/default.aspx?ab=footer_about. Accessed 28 Sept 2016. 
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Critical issues within brand relationship theory are treated as sub-fields and explored as: 

(1) reasons why consumers seek relationships with brands (goals, needs and motivations); (2) 

meaning that brands hold and communicate to consumers (meaning markets and brand 

meaning); (3) the expression of bond between consumer and brand (brand relationship); and 

(4) psychological and behavioral effects (consequences).  These critical issues and pathways 

to psychological and behavioral effects are outlined in Figure 1. Within this framework, brand 

connections are described as a precursor to the development of consumer-brand relationships 

and subsequent positive outcomes (MacInnis, Park & Preister 2009), and are thus a key 

foundational concept in contemporary marketing studies. 

 

Figure 1 Critical Issues in the Study of Brand Relationships 

 

Abbreviations: CSR, Corporate Social Responsibility; NGO, non-governmental organization; WOM, 
word of mouth. Source: MacInnis, D; Park, W P. & Priester, J R (2009:x) 
 
 

Brand connection sits in the link between brand meaning and self-meaning (See: Figure 

1), and seeks to further our understanding of why consumers seek relationships with a brand. 

Understanding consumer motivations is highlighted as of particular focus to advance the field 
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(Ashworth, Dacin & Thomson 2009; Park, MacInnis & Preister 2008; Fournier, Solomon & 

Englis 2008).  

Brand connection is identified as a critical issue of study (MacInnis, Park, & Priester, 

2009; Park et al., 2013a; Park, MacInnis, & Priester, 2008) and is an important concept for 

marketing scholarship, as the strength and type of brand connection impacts business 

profitability via a number of important marketing metrics including consumer loyalty, brand 

forgiveness, positive word of mouth, involvement in brand communities, willingness to pay a 

price premium, and acceptance of brand extensions (MacInnis et. al., 2009), all of which 

serve to deliver ongoing and sustainable profit.  

Brand connection is noted as more accurately predicting actual consumer behaviors than 

attitude (Park et. al., 2010; Thomson, MacInnis & Park, 2005), and is an antecedent to true 

loyalty (Fournier & Yao, 1997). Park and colleagues (2010) demonstrate strong brand 

connection is a key construct that exerts powerful effects on behavioral motivation, 

particularly for brands that use significant consumer resources such as time, money and 

reputation (Park et. al., 2013).  

In exploring the intersection and interaction between brand meaning and consumer self-

meaning, brand connection hinges on the basis that the meaning offered by brands help an 

individual to create favorable and consistent self (Escalas, 2004) by facilitating the 

achievement of personal goals, tasks and projects (Reimann & Aron, 2009). Brand connection 

is defined by ‘the extent to which a consumer has incorporated a brand into his or her self-

concept’ (Rindfleisch, Burroughs, & Wong, 2009), that is, the extent to which brand meaning 

is interpreted as close to the concept of the self.   

The brand connection literature investigating how and why consumers connect with a 

brand highlight six self-focused theoretical bases. These six areas of focus are as per the top 

right section of Figure 1 (Ashworth, et. al. 2009; MacInnis, Park & Preister 2009), and are 
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summarized in Table 1. These are (1) self-expansion (connecting with a brand to expand a 

sense of self); (2) social adjustment, which include self-presentation / self-differentiation / 

self-verification (connecting with a brand to convey and / or differentiate oneself from 

others); (3) self-construction (to symbolically construct the self); (4) emotional regulation (to 

maintain or change emotional state); (5) utilitarian performance (to achieve a sense of an 

efficient self); and (6) value expression (the representation, definition or expression of an 

actual, ideal or possible self). 

Recent literature shows that these main areas of focus can work in tandem, providing 

for example emotional regulation, social adjustment and value-expressive resources 

simultaneously (Fournier, 2009, 2015). For example, a Starbucks coffee can provide an 

opportunity for relaxation and recharge (emotional regulation), provide membership to a 

group (social adjustment) and symbolize good taste (value-expressive). Resources offered by 

brands are adapted by consumers to align with their own personal life projects, concerns and 

tasks (Fournier, 2009). The brand connection literature allows us to see that brands can act in 

a variety of ways to achieve personal projects and tasks, while at the same time highlighting 

that consumers negotiate and align brand meaning within their own life context. 

 

Table 1 Theories Explaining Brand Attachment 
Theory Description 
Self-
expansion 

A theory that describes how people think, feel and act in the context of close 
relationships (Reimann & Aron, 2009). Desire to expand the self is presented 
as a central human motivation that serves to increase one’s potential efficacy 
to achieve goals, by acquiring social and material resources, perspectives, 
and identities (Aron et. al., 1991). 
 

Social 
adjustment 

Encompasses self-verification, self-presentation and self-differentiation 
theories. Self-verification theory proposes that people prefer others to those 
as they see themselves (Swann, 2011); self-presentation theory explains 
behaviors as attempts to convey information about oneself to others 
(Baumeister & Hutton, 1987) and self-differentiation theory posits that 
possessions can be used to differentiate oneself from others (Escalas & 
Bettman, 2005). These theories point to the social nature of brands in that 
they help consumers fit into a group or distance themselves from others. 
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Theory 
(cont’d) 

Description 

Self-
construction 

Self-construction posits that the self is something that a person can actively 
construct and create, partially through consumption (Elliot & Wattanasuan, 
1998). An individual creates images of who or what he or she wants to be 
and constructs the self as a symbolic project (Thompson, 2005). 

 
Emotional 
Regulation 

The brand primarily facilitates emotional regulation by maintaining or 
changing emotional state, offering a way to cope with stress in day-to-day 
life or pleasing the self (MacInnis et al., 2009; Park et al., 2013a). Emotional 
regulation is also referred in brand literature as ‘enticing’, with brand 
resources that offer hedonic, sensory or aesthetic pleasure, the escape from 
pain or provision of psychological comfort by offering relief or security to 
the self (MacInnis et al., 2009; Park et al., 2013a).  
 

Utilitarian 
performance 

Utilitarian performance is concerned with the outcome of using a brand by 
the use of functional, non-sensory brand resources (Batra & Ahtola, 1990; 
Holbrook & Hirschman, 1982). Utilitarian performance is also referred to as 
enabling resources focus on functional, utilitarian performance that helps a 
consumer to achieve a sense of an efficient and capable self (MacInnis et al., 
2009; Park et al., 2013a). 
 

Value 
expression 

Also referred as enriching brand resources, value-expressive brands offer 
consumers a means of representation, definition or expression of the self. 
Within this conceptualization, the self can comprise three selves; (1) the 
ideal self (who we would like to be), (2) actual self (how we currently are) 
and (3) ought self (how we think we should be) (Higgins, 1987). 

 

Brand connection can be conceptualized as a spectrum characterizing connection 

strength from weak to strong; consumers that identify a particular brand as close to their self-

concept are theorized to have easily accessible and spontaneous thoughts and memories about 

the brand (ease of cognitive access), and therefore form a strong connection to that brand 

(Fournier, 1998; Park, MacInnis, & Priester, 2008), which over time can develop into a brand 

relationship (including typologies such as lover, best friend, habitual), as described by 

Fournier (1998). Alternatively, consumers can also identify a brand as not close to his or her 

self, which would represent weaker brand connection. 

The strength and / or weakness of brand connection is explored by Park and colleagues 

(2013). They present a model of brand connection termed the ‘AA Model of Brand 

Attachment’ and developed a measurement instrument based on this conceptualization. This 
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instrument takes the first step in the field to capture both attached (strong) and weaker (averse 

connections).  

Other brand connection measures, such as Escalas’ (2004) Self Brand Connection 

(SBC) measurement capture strength only. In contrast, Park and colleagues (2013) model 

encompasses attached, indifferent, ambivalent and averse connections. These categorizations 

provide a useful basis for exploring consumer brand bonds, and are described as: (1) attached 

(strong positive, love type connection where ease of cognitive access is high and the brand is 

perceived as close to self); (2) averse (strong negative, adversarial connection where ease of 

cognitive access is high and the brand is perceived as distant to self); (3) ambivalent (weaker, 

conflicted love-hate connection where the brand is perceived as partly close to self but highly 

cognitively available) and (4) indifferent (weak not connected, low distance to self and low 

cognitive accessibility) (Park et. al., 2013). A representation is shown in Figure 2. These 

categorizations are explained in Section 1.4. 
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Figure 2 AA Model of Brand Relationships 
 

 

 

1.4 Types of Brand Connection 

 

1.4.1 Attached 

 

Attached brand connection occurs when consumers interpret brand meaning as close to 

or overlapping with self-meaning and related goals, projects and tasks. Scholarship within 

attachment predominately focuses on how and why strong, positive attachments are inflamed 

(Muniz Jr & O'Guinn, 2001; Rindfleisch et al., 2009; Schembri, Merrilees, & Kristiansen, 

2010), the measurement of such attachments (Escalas, 2004; Park et al., 2013a; Thomson et 

al., 2005), and the antecedents and outcomes of brand attachment (Carroll & Ahuvia, 2006; 

Roy, Eshghi, & Sarkar, 2013). Strong brand connection is characterized with terms such as 

brand ‘love’ and more recently, brand ‘admiration’ (Park, MacInnis & Eiseingerich, 2016).  

Brand love leads to the number of positive psychological and behavioral effects 

mentioned earlier (MacInnis et al., 2009). Because of this, brand love is of keen interest for 

marketing practitioners, as evidenced in the LEAP (Leveraging Emotional Attachment for 

Profit) index, which made its debut in 2010. It ranks the ‘most loved’ brands, with iPhone, 
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Disney and Lexus topping the US rankings in 2013 (Rooney, 2013). Attachments have been 

explored across an array of products and services including supermarket retailer brands, 

technology (such as iPhone), luxury goods, food and beverages, automobiles (Park et. al., 

2013), and place attachments including commercial settings such as a local restaurant 

(Debenedetti, Oppewal, & Arsel, 2014). Value-expressive, enriching brand resources are 

shown to drive stronger self-brand attachments than emotional regulation or utilitarian 

resources (Park et. al., 2013). Enriching benefits offer consumers a symbol of consumer 

beliefs and desires that can make consumers feel inspired, proud, validated, connected and 

influential (Park, MacInnis & Eisingerich, 2016). For example, Apple inspired consumers 

with their ‘Think Different’ campaign in 1997, featuring a number of inspiring individuals 

who changed the world in some way, including Albert Einstein, Bob Dylan, Martin Luther 

King, Richard Branson, and John Lennon. 

However, strong brand attachments characterized as brand love is thought to represent 

relatively few brand-consumer connections (Alba & Lutz, 2013; Batra, Ahuvia, & Bagozzi, 

2012; Fournier & Alvarez, 2013; Schmitt, 2013). As Fournier (2009) identifies, the constructs 

and processes at play in brand connection are cultural, social and psychological. Despite this, 

brand connection literature to date draws heavily on psychological processes to understand 

strong consumer-brand bonds (Schmitt, 2012), and brand connection literature has been 

identified as rich with opportunity for expansion (Fournier & Alvarez, 2013). As identified by 

Fournier and Alvarez (2013) and Schmitt (2012, 2013), current investigation to attached 

brand connections are narrowly focused and contain a positive bias. For example, self-

expansion theory assumes that the brands are used in a way that is positive for self and others. 

It largely excludes the exploration of dysfunctional (dystopian) brand attachments including 

substance addictions, compulsive consumption, credit abuse and eating disorders, among 

others. The exploration of negative brand connections holds opportunity for further 
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investigation as it challenges identified positive biases in supporting theories (Wearing & 

McDonald, 2014; Kasser & Kanner, 2004).  

The limited academic investigation challenging this assumption, such as Rindfliesch 

(2009) exploring existential insecurity, materialism and brand connection, has found that 

negative emotions can lead to strong brand connections. Similarly, Dunn and Hoegg (2014) 

found that fearful individuals create stronger attachments to brands, while Lastovika and 

Sirianni (2011) found that loneliness motivates consumer connection to material possessions 

(such as branded products). Further, fearful consumers with anxious attachment styles can 

have intensely negatively reactions if the bond with a brand is severed through brand 

transgression typically made by the brand’s organization. These negative reactions can 

include complaints to third parties and obsession about harming the brand (Thomson, Whelan, 

& Johnson, 2012). These types of attachment, while identified as strong, carry a negative 

tonality and involve behaviors that may be harmful to self and others. These types of 

connection have received scant attention in the brand connection literature. 

 

1.4.2 Ambivalent and Indifferent 

 

Both ambivalent and indifferent brand connections are characterized to be ‘in the 

middle’ of the AA model of brand relationship spectrum. Indifferent brand connections are 

characterized as weak, non-connection to a brand, which is neutral and lacks motivational 

force for or against a brand (Park et. al., 2013).  

Ambivalent brand connections are characterized by mixed feelings and moderate 

connection with a brand resulting from a mix of positive and negative thoughts about the 

brand (Priester & Petty, 2001). The presence of conflicting thoughts or emotions about the 

brand distinguishes the brand from indifferent brand connections. For example, counterfeit 

products can provide pleasure and self-esteem, but also the fear or being exposed (Penz & 
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Stottinger, 2012); and the consumption of goods that are exciting but also shameful for the 

consumer are considered to be ambivalent. Further, Fournier and Alvarez (2013) propose that 

ambivalent relationships can also be marked by relational paradox. For example, a love-hate 

relationship is considered a paradoxical relationship as it compromises emotions that are 

inherently conflicting. The conflict keeps the relationship alive, and its demise may be made 

by the emphasis of positive over negatives (or vice versa). 

Consumer ambivalence is also addressed in wider marketing literature. The main 

antecedent to ambivalence is intrapersonal and interpersonal discrepancy vis-à-vis the object 

(Czellar, Cowley, & Laurent, 2008; Otnes, Lowrey, & Shrum, 1997). Intrapersonal 

discrepancy is presence of mixed thoughts about the brand, while interpersonal discrepancy 

refers to the perceived differences between one’s own thoughts and feelings about a brand and 

the thoughts and feelings of other people about the brand (Preister & Petty, 2001).  

Recent research has found that the majority of brand connections sit ‘in the middle’ 

(i.e., ambivalent or indifferent) to negative (Fournier & Alvarez, 2013). The mid point of the 

spectrum is also the place where consumers tend to rate brands (Fournier & Alvarez, 2013; 

Thompson, 2005). However, there has been little empirical exploration as to why or how 

(Batra et al., 2012; Fournier & Alvarez, 2013). Understanding ambivalence within the context 

of brand connection is identified as an opportunity for further research (Fournier & Alvarez, 

2013), as ambivalence has been associated with less predictable consumer judgments and 

behaviors (Armitage & Conner, 2000) and is associated with a negative relationship to 

satisfaction and loyalty (Olsen, Wilcox, & Olsson, 2005). A compounding factor is the 

theoretical basis of self-expansion used to understand the process of attachment is positively 

biased and therefore unsuitable for understanding consumer attachments with mixed 

emotional tonality.  
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1.4.3 Averse 

 

Aversion, strong negative feelings and self-distance from a brand, has limited 

exploration within brand connection literature and is identified as an area for further 

examination (Fournier & Alvarez, 2013). The current marketing environment is laced with 

distrust, hyper-criticism, and increased consumer power (Fournier & Avery, 2011), which 

amplifies and encourages consumer aversion.  

Brand aversion is associated with brands that challenge the self-meaning of a person, 

creating distance to the brand (Albinsson, Wolf, & Kopf, 2010). For example, an animal-

rights campaigner is likely to form averse connections with brands that sell fur based products 

or test on animals; a person passionate about environmental causes is unlikely to ‘love’ BP, 

and persons interested in human rights and working conditions can engage in boycotts against 

certain brands such as Nike (Albrecht, Campbell, Heinrich, & Lammel, 2013). Aversive 

behaviors include brand switching, protesting, boycotting and negative word of mouth 

(Grégoire, Tripp, & Legoux, 2009). 

Alternatively, a once loved brand can become ‘hated’ for a transgression (for example, 

Cadbury’s use of palm oil in the reformulation of their chocolate products, which altered the 

taste and created a consumer backlash2). There is some evidence to suggest that adversarial 

behaviors can be an expression of ‘wronged’ consumers who are still attached to the brand, in 

a relationship characterized as a jilted-lover (Fournier & Alvarez, 2013). Circumstance that is 

associated with ‘hated’ brands is for them not living up to the promises that the brand 

meaning made or ill treatment of the consumer in some way.  

The wider marketing literature outside the brand connection field also explores brand 

aversion. Consumers may avoid a brand that is related to negative outcomes such as 

                                                

2 Source: http://www.news.com.au/finance/cadbury-removes-palm-oil/story-e6frfm1i-1225764168405  
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responsibilities, obligations and security (Aaker & Lee, 2001). Brand aversion is influenced 

by a number of factors ranging from negative emotion that an individual feels towards a brand 

(Higgins, Shah & Friedman, 1997), symbolic incongruence to one’s self view (Aaker & Lee, 

2001; Lee, Motion & Conroy, 2009), and perceptions of (low) brand value (Markman & 

Brendl, 2000).  

However, these examinations of aversion tend to study how consumers feel towards the 

brand, not about how the consumer is feeling about himself or herself while they are with the 

brand (Fournier & Alvarez, 2013). There is a small body of literature addressing consumer 

feeling towards themselves and brand interactions, such as anger and regret in specific 

situational contexts involving a brand (Yi & Baumgartner, 2004); however, there is little 

insight to consumer’s personal feelings and brand connection.  
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1.5 Knowledge Gap 

 

Brand connection literature predominately examines how consumers feel about the 

brand, not themselves (Fournier & Alvarez, 2013). Furthermore, the majority of brand 

connections are not strong, and the current theoretical basis is held as unsuitable for exploring 

weak and averse consumer-brand bonds (Fournier & Alvarez, 2013). 

As described in Section 1.4, consumer goals, needs and motives to connect with a brand 

are focused on theoretical basis self-related concepts including self-expansion (MacInnis, 

Park & Priester, 2009, Reimann & Aron, 2009), which are identified with a positive bias. The 

underpinning assumption is that consumers seek resources that are expansive rather than 

contracting to their sense of self. This positive bias has excluded investigation to the full 

range of strong and weak consumer-brand bonds, leaving ‘brand management frameworks as 

misleading and incomplete’ (Fournier & Alvarez, 2013:253). Additional theorization in the 

field of brand connection has also been called for in the examination of how a consumer feels 

about him or herself when interacting with a brand (Fournier & Alvarez, 2013), rather than 

how a consumer feels about a brand. Accordingly, a call has been made for differing 

theoretical approaches in exploring consumer-brand bonds (Fournier & Alvarez, 2013). 

 

1.6 Research Opportunity 

 

This research offers a perspective to brand connection using a novel conceptual 

framework found in contemporary utopian theory. As Sherry (2014) states, marketing may be 

the foremost utopian influence in the contemporary world. Notably, there are relatively few 

investigations directly addressing utopianism in the consumption literature (See: Kozinets, 

2001; Maclaran & Brown, 2005; Podoshen, Venkatesh, & Jin, 2014). Utopian theory is 

applied here as theoretically distinct and differentiated from self-related constructs in brand 
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connection studies (See: Escalas & Bettman, 2003; Kleine, Kleine III, & Allen, 1995; Malär 

et al., 2011; Park et al., 2013; Sprott et al., 2009; Thomson et al., 2005).  

This thesis argues that utopian thought and the management of utopian visions 

expressed in utopian function theory influence brand connection(s). This thesis extends the 

current theoretical basis in brand connection literature that predominately examine how 

consumers feel about the brand, not themselves. The connection between utopian thoughts, 

hope and fear about a desired future, and utopian function demonstrates a clear link between 

consumer feelings, management of those feelings, and the impact to brand connection.  

The next chapter (Chapter two, ‘Context’), provides an introduction to utopian theory, 

and argues for its applicability in contributing knowledge to brand connection.  

 

 

  



UTOPIAN FUNCTION AND BRAND CONNECTION   
 

34 

2.0 Context 

 

Brands are held as educating and reflecting our utopian desires. But what does ‘utopian’ 

mean? This section seeks to establish an understanding of utopian theory and its importance 

and relevance to understanding brand connection. Firstly, utopian theory and its contemporary 

definition is described in Section 2.1 and 2.2, before moving to argue utopias as both 

culturally constructed and used by individuals as a daily momentum concept in Section 2.3. 

Utopian function theory as distinct to related constructs (such as goals) are addressed in this 

section (note that a summary table is provided in Appendix 1). Brands as utopian objects are 

presented in Section 2.4. 

Progress is the realization of utopias, and can provide a hope for better, a dare to dream 

of different ways of living that transcend the current moment. But, thinking about utopias can 

prove problematic for individuals. What are the problems associated with utopian thinking? 

These problems are discussed in Section 2.5. Utopian functions of change, escape and 

criticize are introduced as a coping strategy for managing utopian thoughts, and are presented 

as a framework to explore implications for consumer brand bonds. These insights are drawn 

together in Section 2.6.  

 

2.1 Introducing Utopia 

 

Utopia is derived as play on words from the Greek language. It stands for ‘no-place’ 

(outopia) and ‘good-place’ (eutopia). The term was coined by Sir Thomas More in 1516 in his 

book Utopia. In it, he describes a fictional island called Utopia with ideal political, social and 

religious customs. Due to this account, utopia is often associated with an ideal ‘place’ such as 

Eden, Atlantis, or Star Trek, despite the meaning of the word which ironically indicates that it 

is good, but a ‘no place’. The Concise Oxford Dictionary defines utopia as ‘an imagined place 
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or state of things in which everything is perfect’ (2010). Colloquially, utopia is generally 

understood as an unrealistic fantasy world, as Kozinets (2001) argues in ‘Utopian Enterprise: 

Articulating the meanings of Star Trek’s Culture of Consumption’, where Star Trek is referred 

to as a powerful utopian subculture and designated into the realms of religion and mythology. 

Utopian studies have traditionally explored the ideal way of living found in entire 

commonwealths or societies. It has a long history within philosophy, and more recently, 

sociology. Historical utopian literature is found across a range of academic and non-academic 

sources, from Plato’s Republic (b.c 380), to socialist utopias penned by Fourier, Saint-Simon 

and Owen, and novels such as George Orwell’s dystopian 1984. However, utopia as a 

‘proper’ academic field of inquiry has been limited due to an absence of definition and 

theoretical approach (Levitas, 1990).  

Contemporary utopian scholarship is applied to diverse fields such as social theory, 

architecture, urban and rural planning, literature and films, the analysis of space and place, 

gaming, politics and political activism, new media and intentional communities (for example, 

the Society for Utopian Studies annual conference in 2014 called for submissions regarding 

‘Global Work and Play’). To define this field, Sargent (1994) identifies three ‘faces’ of 

utopianism; (1) communitarianism (intentional communities such as Twin Oaks, Virginia or 

The Eco village at Ithaca, New York); (2) the production and analyses of utopian literature 

(analysis to dystopias such as Orwell’s 1984, or Collin’s Hunger Games; or utopias such as 

More’s Utopia or Perkin’s Herland); and (3) utopian social theory. This thesis focuses on the 

‘third face’ with utopianism as a social theory.  
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2.2 Contemporary Utopian Social Theory 

 

The contemporary definition of utopia is an expressive desire for a better way of living 

and an articulation of dissatisfaction with present reality (Levitas, 1990) that is believed as 

realizable (Žižek & Thompson, 2013). The vision of a better way of being is something that 

all individuals hold (Levitas, 1990). The fundamental essence of utopia is the desire for a 

more positive state, a fundamental motivating factor in contemporary consumption, as 

consumers attempt to colonize the future using brands (Tybout & Calkins, 2005). Utopia is 

not located in a ‘place’ but situated in the modern imagination, conjured as a criticism to the 

present moment and is described as ‘the place where we store our happiness’ (Carey, 

1999:26).   

Utopia can be whole imagined worlds, or fleeting and fragmented glimpses of a better 

way of being held in the mind’s eye. Visions of a better entire society, or an ideal life, a cozy 

nuclear family, of building a dream home, downshifting, tiny house living, tree / sea 

changing, the ideal body, or living an aspirational lifestyle, are all expressions of utopian 

desires. Contemporary utopian theory holds that mentally held visions of a desired better way 

of being are utopian (Cooper, 2014; Levitas, 2013), and that these visions act as a ‘momentum 

concept’ that motivate everyday behavior (Cooper, 2014; Gardiner, 2013, Jacobsen & Tester, 

2016). Today’s consumption saturated society holds much potential for utopianism (Maclaran 

& Brown, 2005). Utopianism is pervasive in contemporary culture and evident in forms as 

varied as music, art, architecture and politics. It is apparent in advertising images (Levitas, 

1990), such as the idyllic island presented by Corona, or the sophisticated life of leisure and 

luxury offered by BMW that says ‘Yes You Can’. 

The exploration of utopian desires and their (re)production in contemporary cultures is 

addressed by Levitas (1990, 2013), whom refers to it within arguments of utopian content and 

form. Utopian content reveals a mirror to the everyday reality of living in the society that 
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produced it. Our desires highlight what we perceive to be lacking in our current lives. For 

example, a desire for attentive, locally embedded and transparent food production, and 

pleasurable culinary encounters that is embedded in the slow food movement implies that the 

current food system is perceived as distant and opaque, and that food consumption 

experiences lack pleasure.  

A common utopian ideal is that of ‘good life’ (otherwise known as the Great Australian 

Dream (Mackay, 2013), or the Great American Dream), both reflecting that "life should be 

better and richer and fuller for everyone, with opportunity for each according to ability or 

achievement, regardless of social class or circumstances of birth” (Adams, 1931:214-215), 

indicating that the desire for social mobility, opportunity, and associated wealth is identified 

as lacking in current reality. These desires have sharply been brought to focus in 

contemporary media with inequality a key societal issue (Picketty, 2013; Stiglitz, 2012), 

which limits social mobility, opportunity and wealth distribution.  

Rather than to focus on evaluating the content of utopian ideals, contemporary utopian 

social theory turns its gaze to the cultural production of utopian desires as reflecting the needs 

and wants of the society that produced it. This thrust is in general alignment with cultural 

theories that describe desires as generated externally (Belk et al., 2003) but felt as individually 

generated (Bauman, 2000). 

The contemporary definition of utopia is supported with reference to Bloch’s concept of 

the ‘Not Yet’, presented in his three volume publication ‘The Principle of Hope’ (Bloch, 

1986). Hope is a concept tightly woven with the contemporary utopian social theory (Levitas, 

1990; Thompson & Žižek, 2015; Bloch, 1986) as associated with providing individuals ‘hope’ 

for a better way of being. Bloch explores the ways our hopes are educated and reflected in 

architecture, dreams, music, literature and love relationships as expressions of utopia. The 

central idea of the ‘Not Yet’ was to create an operative to transform the temporal relevance of 
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the utopian concept. The ‘Not Yet’ is a deliberate attempt to convey the simultaneous 

presence of lack and the presence of hope in the present moment: the lack that characterizes 

the present moment, and the hope that characterizes the future. The ‘Not Yet’ transforms the 

present moment to a continually unfinished work in progress, as hope is continuously held in 

the ‘Not Yet’ realized future.  

Further, the ‘Not Yet’ can refer to something not or partially evident in the now, but 

may be at some time in the future. It can also mean ‘not so far’ which indicates the utopia 

may have existed in the past but not the present; or ‘still not’ implying that something 

expected in the past has still failed to eventuate (Hudson, 1982). Crucially, the hope of the 

‘Not Yet’ can be motivated by possibilities that are desirable and undesirable. Undesirable 

possibilities are characterized by dystopian thought, such as Huxley’s Brave New World, that 

some may use to criticize present reality, such as the consumption of Black Metal (music) as a 

performative dystopia (Podoshen, Venkatesh, & Jin, 2014). The ‘Not Yet’ illustrates that the 

promise of an undesirable or desirable future both have the ability to transform the present 

moment by creating an ‘anticipatory consciousness’ that motivates behavior in the present 

(Bloch, 1986), orientating one’s daily life tasks, goals and projects to their desired future, 

whether that future is populated by the past (nostalgia), present, future, possible or impossible 

utopian desires. 

This view in utopian theory is critical as it allows the perspective that utopian visions as 

a ‘momentum concept’ (Hoffman, 2008), where utopias are focused on striving for a better 

future but are rooted in the present moment. It demonstrates that utopia is part of the 

imperceptible experience of the here and now (Boldyrev, 2014), and allows us to see that 

utopia is an active expression of continual work in progress motivated by the promise held in 

the ‘Not Yet’. Its inclusion allows utopian theory to be concerned with the process and 

negotiation of utopia that occurs in the present moment, and as an everyday practice (Cooper, 
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2014; Gardiner, 1995, 1997, 2006, 2013), and that this practice extends to interactions with 

objects including dwellings, the body, communities, novels, art and clothing (Bloch, 1986; 

Kraftl, 2007; Kumar, 1987; Sargisson, 2002; Sargisson & Sargent, 2004), and brands 

(Levitas, 1990; Manca et. al. 2010). 

 

2.3 Utopia in Cultures of Consumption 

 

Utopian social theory asserts that what we desire (our utopias) are culturally 

constructed. In consumer cultures (McCracken, 1998), predominately associated with 

advanced western and individualistic nations such as America, Australia, and Western 

Europe, utopias are centered on individual hopes rather than visions of whole societies (Žižek 

& Thompson, 2013).  

This has transformed utopias from an exploration of alternate and seemingly impossible 

ways of living, to a compartmentalized and individualistic goal to be achieved: what we hope 

for is a ‘good life’ for our families and ourselves. Individualistic ideals are 

reflected in common concerns that represent this 'good life' in consumer cultures, which 

include financial security, career, holidays, and attaining the right personality and body type 

(Kasser, 2003; Kasser & Ahuvia 2002; Kasser and Ryan, 2003).  

Labeling such individualistic concerns as ‘primitive’ as they are interpreted not to create 

structural societal change, Levitas (2013) also highlights the individualization of hope in 

consumer cultures. Hope is an interwoven concept with utopianism. Additionally, brands are 

theorized to provide us hope for our ideal ways of being (MacInnis & DeMello, 2005). Hope 

within consumption literature is a relatively unexplored phenomena (MacInnis & DeMello, 

2005) and is typically conceptualized as one of four basic emotions (along with fear, relief 

and disappointment) in emotional response to brands and advertising (See: Rossiter & Percy, 

1987).  
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Conversely, hope within the utopian concept is presented as motivational force that 

provides the impetus to strive for better on a daily basis. Hope is conceptualized as a skill that 

must be learnt (Bloch, 1986), finding an alignment to Snyder’s (2000) concept of hope as a 

way of thinking rather than an emotion. That hope is individualized in contemporary cultures, 

and within the utopian context, indicates that hope is used to motivate daily action for 

increasingly individualized concerns for self and family, rather than to achieve a better way of 

living for whole societies. 

Not only are ideals increasingly individualized, but there is a concurrent 

individualization of responsibility for achievement in cultural conditions that are constantly 

changing and shifting. This perspective is captured by Bauman (2000) in his account of 

Liquid Modernity. For example, cultural beliefs about marriage, gender, global versus local, 

and work have shifted dramatically over the past century. This constantly shifting landscape 

has created an environment that cannot be trusted to remain stable. The ‘rules’ that existed no 

longer apply; one cannot be assured that a strategy for progress towards a utopia can be 

supported by social structures, as they exist today. In response, individuals shift focus to 

themselves as responsive to constantly changing cultural conditions and flexible agents of 

change. As Bauman notes: 

 

The responsibility for resolving the quandaries generated by vexingly volatile 
and constantly changing circumstances is shifted onto the shoulders of 
individuals - who are now expected to be ‘free choosers’ and to bear in full the 
consequences of their choices. Forces that transcend the comprehension and 
capacity to act of the individual may produce the risks involved in every 
choice, but it is the individual’s lot and duty to pay their price, because there 
are no recipes that would allow errors to be avoided. The virtue that serves the 
individual best is not conformity but flexibility: a readiness to change tactics 
and style at short notice, to abandon commitment and loyalties without regret. 
(Bauman, 2000:3) 
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In sum, utopias in contemporary cultures are individualized, and responsibility for their 

achievement are set against the individual, rather than interpreted as a collective, social 

endeavor.  

 

2.4 Utopia and Brands 

 

Brands, by way of their construction by marketers as reflecting the identified needs of a 

society, (re)produce and educate desires (Arvidsson, 2006) and therefore, utopian ideals. The 

power that brands hold in educating ideals is captured in MacLaran and Brown’s (2005) 

assertion that utopianism holds much potential for understanding today’s consumption 

saturated society. Levitas (1990) also observes that the use of utopian ideals to sell product 

and services as common practice within marketing and advertising: 

 

Much advertising uses images of the good life (the idyllic island, the 
sophisticated life of leisure and consumption, the cozy nuclear family) to sell 
products.  Advertisements work, though, because they key into utopian images 
which are already present among the audience reflecting their desires, their 
lack (Levitas, 1990:189). 

 

Additionally, Manca, Manca and Pieper’s (2012) content analysis of brand 

advertisements found utopian appeals are as common as sex appeals in advertising, which are 

used to establish powerful and long lasting associations in the public mind. Their analysis of 

over two hundred advertisements in popular US magazine titles spanned a wide variety of 

product and services: electronics, banking, housing, pharmaceuticals, cosmetics, clothing and 

apparel, mining, energy, food and beverages, alcohol, tourism, retail, toilet cleaners, personal 

hygiene, tobacco and automotive industries, indicating the widespread use of utopian desires 

as associated with brand meaning.  
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Brands offer meaning that is aligned to utopian ideals and offering resources that are 

psychological, symbolic and utilitarian in nature. Brand meanings often communicate utopian 

desires, such as better lives, dream homes, travel, and culinary experiences. This use of 

utopian appeals is prevalent in consumer society (Kozinets & Handelman, 2004; Maclaran & 

Brown, 2005); however the impact to brand connection has hardly been empirically explored 

from a utopian theory perspective. 

Utopianism involves the imagination of a better reality. Brand meanings that 

communicate a better reality are likely to stimulate an anticipatory consciousness for held 

utopian desires for a better way of living, and provide a resource rich platform to indicate to 

self and others held desires and progress towards these desires. However, the association of a 

brand with a utopian desire can be met with problems. Brand meaning that facilitates the 

process and negotiation toward a better way of life is thought to create strong brand 

connections; however there is evidence for weak, averse and ambivalent connections, as 

discussed in Section 2.5; there are problems with thinking about utopia.   

 

2.5 The Problem with Utopia 

 

Utopian desires are internalized and embodied as part of our self. Utopias are an 

important, recurring, internalized desire. That is, utopian ideals are embodied, and brought to 

consciousness on a recurring basis throughout one’s life (Scheibe, 2005; Scheibe & Freund, 

2008; Scheibe, Freund, & Baltes, 2007). To imagine a life otherwise is universal, no matter 

how objectively limiting the social situation of particular individuals or groups may be 

(Giddens, 1991). Therefore, most individuals are able to think about and describe their 

utopian desires without too much effort (Schiebe, 2007). However; due to this early 

incorporation of utopia to self, an individual may not know where their utopia ‘came from’ or 

indeed why they are even striving for it. Bloch (1986) describes this phenomenon of striving 
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for a utopian ideal that you have no conscious recollection of constructing, as creating a kind 

of restless malaise as we strive for things that we think are our own but are not.  

Thinking about utopia can create challenges for individuals. Firstly, utopian visions are 

met with ambivalence. Why is this so? Utopia, holding a tripartite temporal focus, is a 

revision of past events contrasted to our current reality, which informs our desires about the 

future. Levitas associates this with counterfactual thinking (1997:122), which is associated 

with criticism of our life and us in it (Levitas, 1990) and a strong desire for change (Markman 

et. al., 2012, Kotter-Gruhn, Weist, Zurek & Scheibe, 2009). Counterfactual thinking involves 

contrasting the present moment to the past, and informs both our utopias (things that have 

happened or learnt from the past that we would like in our future) and our dystopias (things 

that have happened in the past that we would not like in our future) (Markman et. al., 2012). 

However, these desires can be hampered by fear or bolstered by hope. Thus, reviewing the 

past in the context of the future is likely to induce a simultaneous hope and fear about the 

future, rather than exclusively fear or hope.  

Secondly, utopia is a state of being that is removed from the problems of the present 

moment. However, to remove the problems of today is to effectively destroy the world that 

we live in. It begs us to ask if we have the ability to enact such changes in our lives. Further, 

destruction of the problems of current reality may not necessarily lie in the conquering of the 

physical environment only. They can be psychological or spiritual in nature, because to 

envision a better reality for ourselves brings ‘us’ into the vision as well. This brings us to 

another problem of utopia: it requires us to defeat ourselves (to overcome our imperfections) 

in order to live in a desired reality (Carey, 1999). Accordingly, thinking of utopian vision 

raises questions about our ability to achieve our ideal lives.  

Thirdly, thinking about utopia forces consideration of what it is we desire and in doing. 

While we may strive for things that we think are our own but are not, the mere act of utopian 
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thinking contrasts our current realities to a desired ‘better’ life, and entices us towards the 

horizon. However; to move forward forces us to examine what it is we want, our free will in 

choosing it, and how we will go about achieving it. Thinking about a desired better reality is, 

at core, a criticism of our current reality. Criticizing the present moment is easy (Goodwin & 

Taylor, 1983). One can always find fault with reality; one does not even need to be looking 

for it: everyday life is saturated with utopian ideals that awaken our conscious desire for a 

better life. However; the remedy may not be readily available (Goodwin & Taylor, 1983). 

Finally, as cultural constructions, utopian visions are often closed off to compromise on 

content (Holmesland, 2013), and this is particularly evident where brands are concerned. 

Think of the BMW advertisement mentioned earlier. This advertisement outlines that a car 

associated with a particular vision of an ideal life is not just any car, but a certain class of late 

model BMW. Brands, like utopias, presume the power of the vision is sufficient to motivate 

action (Holmesland, 2013), leaving the individual to navigate their own individual life 

circumstance toward achievement of their desired life.  

 

2.5.1 Impact of Thinking About Utopia For Individuals 

 

The combined impact of utopian thinking on an individual as including a reflection on 

the past, projection to the future, and contrast to reality; and that utopias provide no path to 

their achievement is argued to have an ambivalent effect on individuals (Carey, 1999; 

Hoffman, 2008; Levitas, 1990, 2013; Mannheim, 2013), as associated with a simultaneous 

feeling of hope about the future and a feeling of lack about the present moment (Bloch, 1986; 

Schiebe, 2005). 

That the utopian object as met with ambivalence, is contrasted to goals, which are felt as 

either positive or negative, not as ambivalent (Mayser, 2004). With goals, emotive response is 

dependent on the expectation of achievement as being favorable or unfavorable (Bagozzi, 
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Baumgartner & Pieters, 1998; Carver & Scheier, 1990, 1998). If so, it is reasonable to expect 

that utopias associated with a high level of expectation of success are met with positive 

feeling. However, utopias may not provoke high expectations of success. For example, given 

their abstract nature, utopias do not provide a pathway to their achievement. Further, that an 

individual is always making continual progress toward a utopia means that it is theoretically 

never achieved, and therefore expectations of its achievement cannot be total. Moreover, how 

utopian thinking makes an individual feel will be empirically explored in this thesis.  

Combined, thinking about utopia has been shown to decrease satisfaction with life 

(Fernando, et. al., n.d.), decrease the sense of wellbeing (Scheibe et al., 2007), and saps 

energy resources (Kappes & Oettingen, 2011), which is in direct opposition to the Lacanian 

assertion that desires provide the source of our life energy (Lacan & Miller, 2008). 

Conversely, there are benefits of thinking about utopia. Utopianism captures our hopes 

and our happiness. More succinctly, it gives us hope that will we achieve our happiness. 

Further, it infuses our daily striving with a sense of purpose for our lives and assists our 

overall life development (Schiebe, 2007). Psychologically, healthy goal striving increases our 

sense of wellbeing (Sheldon & Elliot, 1999), and can enhance our psychological growth 

(Sheldon et. al., 2002). However, in consumer cultures we are presented with a complex set of 

challenges that stem from the social and cultural environment that influence our utopian 

strivings towards change. These include shifting social structures (McDonald & Wearing, 

2013). Of further consideration is that striving for happiness as permanent state (i.e., striving 

to feel happy all the time) can make us miserable and anxious (Whippman, 2016). 

Paradoxically, the more individuals value happiness (for example, valuing the achievement of 

utopia) as a life goal, the less happy they are (Mauss et. al., 2011). 

In short, the problem of utopia is that it can make us feel worse about our life, ourselves 

and drains our energy: a problem that has reaching impacts on thoughts, feelings and 
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behaviors. Utopian function theory helps understanding on how individuals manage the 

problems with utopian thinking and is presented here as coping strategies in response to 

utopian ideals. These responses are likely applicable to any utopian object, including brands, 

as empirically explored in this thesis.  

 

2.6 Utopian Function as a Consumer Framework 

 

Imagining the ideal is considered part of what it means to be human (Bloch, 1986; 

Levitas 1990). But how do these thoughts influence behavior? Utopian scholars term response 

to utopian thoughts as modes of expressing the utopian imagination (Mannheim, 1979; 

Halpin, 2002). Utopian functions are expressed in three inter-related terms of catalyst, 

criticize and compensate (Levitas, 2000). Catalyst is holding a utopian vision to bring about 

positive change to the current reality. Compensate is to hold a vision to escape from current 

reality, and criticize is holding a utopian vision to criticize current reality. Utopian function 

helps us understand that people use their utopian visions not only to create change to their 

lives, but to escape from or criticize current reality. This thesis refers to utopian functions as 

change, escape and criticize respectively, primarily for clarity of each function’s purpose. For 

example, ‘escape’ is used in place of ‘compensate’ to clear any potential confusion that may 

arise from the use of the term ‘compensate’ within marketing scholarship. Compensate within 

marketing is explicitly related to self-deficit threats that can motivate consumption (See: Kim 

& Gal, 2014; Kim & Rucker, 2012; Lisjak & Lee, 2014; Lisjak et. al., 2015; Rucker & 

Galinsky, 2008). As will be shown in the following discussion, the term ‘escape’ more clearly 

communicates and enables a broader interpretation of utopian function that has stronger 

alignment to its overall intent. 

Each utopian function impacts thoughts, feelings and behaviors of an individual, as 

discussed in Sections 2.6.1, 2.6.2 and 2.6.3. While these functions serve as a useful entry 
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point for understanding that utopian visions hold differing consequences, there is no extension 

in utopian theory that provides an understanding as to how these functions may impact 

consumer behavior or connection to brands. Mode of thought theory (Oettingen, 2012; 

Oettingen & Gollwitzer, 2010; Oettingen, Heon-ju, & Schnetter, 2001), is used to support 

discussion for each utopian function as it helps us to understand how people think about a 

desired future, and has important implications for understanding influences of each function. 

This theory is made distinct within psychology literature by its central concern of 

understanding how people go about achieving a desired future (Oettingen et al., 2001).  

 

2.6.1 Change Function 

 

The present of future things is expectation – Augustine of Hippo, Confessions 

 

Change function refers to holding a utopian vision to bring about positive change to the 

current reality (Levitas, 1990). It refers to an individual who is taking action to achieve to 

achieve their utopian desire (Jacobsen & Tester, 2016). This function is associated with ‘will-

full’ rather than ‘wishful’ thinking (Geoghegan, 1996) in that it involves thinking about how 

to get from here to there. Action toward the utopia requires individuals make some sense 

about how their desire can be achieved. When individuals identify elements that require 

change, identify potential obstacles in current reality, and take action to address them, 

Oettingen and colleagues (2001) describe this mode of thought as ‘mental contrasting’. 

Mental contrasting is a view that requires individuals to articulate what elements on their life 

are negative and require change to achieve a held vision (Oettingen, Pak & Schnetter, 2001). 

Expectations are set against the change actions identified through mental contrasting. If 

expectations are high, and individuals believe that they can achieve identified actions, strong 

commitment toward achieving the utopia emerges. If expectations are low, lower commitment 
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towards utopia emerges. Individuals with low expectations and corresponding goal 

commitment are thought to shift to either criticize or escape function. Those with strong goal 

commitment in change function are the most likely to progress toward their goals in reality 

(Oettingen, 2012).  

The element of implied planning with getting from here to there in change function 

brings in a similarity to related constructs in the brand connection literature that requires 

clarification. For example, does a utopian ideal become: (1) a goal in change function?; and 

(2) how does possible selves; and (3) ideal selves associate with change function?  

Firstly, a self-expansion goal proposes individuals have an integral motivation to 

acquire objects (such as brands) that are congruent to their goals, which are always expansive 

to the conception of themselves (See: Aaker, 1999; Grohmann, 2009). Utopia is similar to 

higher-order goal concepts in that the representation of an ideal may be considered in the 

highest-order level of goal concepts, which includes an idealized sense of self, a relationship, 

or a society (Carver & Scheier, 1990; Emmons, 1989). The conceptualization of a goal as 

‘highest’ reflects goals as represented in a hierarchy, where objectives such as an ideal life 

would sit at the top. High-order goals are conceptualized as long term, more abstract and 

more difficult to disengage than lower-order goals in the hierarchy (Austin & Vancouver, 

1996). Lower order goals are characterized as ‘being’ (be more honest), ‘doing’ (do prepare 

dinner) or ‘motor control’ (i.e., chopping carrots) goals (Carver & Scheier, 1990). Generally, 

lower order goals are allocated importance based on their perceived relevance to higher-order 

goals (i.e., does this brand help me find the ideal relationship partner?). As discussed in ‘The 

Problem with Utopia’ (See: Section 2.5), utopian thinking brings in questions of our agency, 

free will and freedom to choose our ideal lives. In this abstraction, no certain path comprising 

lower-order goal can be set forward to future achievement, distancing a utopian ideal from 

goal related concepts.  
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The emotive quality of utopian thought further distances change function from goals. 

The utopian object as met with ambivalence is contrasted to goals, which are felt as either 

positive or negative, not as ambivalent (Mayser, 2004). Emotive response within goal 

literature is dependent on the expectation of achievement as being favorable or unfavorable 

(Bagozzi, Baumgartner & Pieters, 1998; Carver & Scheier, 1990, 1998). It is reasonable to 

expect that utopias associated with an expectation of success could be met with positive 

feeling in change function. However, given that the path to achievement may not be certain, 

utopias are met with ambivalence. In addition to the association with mental contrasting mode 

of thought, it is expected that hope is also associated with change function as a way of 

thinking. 

Secondly, possible selves (Markus & Nurius, 1986; Markus & Ruvolo, 1989) involve 

hoped-for and feared-for future life scenarios that represent people’s ideas of what they may 

become, what they would like to become, and what they are afraid of becoming. They are the 

symbolic expression of enduring goals, aspirations, motives, fears and threats about the self. 

Like utopias, possible selves, particularly hoped-for possible selves, serve to motivate future 

behavior and provide a context to evaluate the current view of the self. Possible selves are 

also characterized by emotional tone associated with hoped for or feared for selves in the 

future, where a positive or negative emotional response is produced (positive for hoped-for 

selves, negative for feared-selves). 

Possible selves differ from utopianism in four ways. Firstly, possible selves principally 

address future-orientated selves only and do not address the tripartite temporal focus of 

utopianism, which simultaneously involves the past, present and the future. Secondly, 

possible selves as characterized as either positive or negative in emotional tone differs from 

the ambivalent, simultaneous hope and fear associated with utopian thinking. Thirdly, 

possible selves focus primarily on the individual and are more reality-based than utopian 
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thinking. Finally, utopianism is principally involved with the creation of ideal worlds as 

culturally constructed, while possible selves theory engages in limited exploration to this idea. 

While Markus and Nurius (1986) acknowledge possible selves are influenced by ‘the models, 

images and symbols provided by the media and the individual’s social experiences’ 

(1986:954), the theory does not extend analysis to the embodied nature of these images nor 

the social / cultural context as constructing possible selves, which both open and limit one’s 

education about their possible selves (McDonald & Wearing, 2013). 

Third, ideal selves is one of the three selves specified in Higgins’ (1987) theorization - 

the ideal self (who we would like to be), actual self (how we currently are) and ought self 

(how we think we should be). The ideal self comprises attributes persons would ideally like to 

posses and represent persons’ hopes, aspirations, and wishes for themselves. Supported with 

self-discrepancy theory, the ideal selves theory is associated with certain negative states. 

These can arise from discrepancies between the perceived actual and the ideal self, and the 

actual and ought self. Emotions associated with a discrepancy between the actual and ideal 

self include sadness, dissatisfaction, and depression, while a discrepancy between the actual 

and ought selves produces agitation-related emotions including self-dissatisfaction and self-

criticism.  

Within marketing literature, ideal and actual selves provide a point of exploration in 

the examination of consumer brand interactions. Brands are commonly positioned as 

congruent to the ideal self. For example, cosmetics companies communicate to consumers 

that using their brands will make them more attractive and beautiful, bringing them closer to 

realizing the ideal vision of themselves (Mälar et. al., 2011). Recent scholarship strives to 

understand the appeal of ideal and actual selves. Exploration is directed to understanding 

which self is likely to motivate brand connection - the ideal or the actual self? While there is a 

recent movement toward consumer preference for brands that represent their ‘actual’ self as a 
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representation of ‘authenticity’ (Mälar et. al., 2012), the ‘ideal’ remains important because, 

brands as representing an ideal rather than actual reality can be used as a means to self-

improvement (Boyatzis & Akrivo, 1982; Sirgy, 1982), and therefore, progress towards a 

desired utopia. 

The ideal self is similar to utopian thought in that it produces a sense of lack (i.e., 

highlights the discrepancy between the current movement and the desired future) in the 

present moment. If the discrepancy between the actual and ideal is perceived as distant, it can 

produce negative affect, which is different to the ambivalent emotional tone associated with 

utopian thinking. Utopian thinking is characterized as distant from our current realities but 

producing an ambivalent emotional response, rather than negative. In addition, like possible 

selves, ideal selves only refer to the self, rather than entire ways of living. Finally, the process 

of nominating or rating attributes in identifying ideal selves lends ideal self to representing a 

wishful thinking (Schiebe, 2005), rather than utopian thinking, which is more grounded in 

reality (Jacobsen & Tester, 2016).  

The differences between change function and goals, possible and ideal selves, change 

highlight the uniqueness of utopian function theory within the brand connection literature. 

Using a brand in change function is proposed to create a sense of closeness to the brand, 

augmented by what Bloch calls ‘the transcendent moment’ (1986:4). The transcendent 

moment is one at which a better way of living is revealed to a person. A fulfilled moment 

could include a brand encounter which produces for individuals a moment where they believe 

the brand will facilitate the achievement of a better way of living. Conversely, brands seen as 

in the way of this achievement are likely to be associated with averse brand connection, while 

ambivalence characterized with mixed emotions may be produced by brands that increase 

uncertainty about the achievement of an ideal life. 
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Thus we can expect that some individuals would have hopeful thoughts about the 

achievement of a utopian vision in change function, while others may have a low expectation 

of achievement that encourages a switch to escape or criticize function. A summary is 

provided in Table 2. 

 

Table 2 Summary Change Function 

Change 
Function is… 

Description 

Defined as: Pursuing the achievement of an ideal life. 
 

Associated 
with: 

A sense of possibility about their utopian desire despite 
uncertainty about how to achieve it; Hope. 
 

Associated 
Behaviors: 

Action to enact change in current reality. Mental contrasting mode 
of thought. May involve life planning and development. 
 

Associated 
Brand 

Connection: 

Attached: Brands that facilitate a ‘transcendent moment’ 
 
Ambivalent: Brands that create mixed thoughts by increasing 
uncertainty about how to achieve an ideal life 
 
Averse: Brands that stand in contra to an ideal life 
 
Indifferent: Brands that have nothing to do with an ideal life 

 

 

2.6.2 Escape Function 

 

Thinking means venturing beyond - Ernst Bloch, The Principle of Hope 
(1986:4) 

 

Primarily, escape function provides a withdrawal from current reality and is 

characteristic of the colloquial understanding of utopia as escapist fantasy. Individuals using 

this function hold attention on shaping the positive future only. Escape from reality into a 

desired utopia could include the current Pokémon Go craze, watching TV (Star Trek perhaps); 

consuming alcohol, drugs, confectionary, chocolate or other ‘food escape treats’; retail 
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therapy; everyday leisure; and also travel and tourism, particularly if a utopian desire exists 

elsewhere in the world within the current place and time. One can take a holiday to utopia and 

return to reality a few weeks later.  

The related mode of thought with escape function is indulging, where a person mentally 

enjoys the desired future in the here and now (Oettingen, Pak & Schnetter, 2001), holding 

their attention on the positive future only, rather than taking steps to achieve this future. This 

is the type of thinking that Oettingen (2012:6) states as typical of the self-help literature and 

coaching industry. This association to self-help literature highlights a paradox with dwelling 

mode of thought in that it is unlikely that the desired future will be realized (Oettingen, 2002, 

2012). As the focus is only on the desired future, there are no indications from present reality 

that the positive future is unrealized, and therefore expectations of success are not set. 

Individuals would then have no expectation of achievement, but may hold a positive 

emotional tone while holding a utopian vision to escape. 

The escape function finds a link to brand associations positioned to take one away from 

day to day life, such as products overtly offering an escape from current reality (such as Kit 

Kat’s ‘take a break, take a Kit Kat’, or Corona’s ‘Where you’d rather be’ campaign). It is also 

potentially associated to symbolically enriching brands should they offer individuals a chance 

to escape to a luxurious and relaxing lifestyle that is theoretically unachievable for the 

majority of the global population. 

Although ‘mode of thought’ literature positions dwelling thinking as a counter-

productive, self-defeating function, it can potentially have more forward looking and 

constructive aspect when taking into account utopian theory. Escape is characterized by Ernst 

Bloch as the function where the utopian imagination is constructed; to escape is to ‘venture 

beyond’ what is before us, and therefore begin progress toward a better way of living. This 

way of thinking extends ‘escape’ past daydreaming and fantasy by highlighting this 
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constructive element. A differentiation of escape function is drawn to daydreaming and 

fantasy.  

Firstly, daydreaming is intertwined with imagination within consumption literature 

(Illouz, 2009), and is drawn as related to experiential and hedonic consumption. Hedonic 

consumption is highlighted in the brand connection literature within emotional regulation as 

encouraging brand attachment. Singer (1975) articulates daydreaming as a shift of attention 

away from a task, chore or stimuli in the external environment turned inward, in order to 

release tension, make boredom tolerable, and increase creativity. Satre (1948) argues that 

when faced with a challenging situation where we can’t get what we want, we can transform 

the situation through our imagination in order to make it more bearable. Daydream content is 

characterized as emotionally intense and less bizarre than night dreams (Carr & Nielsen, 

2015), indicating their content as quite often mundane in nature, and revolving around 

current, prescient concerns (Klinger, 1977). Bloch distances utopian hopes from daydreaming, 

instructing us to ‘extricate ourselves from the unregulated daydream from it’s sly misuse’ and 

‘let the day dreams grow fuller, since the means they are enriching themselves around a sober 

glance...thinking means venturing beyond’ (1986:3). Here, Bloch points to the instructive, 

constructive venturing beyond of the utopian imagination as guiding progress that teaches us 

how to hope. Daydreams, in contrast, do not.  

Secondly, daydreaming has been linked to fantasy in that it encourages imagery 

potential (Singer, 1975). Fantasy is a cultural phenomenon that reflects individual desires 

(Caughey, 1984). Fantasies are described in consumer research as a place of escape and 

refuge, separated from the real world (Belk & Costa, 1998; Seregina, 2014). While fantasy 

captures the colloquial understanding of utopia as an unrealistic fantasy world, this 

interpretation lacks alignment with contemporary utopian theory. The tripartite temporal 

focus brings the past and the current ‘real’ world into the utopian concept as a first point of 
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differentiation. Secondly, utopias are presented as realizable or unrealizable in the present 

research. Third, utopias are characterized with ambivalent emotional response (the 

simultaneous presence of hope and fear) rather than exclusively positive emotions. Fantasy 

does not involve hope for realization in the future. Fantasy has been strongly connected to the 

idea of utopianism in consumption literature, in that it brings ‘a sense of being removed from 

real life and real consumption, enabling relaxation, renewal, and acceptance’ (Seregina, 

2014:21), again highlighting the emotional regulation aspect of brand connection.  

Of further consideration is the premise that fantasies can be fun, enjoyable experiences, 

as Holbrook and Hirschman (1982) discuss in the exploration of ‘Fantasies, Feelings and 

Fun’; individuals may not always use or form relationships with associated brands in a way 

that is positive. Consumers may be attached while using a brand to facilitate their escape from 

reality, but show maladaptive behaviors that are harmful to self and others, such as addictions, 

eating disorders and/or gambling (Fournier and Alvarez, 2013). At its most extreme escape 

attempts can lead to suicide, particularly when they decrease energy for self-regulation 

significantly (Vohs & Baumeister, 2000). A less dramatic but potentially harmful escape is 

also one of drinking alcohol, as a kind of temporary suicide (Russell, 2006). 

The dual focus of withdrawal from reality and construction held within this function 

brings two perspectives to attached brand connection. In escape function individuals may 

connect with a brand that assists their escape from reality. Conversely, a brand may assist in 

the constructive, imaginative element of escapism by educating ideals.  

Further implications to brand connection are drawn. As an escape from reality, the time 

taken engaging in related activities in the current cultural context can be considered ‘dead’, 

‘wasted’ or ‘killed’ time, particularly regarding leisure activities (Urry, 1994). Therefore 

brands that highlight this ‘waste’ of time are thought to encourage mixed thoughts and may be 

associated with ambivalent connections. Brands that have nothing to do with an ideal life are 



UTOPIAN FUNCTION AND BRAND CONNECTION   
 

56 

associated with indifferent brand connections. A summary of escape function is provided in 

Table 3. 

 

Table 3 Summary Escape Function 
Escape 
Function is… 

Description 

Defined as: Imagining a better reality or constructing a better reality. 
 

Associated 
with: 

Dissatisfaction with current reality; congruence with external 
reminder (such as other people or brands); or it could be a go-to 
imagination project for quiet moments in the day. 
 

Associated 
Behaviors: 

Behaviors to escape / avoid / distract oneself from reality, to 
imagine possibilities and construct an alternative reality. 
Imagination, Daydreaming, Indulging mode of thought. 
 

Associated 
Brand 

Connection(s): 

Attached: Assist escape from reality, or educate construction of a 
utopian ideal 
 
Ambivalent: conflict when the distraction from achieving an ideal 
life in escapism is brought to mind. 
 
Averse: brands that stand in contra to an ideal life 
 
Indifferent: No association with an ideal life  

 

 

2.6.3 Criticize Function 

 

Critical utopias are manifest in micro-politics of autonomous social movements 
- (Daniel & Moylan, 1997: 158) 

 

Criticize is holding a utopian vision to demonstrate just how defective the current reality 

is, to criticize it. Critical utopias are characterized as oppositional to dominant cultural 

practices (for the time and place), with a negative view on reality that hold no plan forward to 

an alternative reality. In some cases, critical utopias are developed as an act of micro-

resistance to dominant forms of cultural production (De Certeau, M; Giard, L & Mayol. P, 



UTOPIAN FUNCTION AND BRAND CONNECTION 
 

57 

1998), for example, where one makes an appeal for authenticity in response to a perception of 

inauthenticity in others. A recent example of critical utopianism was found in the ‘Brexit’ 

referendum as a rejection of globalization that was “never about having a plan.”3  

Criticize function is associated with dwelling mode of thought (Oettingen, 2001), that is 

a negative view of present reality involving ruminating, revolving thoughts (Oettingen et al., 

2001). With this dwelling mode of thought, Oettingen asserts that expectations are not set, as 

thoughts of a desired future do not designate the direction in which to change. Applying this 

to utopian function, an individual would have a negative emotional tone with no expectation 

achieving a utopian vision, if it were held to criticize current reality. Criticism is related to 

detrimental side effects including sapping of energy (Kappes & Oettingen 2011) and non-

action toward achievement of an ideal world (Oettingen, 2012). 

Criticize function challenges what is viewed as dystopian in the present moment, 

revealing an underlying tension and intertwinement between utopia and dystopia. Critical 

utopias cannot exist without dystopia. Critical utopias depart from the unified narrative 

associated with change or escape functions. They move backwards and forwards in time, they 

change character, and offer alternative futures (Levitas, 1990:198). However, to criticize is 

not necessarily negative. Criticize is the foundation of change and foremost utopian function 

(Levitas, 2013).  

The exploratory nature and lack of forward planning characteristic of critical utopias is 

thought to emphasize utopian ambivalence for individuals. As Goodwin notes, while 

individuals are likely to agree on the criticisms of the present, they are very unlikely to agree 

on a remedy for it (Goodwin & Taylor, 1983).  

Thus criticism raises consciousness of (dystopian) issues, but given the remedy is not 

readily available, does not necessarily prompt action towards. Rather, the actions associated 
                                                

3  See: http://www.theguardian.com/politics/2016/jun/26/ids-goes-off-message-brexit-labour-tears-itself-
apart . Accessed 28 June 2016. 
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with critical utopias are focused on criticizing dystopian elements of the present moment, 

rather than creating a better reality in the future.  

Brand connection for criticize function is thought to differ from change and escape 

functions. Brand attachment may occur when an individual perceives a brand to be ‘standing 

with’ them in opposition to what elements are perceived to be dystopian in current reality, or 

averse when they perceive that they reflect these elements. Ambivalent brand connection may 

be associated with brands that reflect dystopian elements of current reality but individuals 

have to use (for example, financial services such as banks). A summary of criticize function is 

shown in Table 4. 

 

Table 4 Summary Criticize Function 
Criticize Function is… Description 

Defined as: A focus on the dystopian elements of current reality. 
 

Associated with: A reminder of rejected worlds that are in current reality; 
reminder that a desired life is not in reality (right now) 
 

Purpose: To criticize current reality. 
 

Associated Behaviors: Protesting, boycott, criticism of self and others (people, 
products, organizations, nations), dwelling mode of 
thought. 
 

Associated Brand 
Connection(s): 

Attached: brands that criticize the same dystopian 
elements. 
 
Ambivalent: Brands that individuals must use but reflect 
dystopian elements. 
 
Averse: Brands that reflect dystopian elements in current 
reality. 
 
Indifferent: Brands that have nothing to do with dystopia or 
utopia. 
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2.7 Context Summary 

 

Utopianism and its relevance to understanding consumer behavior and brand connection 

are outlined in this chapter. Firstly, a definition of utopian theory was provided, showing that 

there are three distinct ‘faces’ of utopian research. This thesis is positioned within the study of 

utopian social theory. Secondly, the social and cultural construction of utopias was 

highlighted. Brands are positioned as educating the utopian imagination, particularly in 

consumption cultures. Further, the beliefs that utopias are achievable and the allocation of 

responsibility to individuals for its achievement is drawn as a socially constructed 

phenomenon that influences how people respond to utopian thoughts. Section 2.5, ‘The 

Problem of Utopia’, showed that thinking about utopia can create challenges for individuals.  

With a tri temporal focus, utopias review the past in the context of future and compare it 

to current reality. Reviewing the past in the context of future achievement is likely to induce 

ambivalence. How individuals respond to utopian thoughts is described by utopian function 

theory. These functions of change, escape or criticize are engaged when thinking about 

utopia, and this research proposes each of these functions have a differing effect on an 

individual’s relationship to a brand. Following from the function summaries presented in 

Section 2.6, for example; change function may influence strong consumer-brand bonds when 

a brand facilitates the achievement of an ideal life. Escape function may influence strong 

consumer-brand bonds when a brand withdrawal from reality and / or constructive escape 

attempts. Finally, the focus to negative aspects in reality by criticize function may influence 

brand connection to be likewise negative. 

The proposition that: (a) utopian function is influenced by how an individual feels when 

thinking about their utopia, and (b) each utopian function influences consumer-brand bonds in 

differing ways, is explored in this thesis. There are three studies proposed. The first study will 

identify utopian function, explore the differences between each function and their influence to 
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brand connection, and develop a framework for measuring the relationship between utopian 

function and consumer-brand bonds in studies two and three. The research program, 

highlighting the research problem and importance, the purpose of the research, and the 

research questions are presented in Chapter three. 
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3.0 Methodology 

 

3.1 Research Problem and Importance 

 

While marketing may be the foremost utopian influence in the contemporary world, 

there are few investigations directly addressing utopianism in consumption literature (Sherry, 

2014). Addressing this gap, this research positions the representation of an ideal as 

utopianism, and uses utopian theory as a framework for exploring consumer-brand 

connections. Utopian theory argues that individual response to utopian ideals can be classified 

into three functions of change (to change current reality to the desired future), escape (to 

escape current reality into an imagined desired future) or criticize (to criticize current reality). 

Each of these functions is associated with differing thoughts, feelings and behaviors, which 

impact brand interactions. 

The application of utopian theory allows us to explore how a consumer feels about him 

or her self’s life as a whole, and examine how this extends to their interactions with a brand 

via utopian function. This thesis contributes to brand connection literature by extending the 

current theoretical basis by examining how consumers feel about themselves and life as a 

whole when interacting with a brand. This perspective is identified as an area for contribution 

to brand connection literature (Fournier & Alvarez, 2013). Further, each utopian function can 

provide insight to both utopian (enhancing) and dystopian (detrimental) effects of brand 

connection for individuals. For example, change function may be associated with brands that 

are used purposefully for change toward a held utopian ideal. Conversely, brands may be used 

in escape function in maladaptive ways, with escape expressed via addiction and other self 

and other harmful behaviors. 

Building a strong and positive connection to consumers is important for brands.  Strong 

brand connections are seen as a pathway to positive brand outcomes such as loyalty, 
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consumer willingness to pay a price premium, acceptance of brand extensions, positive word 

of mouth, re-purchase, and recovery from brand transgressions (MacInnis et al., 2009), all of 

which lead to business profitability.   

However, strong and positive connections are the exception rather than the norm. 

Crucially, brand connection literature has provided little understanding to date as to why 

strong, positive brand connections are not always formed. The majority of brand connections 

are not strong, and the current theoretical basis is held as unsuitable for exploring weak and 

averse consumer-brand bonds (Fournier & Alvarez, 2013) 

This research offers a perspective on consumer brand bonds using a novel framework 

found in contemporary utopian theory. Utopian theory has received scant attention in the 

marketing literature, yet has the potential to offer additional understanding of brand 

connection. Utopian theory allows us to not only to acknowledge the cultural and social 

conditions that inflame idealized desires, but to examine the influence of these forces on 

individual behavior, as well. 

 

3.2 Research Purpose 

 

The purpose of this research is to argue for the relevance and application of utopian 

theory in understanding brand connection. The research program is designed as a first step in 

a line of research regarding utopianism and brands, by providing empirical evidence to the 

relationship strength and quality between utopian function and brand connection.  

Overall, this thesis aims to provide an account of utopianism in contemporary culture, 

explore and argue the utopian function process and its influence to brand connection, and in 

doing so, illustrates the importance of utopianism theory in contributing to contemporary 

marketing scholarship and practice. 
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3.3 Research Questions 

 

The core of this research explores utopia and utopian functions of change, criticize or 

escape as a process that influences brand connection, by exploring the following research 

questions: 

 

(1) Are utopian functions of change, escape and criticize evident in an individual’s 

response to their utopian thoughts?  

(2) What are the influences to utopian function?; and 

(3) Does each utopian function influence consumer brand connection? 

 

3.4 Methodology 

 

Empirical evidence is gathered from a mixed method approach. Three studies are 

developed to examine the research questions. The first study is a qualitative exploration of 

utopian thought, utopian function and brand connection. The findings from this study are used 

to develop the conceptual framework for examining consumer brand bonds, and will be 

investigated in studies two and three.  

Study two will measure utopian function, its identified influences, and measure brand 

connection. Study three will measure utopian function and brand connection for a different 

product category in order to demonstrate robustness of utopian function and brand 

connection. This third study will also manipulate utopian function. A manipulation is 

undertaken to assess if utopian function can be influenced by the way individuals are 

instructed to think about their utopia, which may have implications for brand meaning.  
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4.0 Study One 

 

In order to establish the interplay between utopia function and brand connection, 

exploratory qualitative research was undertaken. The objective of this research is to 

empirically ground the assertions made in Chapter 2 and identify utopian functions as 

influencing brand connection. Depth interviews were conducted, with a focus to (1) 

identifying utopian function, (2) exploring the influences to each utopian function; and (3) 

exploring the interplay between utopian function and brand connection.  

All data is collected in an advanced Western country, of which are identified with 

consumer culture (Arnould & Thompson, 2005) and conditions of late modernity (Bauman, 

1991, 2000). As previously discussed in Section 2.3, these are associated with individualized 

and possible utopian ideals (Jacobsen & Tester, 2016; Thompson & Žižek, 2013). 

 

4.1 Method 

 

4.1.1 Participants  

 

Participants were volunteers drawn from the postgraduate student population at The 

University of Melbourne whom responded to an online advertisement (See: Appendix 2). To 

encourage participation, a $30AUD incentive was offered. This incentive was based on norms 

for payment for interview participation (See: Wooden & Watson, 2007; Scheibe et al., 2007 

for similar incentives). 

The advertisement included a link to an online survey that volunteers were asked to 

complete in order to participate in an interview (See: Appendix 3). This recruitment 

questionnaire was designed to capture utopian ideals, expectation of achievement, age, 

availability to participate in interview, and contact details. Capturing utopian visions involved 
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a short writing task to the following question: If you could create an ideal life, what would it 

look like? Please describe below. Expectation of achievement was assessed on a 7 point 

Likert scale (1 = very unlikely, 7 = very likely) in response to the question ‘How likely do you 

think you will achieve this desired life?’ 

Forty-four responses were received from the advertisements, who were all contacted by 

the researcher via email to arrange an interview date and time. Twenty-two interviews were 

conducted, which allowed the researcher to confirm utopian thought as a motivation in brand 

connection, identify each utopian function, and establish no new data would be obtained by 

interviewing more people. The remaining twenty-two respondents did not respond to the 

researcher’s email, or did not present at the arranged interview time.  

The research was conducted during October and early November 2014. There were no 

major world or local events that may influence utopian response at that time, with no notable 

world or local events dominating news channels or everyday discourse (for example, 9/11). 

The timing of research therefore reflects everyday utopian thinking that is not unduly 

influenced by wider world events. 

Of the twenty-two research participants, the average age was 24, with an age range of 

21 to 30. There were 68% female participants. A range of nationalities were represented, the 

largest percent of participants identifying as Chinese (23%), Indian (18%) and Australian 

(14%). Non-Australian participants had typically have been living in Australia for the sole 

purpose of continuing education and have been resident for less than two years. The majority 

was single, dating or engaged (90%), while 10% were married (See: Appendix 4).  

In order to maintain anonymity of participants, all data was de-identified by coding each 

participant with a randomly allocated number. Participants (P) are referred to in this document 

by this number (i.e., P42). 
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4.1.2 Procedure  

 

The interviews were semi-structured according to a pre-prepared interview flow (See: 

Appendix 5). The flow of the questionnaire was structured over three sections.   

The first section’s intent was to understand utopian thought in everyday life and identify 

utopian function. Utopian function was explored by probing participants for the situational 

context in which they usually think of their utopia, and what usually happened when they 

thought about their utopian vision.  

The second section explored the influence utopian function has with brands. 

Participants were asked to spontaneously nominate particular brands that they associate with 

their utopia, and brands that they associate as against or in the way of their utopia. Following 

spontaneous brand nomination(s), all interviews included a projective sorting task relative to 

the spectrum of brand connection using four categories of ‘Related’ (attached), ‘Against’ 

(averse), ‘Have Nothing to Do’ (indifferent) and ‘Kind of Fit but Don’t’ (ambivalent). If a 

participant was unaware of a brand, they were instructed to categorize it to ‘indifferent’. This 

procedure is commonly used in consumer and brand association research involving the 

exploration of consumer desire (See: Belk et. al., 2003; Keller, 2008). Participants were 

requested to sort brands from a magazine provided by the researcher. There were ten 

magazines available, compiled from a list of the best-selling titles in Australia at the time of 

interview (Roy Morgan, 2014), and recommendations from two large Melbourne central 

business district news agencies that stock a broad selection of magazines. Management at 

these news agencies also vetted the final ten magazines. The magazines represented a broad 

section of interests, and are shown in Table 5. 
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Table 5 Study One Magazines available for Projective Sorting Task 
Title Publisher Issue Category 

Smith Journal* Frankie Press Vol. 12 Lifestyle 
Vogue Australia Conde Nast  October 2014 Fashion 
Better Homes & Gardens Pacific Magazines October 2014 Home & Lifestyle 
Australian Men’s Health Pacific Magazines October 2014 Health  
Woman’s Day Hearst Corporation Sept. 8, 2-14 Women’s 
The Block Glasshouse Bauer Media Inc. 2014 Interior Design 
Frankie* Frankie Press Issue 61 Lifestyle 
Renegade Collective* The Messenger Group Issue 14 Lifestyle 
Marie Claire Pacific Magazines October 2014 Fashion 

* Recommended by management at news agencies. 

 

The sorting task was undertaken for 10 to 15 minutes. As participants completed this 

task, the researcher probed for reasons why that particular brand would fit into a chosen 

category. This narrative was later used to identify reasons for allocation to each category and 

was correlated to utopian function. Following the sorting exercise, participants were then 

asked to describe commonalities between the brands they placed in each category, and 

summarize the brands in attached and averse with a few key words. If participants were 

struggling with a particular magazine or there was additional time available, a second 

magazine was selected and the process was repeated. However, most participants could easily 

undertake this task and the time allocated was adequate in all but one interview, with one 

participant (P26) who did not complete the exercise. This participant’s data is excluded from 

brand analysis. 

A total of 564 selections were made during the projective sort to each of the brand 

connection categories as per the sorting criteria described in the paragraph above. Of these, 

198 (35%) selections were made to attached, 61 (11%) were averse, 143 (25%) were 

ambivalent and 162 (28.7%) were indifferent. A summary (See: Table 6), and a full brand 

listing are provided in Appendix 6 (spontaneous sorts) and 7 (projective sorts). The magazine 

that each participant selected is also shown in Appendix 7. 
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Table 6 Study One Number of Brands Selected per Function 
Function Total Attached Averse Ambivalent Indifferent 
Change  239 80 22 61 62 
Escape  279 94 28 72 85 
Criticize 46 10 11 10 15 
All 564 198 61 143 162 
 100% 35% 11% 25% 29% 

 

Finally, the third section in the semi-structured interview guide probed participants 

about how utopian thinking makes them feel. Participants were also asked about their 

expectation of achievement (as indicated in the recruitment questionnaire); things they feel 

would have to change in the world or with them to help improve the likelihood of 

achievement; and a summary of their utopia in a few key words. These responses informed 

influences to utopian function and later cross analysis to utopian function and brand 

connection. Feelings experienced when thinking about utopia were asked at later stages of the 

interview in order for the researcher to establish a rapport with participants so that they would 

feel more comfortable and thereby reduce social desirability bias in response(s). All 

interviews concluded with the payment of the $30AUD incentive in cash provided in an 

envelope, enclosed with a thank you note from the researcher. 

The data and accompanying notations made during interview were audio recorded on an 

iPhone recording device, saved as Mp3 files and later transcribed to Microsoft word files 

(See: Appendix 8). Following transcription, reliability procedures such as peer review of 

transcripts (Morse et. al., 2002), was undertaken. 
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4.2 Findings 

 

Discussion of results is described across the following sections. Section 4.3 is 

introduced to support the assertions made regarding utopian thought in contemporary culture. 

Specifically, Section 4.3.1 provides a summary of content of ideal lives to confirm that 

desired lives are increasingly individualized; Section 4.3.2 shows construction of ideal lives is 

socially and culturally influenced; the activation of utopian thought is addressed in Section 

4.3.3, and Section 4.3.4 highlights that utopian thinking is met with ambivalence.  

With contemporary utopian thought contextualized, Section 4.4 discusses the 

identification of each utopian function, and its influences, addressing research questions one 

and two. Section 4.5 addresses research question three with findings showing utopian function 

as evident in influencing consumer relationship to brands in differing ways. The discussion 

for each function includes influences to function and emergent themes from narrative analysis 

to the projective sort. This is followed by a summary of utopian function and brand 

connection in Section 4.6. A framework of utopian function, its influences and brand 

connection as an input to studies two and three are presented. 

 

4.3 Contextualizing Utopian Thought 

 

4.3.1 The Content of Utopian Ideals 

 

Desired utopias did not differ greatly by gender, age, marital status or nationality and 

held many similarities in their content (See: Appendix 9 for a full listing). The described 

utopian ideals evoked what constitutes a ‘good life’ filled with happiness4, particularly noting 

travel, the accumulation of wealth, acquisition of a family home, a job that enables self-
                                                

4 81% of participants described eudamonic happiness. See: Appendix 10 for detail regarding the type of 
happiness participants described. 



UTOPIAN FUNCTION AND BRAND CONNECTION   
 

70 

actualization, and interconnectedness with family and friends as common themes. These 

numerous component parts assembled the utopian life as a whole and were reported as all 

equally important. For example, a fulfilling job; close family relationships; travel; houses and 

cars all held equal value. The utopia would not be achieved unless everything was achieved. 

Despite this, the majority of individuals evaluated the achievement of their ideal life as 

somewhat likely, likely or very likely to be achieved and therefore considered possible5. 

Of the twenty-two participants, four mentioned wider society (P18, 20, 28, 27), 

describing a harmonious world. An additional four participants (17, 13, 37, 16) mentioned 

contributing to charities with either time or money or both. The remainder of utopias focused 

exclusively on the individual and their close family. Participants were probed during the 

interview to explore why there was little or no mention of wider society in their utopian 

thinking. Here, eighty-one percent of participants (18 out of 22 participants) reported not 

thinking about wider society (i.e., the world) when they thought about their ideal life.  

Participants also reported focusing on their own individual lives as separate from wider social 

concerns as a point of priority. For example, contribution to charities can be made after the 

house is bought and paid for and the individual is sufficiently economically affluent.  

This strategy of separating self from society was associated with Durkheim’s (1893) 

concept of Anomie. Anomie is state in which an individual is insufficiently integrated to 

society. This lack of integration effectively leaves an individual to pursue his or her own 

interests in absentia of guidelines traditionally provided by society. The absence of societal 

directed thought reported in utopian thinking is taken as a direct consequence of cultural and 

social conditions that emphasize individual achievements over social goals. Further, anomie 

emphasized is when individuals lack access to the means for the achievement of life goals 

                                                

5 Two participants evaluated their utopian desires as ’very unlikely’. The remaining 20 participants 
indicated their utopias to be acheiveable (i.e., somewhat likely or likely). There was an average of 4.6 out of 7 in 
likelihood of achievement.  
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(Meier & Bell, 1959), which are likely to be brought to mind when an individual thinks about 

how their utopia could possibly be achieved.  

In the state of anomie, society cannot be trusted to provide a stable support and 

guidance for individuals, particularly in times of rapid social change, calling Bauman’s (2000) 

associations between liquid modernity (as characterized by rapid change) and uncertainty into 

focus. Durkheim (1893) argued that modernity encourages anomic conditions as it deceives 

individuals to think that they can depend on themselves only for the achievement of desires 

that were stimulated by affluent economic conditions. This is demonstrated by self-reports in 

this study that participants did not expect society to ‘help’ them with the achievement of their 

ideal life; it was something they had ascribed to themselves for achievement. 

Furthermore, several participants expressed a desire that the world not ‘change’, as they 

were setting their own pathway to their ideal life and they really didn’t want this playing field 

to move, as that would mean reviewing their (already uncertain) pathway to their ideal life, 

which may then be made redundant: 

 

So I don’t know if – it (society) will play an important role, but I don’t know 
how important, like in – I don’t want it to change or anything. (P16). 

 

While Levitas (2013:123) refers to this as a primitive form of utopian thinking 

associated with modern consumer societies, this observation brings into focus Bauman’s 

(2000) assertion that individuals need to develop self-flexibility and the ability to change to 

conditions (See: Section 2.5). Participants were easily able to nominate aspects of them that, 

with change, would help them navigate to their ideal life more effectively. Identified changes 

were to gain the approval of others (P0); to not get angry, frustrated or depressed (P2); to 

constantly self-monitor (P6); improve their personality (P20, 17); not be so lazy and work 
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harder (P17, 25, 43, 13); improve their appearance (P17); be more tolerant and relax more 

(P27), be more confident (P42), and to talk less and do more (P43).  

 

4.3.2 Construction of Utopian Ideals 

 

Most participants reported that they constructed their utopias independently and without 

conscious influence from external sources, highlighting the embedded nature of held desires: 

participants couldn’t locate where the content of their ideal came from, a finding of which is 

supported with reference to the extensive literatures examining the intertwined relationship 

between culture and the production of desire (See: Belk, 2003; Bourdieu, 1984; Baudrillard, 

1996; Giddens, 1991; Kozinets, 2001; McCracken, 1988). 

However, some participants were able to articulate cultural artifacts that inspired their 

utopia by noting particular movies and television programs. P13 reported her desired life was 

inspired by Disney movies; P2 cited Barbie dolls (this participant was dressed like Barbie at 

the interview, right down to the long blonde hair and pink clothing); P14 believes that her 

utopia is an aggregate of all the TV and movies she has seen over her lifetime.  

Further, participants (P15, 25, 18, 20, 42, 16) reported deliberately constructing lives 

that either emulated or distanced themselves from the lives of their parents. In these instances, 

culture-producing industries, movies and television, were again specifically highlighted as 

sources of information for constructing the ideal life with intent to distance from their parent’s 

lives. P15 quoted a television series (‘Where is Dad?’) that would inform how she would raise 

her family, including the personality that she would like them to have:  

 

… It’s a TV series it’s called ‘Where is Dad?’ …it’s a very good TV show for 
me… I (now) have the ideal children’s personality. Because I saw there were 
so many children in the TV shows, so I chose the ones I like the most, and I 
told my boyfriend: ‘I want a child like her or like him in the future’, so I will 
teach my child like that. (P15) 
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4.3.4 Utopian Thinking 

 

Participants were asked when they thought about their utopia, as this information can 

provide insight to when, where and why utopian thoughts are brought to consciousness. 

Utopian visions brought to mind frequently. They are brought to mind during quiet moments 

in the day; when making decisions / feeling stressed; or when other people in the immediate 

or virtual (online) environment prompt it into awareness.  

For example, P37 thinks about their ideal life when uncertain about what is going to 

happen in the future; P14 thinks about their ideal life when they need to make a difficult 

decision; P43 and 26 report thinking about it all the time; when P28 is watching the news; and 

P0 when they hang out with classmates ‘when they talk about their family or see their photos 

on Facebook or Instagram, with families, friends or even pets then I hope I can live the same 

life’. Most participants reported thinking of their utopia several times a day to several times a 

week, usually prompted by decision making / stress, or spontaneously in quiet moments 

during the day (See: Table 7).   

Taken with the discussion in Section 4.3.2 to the construction of utopian ideals, here we 

can see that utopias become so embedded in the individual that they are spontaneously and 

frequently brought to mind. 
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Table 7 Study One Activation of Utopian Thoughts 
Trigger for Utopian Thought Count Per Cent 
Decision Making / Stress 9 41% 
No Specific Trigger (Quiet moments in the day) 7 32% 
Others (friends, family, strangers) 3 14% 
Media 1 5% 
Travelling / Thinking about Travelling 1 5% 
Doing something they love to do 1 5% 

 

 

4.3.5 Utopian Thinking, Hope and Fear 

 

That the lack in the current moment and hope for the desired future as simultaneously 

brought to mind in utopian thinking was expected to induce mixed feelings for participants 

when they thought about their utopia. Asking participants how thinking about their utopia 

feels, for example, identified an ambivalent ‘hope-fear’ feeling: 

 

I guess it’s nice in a way, but it gives pressure, I’m not sure if its good or bad. 
It’s a bit of pressure, like what am I going to do? That kind of thing. (P1) 

Happy! I feel excited… But sometimes (I) feel uneasy because I can’t forecast 
the future, I don’t know what will the result be. (P25) 

I feel good when I imagine myself in that life, I do feel good, but at the same 
time… sometimes I feel scared about missing out. (P16) 

Just thinking of that is good I think… (pauses)…I’m under time pressure. (P29) 

 

All responses were coded as positive, ambivalent or negative. For example, mixed 

thoughts were coded as ambivalent, for example P16 quoted above as ‘good’ and ‘scared’. 

Participants that mentioned positive words only (for example, excited, or good) were coded as 

positive. This analysis revealed that 81% of participants felt ambivalent, while 19% felt 

positive (nil felt negative). This supports assertions made in Chapter two that thinking about 

utopia is predominately associated with emotional ambivalence. In addition, those that felt 
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positive were associated with hopeful thinking, and the fear that participants felt was 

characterized as uncertainty. Uncertainty was directed to two distinct areas of either 1) the 

self, or 2) the world. Further discussion to uncertainty as influencing utopian function is made 

in Section 4.5 and study one summary (See: Section 4.9). 

 

4.4 Identifying Utopian Function 

 

Analyzing participant reports of what usually happened for them when they thought 

about their utopia identified each utopian function. Of the twenty-two participants, 32% (7) 

were identified predominately with change function, 44% (11) with escape function and 18% 

(4) with criticize function.  Multiple utopian functions were reported in 70% of cases.  

This finding indicates that utopian functions are a fluid, rather than fixed response to 

utopian thinking. When this occurred, the first predominate function has been analyzed. For 

example, P14 stating they ‘mentally out themselves to 10 years’ time’ (escape function) and 

then ‘think back to this experience and make a plan’ (change function), is analyzed as escape, 

while P1 reporting that they thought about  (imagined) their ideal life until they felt better 

(escape), then returned to the task at hand (change) is also analyzed as escape.  

How each utopian function was identified is described in Sections 4.4.1 (change), 4.4.2 

(escape) and 4.4.3 (criticize). 

 

4.4.1 Identifying Change Function 

 

Eight participants discussed change function as a first response to their utopian thoughts 

about their idea life (P43, 37, 16, 27, 31, 15, 42, 26). Change participants described their 

utopia as something that they desire strongly to be ‘real’, distancing themselves from the 
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‘dreaming’ that is associated with escape function. Change function was identified by 

statements such as: 

 

I always think: ‘what I am going to do (next)? (P37) 

I don’t think I really have daydreams about it, I think and keep it realistic (and 
plan), it’s more like, because I don’t want to have this daydream and then be 
disappointed later. (P42) 

Actually I don’t like the daydreams so much I like the realistic things I think 
the objectives are there to reach and I’m not just thinking… I think it will make 
me feel like I am ridiculous if I only dream the daydreams. (P15) 

(I think) ok what can I do about it, and take an active approach because it really 
doesn’t achieve anything (otherwise). (P2) 

 

In this function, participants tried to take steps towards their utopia when it comes to 

mind, such as studying. Hope, as presented within the utopian concept (See: Section 2.5) was 

identified with change participants in that they were using their utopia as a psychological tool 

to motivate themselves on a daily basis. They held ‘hopeful thoughts’ about the future, and 

believed the actions they were taking today were contributing to future successes.  

Participants identified in this function are infused with a sense that they need to ‘do’ 

something in order to achieve the utopian vision; however, a question whether these actions 

would lead to the eventual achievement of their utopia was met with a considerable degree of 

uncertainty. These findings reinforce hope as interwoven with the utopian concept, 

particularly given that there is no hope without uncertainty (Snyder, 2000). Here, we can see 

hope in use with change function as a strategy to manage the ambivalence as associated with 

utopian thinking. 
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4.4.2 Identifying Escape Function 

 

Escape was identified as a predominate response in 44% of participants (P0, 6, 13, 17, 

29, 19, 1, 20, 14). Participants within this function described imagining their ideal life as a 

strategy intended to 1) relax or 2) energize or distract for change activities to achieve their 

ideal life. These strategies involved a variety of accompanied activities. In particular, 

shopping, watching TV, browsing social media / internet, looking at photos or working out. 

Often, these activities were related to seeking out images that reflected their utopia or 

emulated component parts of their utopia (such as shopping for clothes that ‘feel like’ their 

ideal life). 

Of the differing escape strategies, relaxing was associated with pleasant daydreaming 

and positive feeling, and usually involved returning to utopian thoughts and the same brand 

each time as escapism from the current world. For example P13 uses Disney to help her relax 

and feel better, and P0 describes how she shops for clothes that ‘feel’ like her ideal life, 

nominating Kate Spade and Haigh’s chocolates as her go-to escape brands: 

 

I just reminisce. I guess sometimes it helps me think, like if I’m trying to study 
for exams and stuff, I often listen to Disney soundtracks just because it puts me 
in a good mood I think. I look at photos or there’s just the music. (P13) 

Just before sleeping maybe I will think about my ideal life and think that 
tomorrow I go shopping… (then)  I can feel sort of happy and relaxing. (P0) 

 

However, the escape strategy of energizing and/or distraction didn’t feel as positive for 

most participants. For example, P6 feels ‘scared’ because she can’t forecast the future and 

struggled to choose next actions and P17 reports that it feels ‘messy’ to the point where he 

‘can’t deal’, and P25 wants to stop thinking: 
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(I feel) scared, I guess, like those – I think everyone kind of has that innate fear 
that you would chose something that will ultimately lead you into I guess not 
having the ideal life. Because I think at the end of the day everyone’s ideal life 
is just to be happy, like most of the time in your life, and yes, you do get scared 
and that there’s so many options and like some of them probably won’t lead 
you to be very happy, so you’re like, oh, don’t chose that one. (P6) 

When it’s messy and I can’t deal, (I) listen to music, watch TV or work out and 
that makes you feel more relaxed and then able to just to focus on that one little 
composite part. (P17) 

Shopping, watching television, without thinking anything about this. Just 
forget it, for some time. (Its) some kind of avoiding. (Then)… Just try to rank 
all the components that are important for me, which is the most important, and 
the second one, and then …How to make it come true. (P25). 

 

The strategies that produced positive feeling (daydreaming), and those that were 

associated with uncertainty produced mixed feelings; both appeared to influence brand 

connection in the same way, where participants would seek brands that felt like their ideal life 

would feel like.  

 

4.4.3 Identifying Criticize Function 

 

Generally, the majority of participants did not deliberately think about wider society 

when engaging in utopian thought (See: Section 4.3.1). Thinking about wider society is 

associated with criticize function, in that it involves dwelling thinking on dystopian elements 

in current reality. There were four participants that were identified as dwelling on current 

reality with a predominate criticize function response (P28, 41, 18, 2). These participants felt 

‘sad’ (P18), ‘desperate’ (41), ‘helpless’ (P18) and ‘scared’ (P2), as they focused to the 

perceived dystopian elements in current reality, which produced a negative affect that 

participants sought to avoid.  

These feelings were driven by the comparison of their ideal life to the current reality in 

wider society, or criticism of themselves. The feelings of ‘sad’ ‘desperate’ and ‘helpless’ were 
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made in direct relation to wider society, and their uncertainty about these societal conditions. 

However, this negative affect did not linger for participants: all reported switching to another 

function in order to alleviate negative feelings.  

For example, P28 thought about his utopian vision more often when he watched the 

news. Watching the news brought to mind an imminent dystopia that prompted this 

participant to criticize the current world. However, this made him feel hopeless as he is 

unable to do anything. He was unable to identify how to engage change function by setting a 

path to action to address these dystopian elements. Instead, to assuage his feeling of 

hopelessness, he focuses instead on what he termed his ‘smaller picture personal view’ in 

order to change to change function. Within change function, he identified things he can do in 

his everyday life for people that may need it, such as volunteering for a refuge in Melbourne. 

He reported deliberately thinking about his smaller picture view more often as it felt better, as 

dwelling on the negative was not a pleasant experience for him and he had to ‘let it go’: 

 

Makes you feel helpless in the sense that you can’t really do anything from a 
micro perspective to really make a contribution or make a difference. (So) 
…Sometimes you just have to let it go. Sometimes you can start addressing the 
problems by helping people that are close to you, close I mean geographically 
close like for – the refugees in Melbourne, the ones they are really 
disadvantaged. (P28) 

 

In another example, P18 criticized the restrictive social norms she felt in her home 

country. She wishes she could change things, but she can’t, and that makes her feel sad. This 

participant would then switch to escape mode when she realized that she cannot change the 

dystopian elements in the current reality, thus associating her ideal life with impossibility, 

citing the movie ‘The Secret Life of Walter Mitty’ as an example of her mini-day dreams. 

Alternatively, P41 criticized himself-in-the-world for not achieving more towards his 

ideal life. He criticized his age as he was getting too old to achieve, (at age 30), and described 
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feelings of anxiety he tries to get away from as soon as possible, so he can get on with the 

business of achieving it with what little time he had left. 

 

4.4.4 Summary Identification of Utopian Function  

 

Each function was identified with distinct thoughts, feelings and behaviors. Change 

function is associated with the use of a utopian vision of an ideal life to bring about change to 

current reality. Escape function is associated with using a utopian vision to withdraw from 

current reality. This can be either pure escapism that feels positive or a strategy to relax and 

construct for a switch to change function; the latter appears to be activated by an attempt to 

avoid stress and is accompanied by uncertainty. Criticize function is associated with the 

vision of an ideal life to criticize current reality. Activated by external stimuli (i.e., news), 

however it induces a feeling of hopelessness / sadness that often morphs into either escape 

(dreaming about a better world), or change (focusing on a small part of the desired world 

where the individual feels they can enact change). 

Of further consideration is that each of these functions are in a state of flux. A flow 

between functions is evident in seventy per cent of participants. The primary function 

individuals desire and the point to which most participants appear to strive is toward progress, 

towards change function. This desire for the utopia to become reality can be transformed by 

hopeful thinking to change function. Conversely, the desire for change can be transformed by 

feelings of low-hope. A lack of hope leads individuals to emphasize and experience negative 

emotions (Oettingen & Gollwitzer, 2002), which feeds into escape or criticize function. In the 

present study, this refers to (1) uncertainty about oneself or (2) feelings of uncertainty about 

society, which feeds into criticize function.  

Escape and criticize were associated with personal and social uncertainty respectively, 

as an expression of fear. Change function is associated with hope. These responses were 
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identified as feeding the interplay between each utopian function of change, escape and 

criticize. These influences will be examined further in studies two and three. Each of utopian 

functions and their identification are summarized in Table 8. 

 

Table 8 Study One Utopian Function Summary 
Function Summary 

Change 

 

Using vision of an ideal life to bring about change to current reality.  Belief that 
this life will manifest as real in the future.  

I always think: ‘what I am going to do (next)? (P37) 

 (I think) ok what can I do about it, and take an active approach because it 
really doesn’t achieve anything (otherwise). (P2) 

Escape 

 

Using vision to withdraw from current reality. Either pure escapism or an aid to 
assist relaxation and decide what to do next; the latter appears to be activated by 
an attempt to avoid stress and is accompanied by mixed feelings (uncertainty). 

When it’s messy and I can’t deal, listen to music, watch TV or work out and that 
makes you feel more relaxed and then able just to focus on that one little 
composite part. (P17) 

Shopping, watching television, without thinking anything about this. Just forget 
it, for some time. (Its) some kind of avoiding. (Then)… Just try to rank all the 
components that are important for me, which is the most important, and the 
second one, and then…How to make it come true. (P25). 

Criticize 

 

Using vision of an ideal life to criticize current reality. Activated by external 
stimuli (i.e., news), however induces a feeling of hopelessness / sadness that 
prompts a change to either escape (dreaming about a better world), or change 
(focusing on a small part of the desired world where the individual feels they 
can enact change). 

Makes you feel helpless in the sense that you can’t really do anything from a 
micro perspective to really make a contribution or make a difference. (So) 
…Sometimes you just have to let it go. (P28) 

I might have a bit of a sook 6about it…but that’s how I get into ‘ok, how do I do 
something about it’ and take an active approach because it (sooking) doesn’t 
really achieve anything. (P2) 

 

  

                                                

6 Note: Regarding the terminology of ‘sook’. The Cambridge dictionary defines ‘sook’ as a shy or not 
brave (cowardly) person. So when this participant self-reports as being a sook, they are criticizing themselves for 
not being brave enough. The colloquial understanding of this word can also mean that a sulky childish tantrum 
may also be indicated (i.e., being sooky / sooking).  
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4.5 Utopian Function and Brand Connection 

 

With each participants identified with a utopian function, the brand sort narrative from 

each was cross-referenced to their utopian function. As participants were sorting each brand 

to attached, ambivalent, indifferent and averse, the researcher probed for reasons why. These 

reasons were analyzed and categorized into themes to inform brand connection, addressing 

research question 3. Each function revealed differing reasons for sorting a brand to each brand 

connection category. 

Brand congruence emerged as the leading criteria for sorting a brand to each of the 

brand connection categories. However, there were differing requirements for congruence as 

discussed in Sections 4.5.1, 4.5.2 and 4.5.3. 

 

4.5.1 Change Function - Brand Connection 

 

Each of the brand sorts made by participants identified with predominate change 

function were analyzed. Change participants’ narrative showed an association with brands 

they sorted as attached reflect the progress that they had already made towards the 

achievement of their ideal life, and not the desired life itself per se. For example, P18 feels 

that the AppStore is related as it helps her connect, share and is great for finding stuff to help 

her with her ideal life now, and P43 discusses how handy it is to access the internet on her 

phone when she travels. Brands sorted to attached in change function thus reflected a ‘now’ 

based temporal focus for brand relations. There was one eye firmly fixed on the future, but 

brands were assessed in the context of current day-to-day life. The brands also helped 

participants feel efficient and capable in the achievement of their ideal life today. In this way, 

a brand may provide a resource for maintaining hopeful thoughts about the future. This is 

distinct from the extant brand literature addressing hope and brand meaning (MacInnis, 2005) 
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where a brand is positioned as providing a resource for the creation of hopeful thoughts. 

Further, analysis using Escalas’s (2004) narrative processing showed that there were few ‘I & 

brand’ related statements that would indicate the brand as incorporated into the self-concept 

of participant(s), indicating that brand attachment may not be strong.  

The ambivalent category was identified as a ‘waiting room’. Brands that may be needed 

for possible use in the future, but that participants were not sure about were sorted to 

ambivalent. For example: “…children’s toys? Maybe in the future… Maybe I don’t know but 

maybe in 3 to 4years” (P43) where they weren’t sure if they’ll need it or not – highlighting the 

temporal focus of ‘now’ with change participants. They feel that the brand is related to their 

ideal life, but it’s not needed as yet as they’re not reached that point in the plan. This is 

distinct from existing literature on ambivalent brand connections in that the mixed thoughts 

are not about the brand meaning directly, but are rather orientated to assessing the relevance 

of the brand now, versus the brand in the future. 

Change participants sorted to averse those brands that were detrimental to their 

achievement of an ideal life because of its association to personal insecurity (thereby reducing 

the sense that they could achieve their ideal life): “It makes me feel negative about myself. 

Louis Vuitton and Chanel are the same” (P16), indebtedness and dependence (P43), and 

included luxury fashion and apparel, health and financial services brands. As P2 states with 

the brand ‘Status Anxiety’: “I don’t like the name in the context of this conversation!”, again 

showing a propensity to assess brands in relation to the maintenance of their hopeful thinking. 

Indifferent brands were associated with brands that participants did not know (as 

instructed by the researcher), or for reasons that it’s not part of their ideal life at all. In this 

way we can see indifference is assessed as (un)associated to an ideal life, in that it is clearly 

and distinctly not part of what an individual desires. A summary of change function and brand 

connection is presented in Table 9. 
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Table 9 Study One Change Function and Brand Connection 
Brand Connection Change Function Consumer Motivation  

Attached Represents the achievements I have already made 

Ambivalent This might be needed in the future, but I don’t need it yet. 
 

Averse This brand is detrimental to my achievement of an ideal life. 

Indifferent I don’t know this brand / this is not part of my ideal life. 
 

 

4.5.2 Escape Function - Brand Connection 

 

Escape participants showed a propensity to nominate brands to attached that were 

symbolic of their desired life. A common theme from escape participants was the sorting of 

travel related brands to attached. These brands enabled them to imagine travelling in their 

mind as a form of withdrawal from reality. P20 talks about Campos coffee as “that’s me 

chilling with friends”, and “when I’m in a new place, bicycles are handy for getting around” 

(Reid cycles). Travel comprised 44% of total sorts to attached; significantly higher than any 

other group; compared to 8.5% of sorts to attached by change, and none in criticize.   

Additionally, brands were talked about in terms of the emotion that they produced for 

individuals. The emotion elicited was similar between attached brand and a desired life, 

indicating that participants selected brands to attached that evoked similar feelings that their 

ideal lives do. For example, P0 talks about the brands ‘feeling’ like their ideal life, for 

example Croft is ‘peaceful’, BOSE is nostalgic (reminds her of childhood), and P29 states 

Nike, Adidas and Sketchers shoes are like her ideal life: ‘comfortable’ and ‘affordable’. This 

emotionally-laden association is likened to a symbolic, enriching brand associations that are 

shown to produce strong brand connections (Park, et. al., 2013). Further, narrative processing 

of escape participants revealed the highest reference of any function to ‘I & Brand’ 

statements, indicating that strong attachments may be likely.  
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Escape participants sorted brands to Ambivalent when – the congruence is nearly, but 

not quite there, which resulted in mixed thoughts about a brand. For example, P0 indicates 

with Mazda: “This one is like I want to get a car in the future and red it’s a color that I like 

but it’s not a brand that I like. I like mini-cooper.”  

Reasons for sorting a brand to averse was predominately because a brand was perceived 

to be symbolically against an ideal life, in either what they represented, and distinctly from 

other groups, how the brands made them feel. P29, in sorting Audi to averse, states: “(This is) 

against my ideal life, I think it is too much to spend, it makes me feel kind of burden, 

financially and emotionally” while P0 describes Alexander McQueen as feeling “dark and 

creepy”. Participants 18 and 20, with the lowest expectation of achievement and associated 

with pleasant daydreaming strategy, both nominated brands that represent stability, in direct 

contra to the desired freedoms in their ideal lives. As P18 surmises in her nomination of bulk 

buy laundry detergent as being against her ideal life: 

 

I wouldn’t want to buy something because that would relate to me staying in 
one place for a long period of time which I don’t want to exactly, but then even 
though that would be very ideal for me to buy two cases of detergents … I 
wouldn’t go for that. (P18) 

 

Likewise, P20 describes education as “like your kids education or something, you know 

that sort of underscoring point that you are screwed and you are in one place and you’re not 

going anywhere until you’re done for the year.”  

Escape participants indicated indifferent brands were ones that they weren’t sure about 

the role that they would play in their ideal life. While they weren’t against the brand, they 

indicated there was just ‘nothing’ about it that was appealing. As P14 stated, “Like, I’m just 

very easy with all of these brands I kind of feel like they are related but I’m not that invested” 
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and P20 “not against, just nothing, not interested”. Table 10 provides a summary of 

identified brand connection themes for escape function. 

 

Table 10 Study One Escape Function and Brand Connection 
Brand Connection Escape Function Consumer Motivation  

Attached This brand helps me imagine / feels like my ideal 
life. 
 

Ambivalent I have a preferred other brand / this brand is 
misleading. 
 

Averse This brand makes me feel uncomfortable. 
 

Indifferent I’m not sure the role this brand could play. 
 

 

4.5.3 Criticize Function - Brand Connection 

 

Criticize participants described how brands were sorted to attached in order to make the 

world more tolerable. For example, P28 describes eating breakfast foods ‘very nice (to have a 

relaxing) breakfast in the morning, (in my ideal life) I’m not rushing in the morning, I’m 

waking up late, that’s the time to have a really good breakfast, and to be able to enjoy the 

morning sunshine’. In this way, the brand provides resources for emotional regulation, and to 

assist the change from criticize function, to escape or change function. For example, P41 

discussing Corona: ‘Where people are sitting, relaxed … I mean it’s exactly what I’m talking 

about’, indicating brand association to relax (escape function). P2 describes how luxury 

brands Dior, Lancôme, Chanel and Prada represent their ideal life, but there is a stressful 

association for them now, highlighting the lack in the present moment in which they are 

dwelling their attention on: 
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It’s a signal of achievement in the future, of luxury. And I would hope that 
there is an element of that in my ideal life. (Researcher asks how the brand 
feels now)… it would probably make me feel more neurotic, because it has this 
association to money but if I’d already achieved that, then perhaps it would 
make me feel content. Does that make sense without achieving that point it 
would probably be more of a stress association, but if I’d achieved and money 
was in excess, then I would be content. (P2) 

 

Criticize participants nominated brands to averse brand connection that were 

detrimental to self and crucially, others. No participants in change or escape function sorted 

brands to averse for this reason. The brands sorted included diet food and beverages, 

cigarettes, and ‘harmful’ corporations. For example, P28 is “against corporates who use 

harmful ingredients to make their food”. An association to what the participant perceived to 

be dystopian about the present moment produced the aversion. 

Ambivalent brands were identified by the brand being perceived as close, but not quite 

fitting into an ideal life. Reasons identified for criticize function that were distinct from other 

functions was the issue of trust. When a brand wasn’t trusted, it was sorted to Ambivalent. 

For example, P2 stated: “It’s trying to reflect, you can imagine the message, but the result is 

not the same in real life, so you just are basically lying to consumers to get your product and 

to get profit out of them.” Again, we can see that brands are assessed in relation to the 

negative aspects of current reality, one that is laced with mistrust. 

Overall, three of the four brand sort categories had brands sorted that participants 

‘distrusted’, indicating a propensity to criticize brands. As stated by P2, talking about Tony 

and Guy’s deceitful practices with their supermarket range of hair products: 
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Tony and Guy, I’m going to say that’s here (Indifferent) and that’s because 
their in-salon products are really good, but the ones that are actually sold in 
Safeway and whatnot like Woolworths and Coles are actually pretty crap.  
They don’t have as high quality ingredients, but they’re sold under that brand 
name, so people think they’re good, but it’s not the same stuff, and people like 
us will know because we know about all the subsidiary brands and whatnot, but 
a lot of people don’t know Unilever owns different brands, they have no idea 
about that. (P2) 

 

Criticize participants discussed how the brand was an unrelated to their ideal life in 

indifferent, and how they are just ‘not interested’ – and again, similar to Ambivalent and 

Averse, how the brand was not trusted. A summary of brand connection themes is provided in 

Table 11. 

 

Table 11 Study One Criticize Function and Brand Connection 
Brand Connection Criticize Function and Consumer Motivation  

Attached This brand makes the current reality more tolerable. 
 

Ambivalent I don’t trust this brand. 
 

Averse This brand is involved in harmful practices / I don’t 
trust this brand. 

Indifferent I don’t trust this brand. 
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4.6 Discussion Study One 

 

This study explored the interplay between utopia and brand connection. It focused on 

identifying utopian function, and examined utopian function influence to brand connection. 

The results provide support to the thesis that utopian ideals and function influences brand 

connection, and are a strong starting point for further research in studies two and three. 

Summary sections 4.6.1 and 4.6.2 are provided in support of research questions 1, 2 and 3. 

  

4.6.1 Utopian Function and Brand Connection Summary 

 

Each utopian function was analyzed for associations with each brand connection 

category. There were differences shown between function(s). In change, participants 

exhibited an attachment to brands that represented achievements already made towards their 

ideal life. Escape participants sought symbolic brands that represented or felt like their utopia. 

In criticize, participants showed an attached connection to brands that made current reality 

more tolerable by being relaxing and calming.  

Averse connections were assessed in direct relation to utopian vision content across all 

functions. Brands were sorted to averse when they were incongruent to an ideal life. There 

were identifiable differences between functions. Change indicated averse brands that are 

detrimental (disabling) to the achievement of their ideal life, escape participants, identified 

averse brands as those that represented strong opposition to values in their ideal lives, while 

criticize individuals nominated averse brands that were detrimental to self and others.  

Ambivalent connections, like attached and averse, were assessed in direct relation to 

utopian vision content across all functions. A brand is ambivalent when it is not quite fitting 

into an ideal life. However, variances were shown between functions. Change function placed 
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brands in ambivalent as a ‘waiting room’ for possible use in the future, while criticize also 

sorted untrusted brands to Ambivalent. 

Indifferent connections were brands that had nothing to do with an ideal life. In 

addition, reasons varied between functions. Change indicated brands they didn’t know; 

escape indicated brands that were not in their ideal lives. In addition, criticize function 

indicated brands that they don’t trust. A summary is presented in Table 12. 

 

Table 12 Study One Utopian Function and Brand Connection Summary 
Function Attached Ambivalent Averse Indifferent 

Change Represents 
achievements I 
have already 
made. 

 

This might help 
me in the future, 
but I don’t need it 
yet. 

This brand is 
detrimental to my 
achievement of 
an ideal life. 

 

I don’t know this 
brand. 

Escape This brand helps 
me imagine / 
feels like my 
ideal life. 

 

I have a preferred 
other brand / this 
brand is 
misleading. 

This brand makes 
me feel 
uncomfortable. 

I’m not sure the 
role this brand 
could play. 

Criticize This brand makes 
the current reality 
more tolerable. 

I don’t trust this 
brand. 

This brand is 
involved in 
harmful practices. 
I don’t trust this 
brand. 

 

I don’t trust this 
brand. 

 

 

  



UTOPIAN FUNCTION AND BRAND CONNECTION 
 

91 

4.7 Conceptual Framework 

 

The findings from this study informed the evolution of the conceptualization presented 

in Figure 3. This conceptual framework shows that utopian thought is met firstly with a 

response characterized as hopeful, personally uncertain and / or socially uncertain. These 

responses influenced each utopian function of change, escape and criticize. Hope, social and 

personal uncertainty will be explored further in studies two and three as influencing each 

utopian function.  

Further, brand congruence was found to be a precursor to brand connection. All brand 

sorts in this study were made on the basis of brand congruence, which informed the 

categorization to attached, ambivalent, averse and indifferent. Held utopian ideals, while 

similar in macro content showed a high level of specificity in micro details. There were 

specific aesthetic qualities for each participant’s utopian ideal that was not shared by other 

participants, revealed in the finding that no single brand was spontaneously nominated by 

participants as representing the ideal. Brand congruence was interweaved to each brand 

connection category. 

However, desired congruence differed between each function. Change, as associated 

with a reflection of achievements already made, assessed brand congruence to the present 

moment and is associated with weaker brand connection. Escape, with a focus to future 

achievement, focused brands symbolic of the future, showing stronger brand attachment with 

a more ‘I & Brand’ statements than other function. Lastly, criticize function assessed brand 

congruence to the dystopian elements in current reality, and sought brands that alleviated the 

feeling of sadness of helplessness that accompanies their thoughts.   

There were indications that brand connection is strongest with escape function, weaker 

with change function and perhaps weaker or even aversive in criticize function; however, 

these observations will be measured in studies two and three. 
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Figure 3 Study One Conceptual Map of Function and Brand Connection 
 

 

 

4.7.1 Limitations  

 

Insights gained from this study were applied to the construction of a framework for 

exploring utopian function, influences to utopian function, and brand connection. However, 

limitations are identified.  

The projective sort was used to identify brand connection with corresponding narrative 

analyzed to construct associated themes. However, due to the ambivalent and indifferent 

association with a brand, little narrative was available for analysis, particularly for indifferent 

brand connections. Narrative was limited to statements such as ‘nothing’ or ‘it has nothing to 

do with my ideal life’. While these comments can be taken as a reflection of indifference and / 

or ambivalence, and highlight how brand connection is associated to the assessment of 

congruence to an ideal, the method used was not optimal for identifying additional underlying 

themes for indifferent ‘in the middle’ brand associations.  

Further, the approach in study one could have been improved by the inclusion of a 

qualitative guide to identifying hope. A guide to conducting hope assessments during depth 
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interviews was identified a considerable length of time after research was conducted. Hope is 

identified here as interwoven with change function as the motivational force that infuses daily 

activities towards a utopian desire. Using this guide would have proved helpful in grounding 

hope as a key utopian emotional response associated with change; instead the researcher 

identified via narrative analysis and interpretation of reported actions and body language. The 

qualitative guide for depth interviews can be found in Snyder’s ‘Handbook of Hope’ (2000). 

However, Snyder’s (2000) measurement of hope is used in Studies two and three, and will 

empirically support the findings made from this conceptually grounding study. 

Finally, the sample was drawn from the post-graduate student population at a 

University, and may not reflect the views of the general population who do not have a higher 

degree. The education participants were receiving was strongly believed to provide them with 

advantages in achieving a desired life. As a result, their feelings of uncertainty about the 

future may be less than the general population and change function may be emphasized. 

However, studies two and study three will empirically explore utopian function, uncertainty, 

hope and brand across a sample reflective of the Australian population, thereby aiming to 

demonstrate the applicability of utopian function across consumer segments. 
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5.0 Study Two 

 

Study two empirically examines the relationships presented in Figure 3 (See: Section 

4.7). Two stages were employed. Firstly, individual factors hypothesized to influence utopian 

function were analyzed. To do this, the three utopian functions of change, criticize and escape 

were measured, in addition to measures of individual hope, uncertainty about society and 

personal uncertainty. Secondly, the relations between utopian function, brand congruence and 

brand connection were examined. 

 

5.1 Method 

 

5.1.1 Participants  

 

An online survey was completed by 210 adult participants over 21 years of age. They 

were sourced from the general population in Australia whom participated in an online panel 

managed by Qualtrics. Data for study two was collected in late November 2015. As with 

study one, no international news events are believed to have influenced this sample. All data 

was available for analysis by 3rd December. On this day a mass shooting in San Bernardino, 

California occurred7; however as data was already collected it would not have affected this 

sample. 

 

5.1.3 Procedure 

 

Participants were asked firstly to perform a short writing task describing their ideal life. 

They were required to indicate (1) if they felt this ideal life was possible or impossible, and 
                                                

7See Australian Broadcasting Corporation (ABC) News Coverage at: http://www.abc.net.au/news/2015-
12-03/suspects-killed-after-14-shot-dead-california/6996510 
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(2) how they felt when they thought about their ideal life by identifying positive, negative or 

ambivalent (mixed) feelings.  

Participants were then asked to complete a questionnaire consisting of the measures as 

listed in Table 13. The order in which these measures were presented was hope, personal 

uncertainty, social uncertainty, utopian function, brand congruence and brand connection. All 

scales used demonstrate acceptable levels of reliability. 

 

Table 13 Study Two Scale Summary 
 Scale Items Reliability (α) 
 Utopian 

Function 
A nine-item scale developed by Fernando and 
colleagues (n.d) was used to identify utopian function. 
Participants were asked to think about their ideal life 
and rate the extent to which their usual reaction to their 
utopian thinking is on a 7 point scale (1 = not at all me, 
7 = perfectly me). This scale assessed utopian functions 
of change (3 items, for example ‘I feel like doing 
something to achieve my ideal life’), criticize (3 items, 
for example ‘I feel there are so many things wrong 
with my current life’) and escape (3 items, for example 
‘I feel like forgetting about the current world’).  
 

Criticize = .79; 
Change = .86; 
Escape = .94 
(Fernando et. al., 
n.d.) 

 Hope Participants completed the Adult State Hope Scale 
(Snyder, 2000) in order to assess their ability to set a 
pathway to a desired future, and their ability to 
motivate oneself to action. This scale consists of 6 
items identifying pathway (3 items, for example ‘I can 
think of many ways to get the things in life that are 
most important to me’), and agency (3 items, for 
example ‘I energetically pursue my goals’). These 
items were measured on an 8 point scale of 1 = 
Definitely False, 8 = Definitely True.  
 

Overall = .74–.88 
Agency = .70–.84 
Pathway = .63–
.86  
(Snyder, 2002). 

 Social 
Uncertainty  

Uncertainty about society was measured using 
McClosky and Shaar’s (1965) Anomy scale. This scale 
consists of 9 items on a 7 point scale (1 = ‘Not at all’, 7 
= ‘Completely’), for example ‘Everything changes so 
quickly these days that I often have trouble deciding 
which are the right rules to follow’. This scale has also 
been used in previous consumer research (See: Chang 
& Arkin, 2002; Pruden & Longman, 1972), and assess 
the degree to which individuals feel society provides a 
dependable social order in which they can trust 
(McCloskey, 1965). 

.77 (McClosky & 
Shaar, 1965) 
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 Scale 
(cont’d) 

Items Reliability (α) 

 Personal 
Uncertainty 

Personal uncertainty was assessed using Oleson and 
colleagues (2000) Self-Doubt Scale. This scale has 
been used in prior marketing and brand connection 
research to assess personal uncertainty (See: 
Rindfliesch, Burroughs & Wong, 2009). The scale 
contains eight items that assess an individual’s level of 
uncertainty regarding their personal skills and abilities 
(for example; more often that not I feel unsure of my 
abilities). 
 

.82 to .83 (Oleson 
et. al., 2000) 

 Brand 
Connection 

Brand Connection was measured using the AA Model 
of Brand Relationship (Park et. al., 2013), consisting of 
4 items on an 11 point scale (1 = ‘Not at all’, 11 = 
‘Completely’). These items ask the extent to which you 
feel personally connected to the brand; and thoughts 
about the brand are natural and instant (for example; to 
what extent do you feel that you are personally 
connected to this brand?). This scale is also the first in 
Brand Connection literature that identifies both 
positive and negative brand relationships. (Park et. al., 
2013) 
 

.87 (Park et. al., 
2013) 

 Brand 
Congruence 

Congruence of a brand to an ideal life was assessed 
using Barsalous’s (1983, 1985) goal derived goodness-
of-fit measurement. Items on this scale were developed 
to be context specific for a known goal and a brand, as 
used within marketing literature by Martin and Stewart 
(2005). For example the scale items are structured: 
“How well does X exemplify Y?”. In this study, 3 items 
were used to assess brand fit (for example, “How 
consistent is <brand> with your ideal life?”) on an 11 
point scale (1 = ‘Not at all’, 11 = ‘Completely’).  
 

.70 (Martin & 
Stewart, 2001) 

 

The brand used in the survey instrument assesses the mobile phone that participants 

either use or own. This category-level approach has been used in prior brand connection 

research (See: Rindfleisch, Burroughs & Wong, 2009), whereby mobile phone brands (iPhone 

in particular) have been a common brand to assess brand relationship and connection (See: 

Park et. al, 2013). Mobile phone brands were sorted across all brand connection(s) to 

attached, ambivalent, averse and indifferent categories from Study one. This product category 

was appropriate to apply as mobile phone usage in Australia is high, with 133 handsets per 
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100 people (World Bank Data, 2009). This indicates that most participants across all ages 

would be able to identify their mobile phone brand and respond to brand connection scales. 

Participants were asked to indicate their age, as this demographic indicator may be 

associated with brand connection. Prior brand connection studies show that older people 

display stronger brand connections (Kleine & Baker, 2004; Park et. al., 2013). The survey 

concludes with gender, education level attained, annual household pre-tax income, and 

ethnicity of participants. A full copy of the survey is provided in Appendix 11. 

 

5.2 Results 

 

5.2.1 Data screening 

 

There were no incomplete or missing data cases or outliers; however five cases were 

removed due to nonsensical response(s) written for the question ‘Please describe your ideal 

life’. For example, responses containing non-words / gibberish such as ‘xxxisisisizzzy’ were 

removed. One case was removed due to the mobile phone brand used was indicated as ‘I 

don’t know’. Three further cases were removed for straight-line responses to over eighty 

percent of scales in the survey instrument. This left a final usable sample size of 201.  

 

5.2.2 Summary Statistics 

 

The sample was compared to current census data (ABS, 2009) on several socio-

demographic indicators. This showed an alignment to current census data, and is therefore 

considered reflective of the Australian population. Of the 201 participants, 27.4% were aged 

20 to 34; 37.8% were aged 35 to 54 years; and 34.8% were aged 54 years or over. There were 

52.5% female participants. 48% of participant households earned $67,999 or less per year pre-
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tax; 43.8% of participants had received to high school certificate education or less, while a 

further 44.8% had attended some university or achieved a Bachelor degree. The majority of 

this sample identified as White / Caucasian (86.1%), with 10.9% identifying as Asian / South 

Asian. 

The mobile phone brand nominated by the most number of participants as the brand 

they own or use was Samsung (39.3%), followed by iPhone (31.8%) and Nokia (15.4%). The 

remaining brands were HTC (3.5%), Telstra (2.5%), LG (2.5%), Sony (2%), Huawei (1%), 

ZTE (.5%) and Pendo (.5%). 

 

5.3 Preliminary Analysis 

 

The u-shape conceptualization of brand connection developed by Park and colleagues 

(2013) was explored. It was expected that the two measures of brand connection, which are 

Brand Prominence (cognitive accessibility) and Closeness (or distant) to self would reflect a 

u-shape scatterplot correlation with these variables, enabling exploration to attached, averse, 

ambivalent and indifferent brand connections as described earlier (See: Section 1.3). As 

shown in Figure 4, results from this study do not identify a u-shape. Instead, a linear 

relationship between these variables was identified.  As a result, the identification of averse, 

ambivalent and indifferent connections is not available in this study, and the variables were 

collapsed together to measure brand ‘strength’ (‘weak’ versus ‘strong’) rather than the 

theorized brand connection categories of  ‘attached’, ‘averse’, indifferent’ and ‘ambivalent’. 
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Figure 4 Study Two Brand Connection (AA Model of Brand Relationship) 
 

 

5.4 Analysis 

 

The data was analyzed in two steps. Firstly, factor analysis was undertaken to validate 

the measures, and then SEM was conducted to test the conceptual model as identified in 

Study one. Two factor analyses were conducted. The first was exploratory factor analysis 

(EFA) to assess expected underlying factors. The second factor analysis was confirmatory 

factor analysis (CFA). Both these were analyzed using SPSS and AMOS (version 21).   

 

5.4.1 Exploratory Factor Analysis 

 

Firstly, all items were subjected to a principal component analysis followed by oblimin 

rotation. An oblique rotation method was used as it allows expected factors to correlate; 

orthogonal rotation methods (such as varimax), may produce factors that are uncorrelated 
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(Osborne & Costello, 2009). Further, oblique rotation should theoretically render a more 

accurate, and perhaps more reproducible solution (Osborne & Costello, 2009). 

Items that cross loaded or showed low factor loadings (<.50) (as per Hair et. al., 2014), 

were eliminated from analysis. The remaining items were again interested into a principal 

components analysis with oblimin rotation. The factor loadings are reported in Appendix 12. 

The diagonals of the anti-image correlation matrix were all over .5, supporting the inclusion 

of each item in the factor analysis. These items correlated at least .5 with at least one other 

item, suggesting reasonable factorability. The Kaiser-Meyer-Olkin measure of sampling 

adequacy was .84, above the recommended value of .6, and Bartlett’s test of sphericity was 

significant (χ2 (351) = 3399, p < .001). 

The items that loaded on a factor that corresponded to the construct of interest were then 

subjected to a reliability analysis. Reliability indexes (Cronbach’s α) were above .70 

(Nunnally, 1978), indicating that these items are internally consistent and reliable. Reliability, 

means and standard deviations are reported in Table 14. 

 

Table 14 Study Two Reliability (Cronbach’s α), Means and Standard Deviations 
Measure  α Mean SD 
Hope  .84 5.48 1.15 
Personal Uncertainty  .86 6.15 2.49 
Social Uncertainty  .81 7.18 2.16 
Change Function  .80 4.63 1.13 
Escape Function  .70 4.13 1.42 
Criticize Function  .76 4.53 1.36 
Brand Congruence  .93 6.57 2.54 
Brand Connection  .95 5.75 2.75 
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5.4.2 Confirmatory Factor Analysis 

 

A confirmatory factor analysis (CFA) was undertaken to validate those items retained as 

a result of the EFA and their latent constructs identified in the EFA. The latent variables with 

items for Utopian Functions of change, escape and criticize, hope, social uncertainty, personal 

uncertainty, brand connection and brand congruence were examined. These latent variables 

were correlated with one another. Fit indices have satisfied acceptable criteria (Byrne, 1994; 

Hair et. al., 2014), showing at least one absolute fit index and one incremental fit index fit 

(Hair et. al., 2014:630) to specified cut off criteria (Hair et. al., 2014; Fornell & Larker, 1981; 

Bagozzi & Philips, 1991). Chi-Square (χ2) = 391.994 with 247 degrees of freedom (df), p < 

.001). The root mean square error of approximation (RMSEA) =.054 is closer to zero and 

below the cut-off of .80; the comparative fit index (CFI) =.95 is above .90; CMIN (as named 

in AMOS χ2/ Df, known as normed chi-square) is 1.59, below 3.  

Standardized regression weights are all above the acceptable minimum of .50. (Hair et. 

al., 2014) (See: Appendix 13). The average variance extracted (AVE) all exceed .50 and the 

reliability estimates (CR) all exceed .70. Therefore, all items are retained and adequate 

evidence of convergent validity is provided. The correlation matrix is provided in Table 15. 

 

Table 15 Study Two CFA - Correlation Matrix  
  1 2 3 4 5 6 7 8 
1 Hope 1        
2 Personal Uncertainty -0.39** 1       
3 Social Uncertainty -0.04 0.35** 1      
4 Change 0.20** 0.24** 0.24** 1     
5 Escape -0.29** 0.52** 0.36** 0.42** 1    
6 Criticize -0.24** 0.37** 0.39** 0.55** 0.59** 1   
7 Brand Congruence 0.25** 0.04 0.29** 0.07 0.25* 0.01 1  
8 Brand Connection 0.23* 0.16* 0.16* 0.12 0.27** -0.04 0.77** 1 
Note: Significance: p=<.01**, p=<.05* 
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Comparing AVE values to the correlation estimates shows that all extracted variances 

(AVE) are higher than the correlation estimates, providing additional evidence of discriminant 

validity. Additional diagnostic information is provided by analysis of the standardized 

residuals, which are individual differences between observed co-variances and the fitted 

covariance. The better the fit, the smaller the residual, with a suggested cut-off by Hair and 

colleagues (2014) of +/- 4.0. All standardized residuals in this model are closer to zero and 

between the range of -2.5 to 2.5. 

 

5.4.3 Bias Testing 

 

As self-report surveys are susceptible to common method variance, items were tested 

for Common Method Bias (CMB). Harmen’s single factor test (Podsakoff et. al., 2003) was 

used. In a factor analysis, all items were forced to load onto a single factor. The total variance 

explained from this procedure was 24%, below the recommended 50%, indicating that 

common method bias has not impaired data analysis. 

 

5.5 Structural Model 

 

The structural model was then examined to explore relationships between the constructs 

identified in Study 1 framework. Each latent variable is defined by at least two indicators as 

identified in EFA and CFA, and each indicator is intended as an estimate of only one latent 

variable. Fit indices for the structural model have also satisfied acceptable criteria (Byrne, 

1994; Hair et. al., 2014). (Chi-Square χ2 = 613, df = 313, p < .001, RMSEA =.07; CFI =.91; 

CMIN = 1.96). The structural model, with standardized regression weights, is shown in 

Figure 5. Standardized path estimates are shown in Table 16.  
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As shown, the relationship between brand congruence and change is not significant, 

while the relationship between Brand congruence and escape is positive and significant. 

Brand Congruence and criticize show a negative relationship. 

With the influences to each utopian function, we can see that hope has a significant 

effect on change only. Personal uncertainty is significantly related to all utopian functions, as 

does social uncertainty. 

 

Figure 5 Study Two Structural Model 
 

 
 
Note: Significance: p=<.01**, p=<.05*. Standardized solution, significant paths only shown. 
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Table 16 Study Two Standardized Estimates 
Standardized Path Estimate  p 

Hope -> Change .34 <.001** 
Hope -> Escape .03 .756 
Hope -> Criticize -.11 .231 
Personal Uncertainty -> Change .33 <.001** 
Personal Uncertainty -> Escape .48 <.001** 
Personal Uncertainty -> Criticize .24 .011* 
Social Uncertainty -> Change .20 .023* 
Social Uncertainty -> Escape .30 <.001** 
Social Uncertainty -> Criticize .31 <.001** 
Change -> Brand Congruence .05 .511 
Escape -> Brand Congruence .39 <.001** 
Criticize -> Brand Congruence -.21 .016* 
Brand Congruence -> Brand Connection .78 <.001** 
Hope <-> Personal Uncertainty -.08 <.001** 
Hope <-> Social Uncertainty -.38 .363 
Personal Uncertainty <-> Social Uncertainty .35 <.001** 

Note: Significance: p=<.01**, p=<.05* 
 

 

5.6 Additional Analysis 

 

5.6.1 Interaction Effect Between Functions and Socio-Demographic Variables 

 

Next, the generality of the model across market segments was examined by checking to 

see if interaction effects between functions and a number of different socio-demographic 

variables were significant on brand congruence. It was surmised that if the function-brand 

congruence relationship differed across market segments (such as men and women), a 

relevant demographic variable (e.g., gender) would moderate this relationship. This would 

therefore show a significant interaction effect between function and this demographic 

variable. The interaction effects of socio-demographic indicators of marital status, education, 

age, household income and gender were all examined as they are common marketing 

variables of interest used in market segmentation. Race was not included, as 86.1% of the 

sample identified as white / Caucasian.  
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A general linear model analysis was conducted in which the dependent variable was 

brand congruence and the predictors included the main effects of gender and the three 

functions, as well as the interaction effects of gender and each of the functions. The gender x 

criticize interaction was significant [F(1,193) = 4.202, p = .042)], suggesting that men and 

women show different relationships between criticism and brand congruence. Simple slope 

analyses were conducted. For men, the slope for criticize was significant at B = -.601, t =-

2.53, p = .012, whereas it was nonsignificant for women, B = .043, t = .21, p = .83. 

A comparable general linear model analysis was conducted for marital status (of single, 

or married / living with partner), age (age was two groups, with a high age group of 45 and 

older, and a low age group of 21 to 44 years of age), education level achieved (education was 

two groups of highest education level received as high school, the other university degree or 

higher) and household income (household income was median split to two groups, high 

income of $67,999 or higher, and low income of less than $67,998). However, none of the 

interaction effects involving these demographic variables were significant (all F < 2.914 ; p = 

> .088). 

Combined, these results show that criticize function has a negative influence on brand 

congruence among men; this was not the case for women. The relationship between the 

utopian functions of change and escape to brand congruence are not influenced by any of the 

socio-demographic variables that were examined. 
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5.7 Discussion Study Two 

 

This study empirically examined the relationships in the conceptual framework 

presented in study one. The results are consistent with the proposition that utopian function is 

associated with hope and uncertainty. Hope is only associated with change function, while 

personal and social uncertainty influence all three utopian functions. Personal uncertainty 

shows a significant positive effect to escape function, supporting the assertion that escape is 

strongly influenced by feelings of personal uncertainty about choosing the ‘correct’ path and 

that individuals themselves are responsible for achieving this path. Criticize function is 

strongly influenced by both personal and social uncertainty, which is reflective of the critical 

focus to the current world, and self in the world as uncovered in study one. 

Of the utopian functions, escape shows a significant positive effect to brand 

congruence, indicating strong connection, while criticize shows a significant negative effect, 

indicating weak brand connection. Change function shows no significant relationship to brand 

congruence. Combined, these findings support the assertion that each utopian function holds 

differing effect(s) to consumer relationships with brands. 

Analysis was conducted of education, household income, education level achieved and 

age confirmed that they do not interact with utopian function and brand congruence. The 

examination of the interaction effect of gender and criticize function on brand congruence 

showed that criticize function has a negative effect to brand congruence among males, while 

this was not the case among females. These findings somewhat fit the stereotype of ‘grumpy 

men’ who hold a negative worldview in criticize function, and are extending this negative 

world view to objects, such as brands. All other socio-demographic variables of interest (age, 

income, marital status and education) did not influence the relationship between each utopian 

function and brand congruence, thus demonstrating the generalizability of the utopian 

function framework across market segments. 
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6.0 Study Three  

 

In study two, utopian functions were measured and shown that they are influenced by 

hope, personal uncertainty and social uncertainty. In turn, utopian functions of escape and 

criticize were shown to positively and negatively influence brand connection, respectively. 

Study three experimentally manipulates utopian function. A manipulation is undertaken to 

assess if utopian function can be influenced by the way individuals are instructed to think 

about their utopia, which has further implications for brand meaning and communication in 

educating utopian desires. In this study, a different product category is used in order to 

demonstrate the robustness of utopian function’s influence on brand connection.  

 

6.1 Method 

 

6.1.1 Participants.  

 

An online survey was completed by 1,000 adult participants aged over 21 years. They 

were sourced from the general population in Australia whom participated in an online panel 

managed by Toluna Group International. Data for study three was collected in mid to late 

April 2016. No major international news events occurred during this time period, again 

ensuring that the data sample was not influenced by world events. 

 

6.1.2 Materials.  

 

The same key measures used in study two were incorporated into this survey. The scales 

of hope, personal uncertainty, social uncertainty, utopian function, brand connection and 

brand congruence were used (See: Section 5.1.3). 
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6.1.3 Procedure  

 

Participants firstly completed the hope, personal and social uncertainty scales before the 

experimental manipulation. The scales were measured prior to manipulation, as they are trait 

scales that should not be affected by experimental manipulation.  

For the experimental manipulation, all participants were asked to perform a short 

writing task describing their ideal life. Then participants were randomly assigned to one of 

three experimental conditions, each designed to tap into each of the utopian functions or a 

control. The experimental conditions are change, escape and criticize. 

For the change condition, participants were asked: “Please list four things that you can 

do to achieve your ideal life. Please answer all four. Please elaborate as much as possible, 

but try to spend no more than 5 minutes completing this question.” Each participant then 

completed the utopian function scale. 

For the escape condition, participants were asked: “Please list four positive things about 

your ideal life. These are positive things that feel good when you think about your ideal life. 

Please elaborate as much as possible, buy try to spend no more than 5 minutes completing 

this question.” Each participant then completed the utopian function scale. 

For the criticize condition, participants were asked: “Please list four things that stand in 

the way of you achieving your ideal life. These are negative things that stand in the way. 

Please elaborate as much as possible, but try to spend no more than 5 minutes completing 

this question.” Each participant then completed the utopian function scale. 

For the control condition, participants were asked to complete the utopian function scale 

and there was no associated task.   

All participants then completed a series of brand and brand connection scales. The 

brand category chosen for this experiment was Sportswear. This product category was  



UTOPIAN FUNCTION AND BRAND CONNECTION 
 

109 

appropriate to apply because each household in Australia spends approximately $123.24 on 

sporting goods and equipment each year, and population brand awareness of sportswear 

brands such as Nike, Adidas, Puma, Reebok, Bonds and Asics are above 75% (Australian 

Sporting Goods Association, 2016). This indicates that most participants across all ages 

would be able to identify with a sportswear brand and respond to brand connection scales. 

The survey concluded with age, gender, education level attained, annual household pre-tax 

income, and ethnicity of participants. A full copy of the survey is provided in Appendix 14. 

 

6.2 Pilot 

 

A pilot study was conducted to test manipulation conditions prior to full launch. A total 

of 168 responses were collected from adult participants aged over 21 years of age, from the 

general population in Australia whom participated in an online panel managed by Toluna 

Group International.  

This pilot suggested that minor modifications were necessary to the manipulation to 

induce change function. On examination of responses, participants assigned to the change 

condition were listing things that they are unlikely to have control over nor be able to action 

(for example, ‘winning Tattslotto’), that were theoretically likely to induce a criticize or 

escape function, rather than change (Oettingen, 2015). A short sentence was added to the 

change manipulation asking participants to nominate concrete actions they feel they can do to 

achieve their ideal life.  This task was worded to: “Please list four things that you can do to 

achieve your ideal life. These are concrete things that you feel you can do. Please elaborate 

as much as possible, but try to spend no more than 5 minutes completing this question.” 
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6.3 Results 

 

6.3.1 Data screening 

 

There were two incomplete or missing data cases which were removed from the sample. 

A further 21 cases indicated more than one brand (such as responding “All”), or “don’t know” 

when nominating an “other brand”; four cases responded in nonsensical ways to the question 

‘Please describe your ideal life’; while five cases indicated “Nothing” for each of the four 

things to list in the experimental condition. Each of these cases were removed from the 

sample.  

A further 59 (.059%) of cases showed evidence of response bias of either straight-lined 

(indicating the same response for each item) or extreme-responded (selecting the extreme 

lowest or extreme highest point on the scale for each item). These cases were removed.  

This left a final sample size of 909, with 226 in the Control condition, 228 in the change 

condition, 227 in escape condition, and 228 in criticize condition. 

 

6.3.1 Summary Statistics 

 

Of the 909 participants, the age distribution aligned to current Australian population 

data (ABS, 2009), where 26.4% were aged 20 to 34; 36.6% were aged 35 to 54 years; and 

37% were aged 54 years or over. There were 49.1% female participants. Household income 

was recorded, with 45.3% of participant households earning $67,999 or less per year pre-tax; 

38.2% of participants had received to high school certificate education or less, while a further 

46.8% had received some university or a Bachelor degree. The majority of this sample 

identified as White / Caucasian (81.7%), with a further 12.2% identifying as Asian / South 

Asian. 
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The sportswear brand nominated by the most number of participants as the brand they 

own or use was Nike (37.6%), followed by Adidas (26.0%) and Asics (13.7%). The 

remaining brands were New Balance (4.8%), Reebok (1.3%), Lorna Jane (.9%), Brooks (.8%) 

or Other (7.3%, a collection of brands including Big W, Target, Sketchers, Callaway and 

Cotton On). 

 

6.4 Preliminary Analysis 

 

6.4.1 Assessing the AA Model of Brand Relationships 

 

As found in study two, the u-shaped conceptualization of AA brand relationships (Park, 

2013) was unsupported in this study. As shown in Figure 6, a linear relationship was found 

between ease of cognitive accessibility and closeness to self. As per study two, these items 

have been collapsed to one measure in reporting results for this study as an indication of 

brand connection strength or weakness. 

 

Figure 6 Study Three Brand Connection (AA Model of Brand Relationship) 
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6.5 Analysis 

 

The data was analyzed in two steps. Firstly, two factor analyses were undertaken to 

validate the measures. An exploratory factor analysis (EFA) to assess expected underlying 

factors. The second factor analysis was confirmatory factor analysis (CFA). Then, a 

manipulation check was undertaken to assess if the manipulation had its intended effect on 

participants. This was followed by an analysis of variance (ANOVA) undertaken to determine 

the influence of the experimental manipulation to the dependent variable, brand connection. 

Finally, additional analysis was undertaken to explore influences to brand connection, and a 

generation of the structural model as shown in study two. All analysis was undertaken using 

SPSS and AMOS (version 21). 

 

6.5.1 Exploratory Factor Analysis 

 

Firstly, all items were subjected to a principal component analysis followed by oblimin 

rotation. Items that cross loaded or showed low factor loadings (<.50) (as per Hair, et. al., 

2014), were eliminated from analysis.  

The remaining items were again entered into a principal component analysis with 

oblimin rotation. The factor loadings are reported in Appendix 15. The diagonals of the anti-

image correlation matrix were all over .5, suggesting reasonable factorability. The Kaiser-

Meyer-Olkin measure of sampling adequacy was .85, above the recommended value of .6, 

and Bartlett’s test of sphericity was significant (χ2 (4429) = 496, p < .001).  

The items that loaded on factor that corresponded to the construct of interest were the 

subjected to a reliability analysis. Reliability indexes (Cronbach’s α) were all above .70 

(Nunnally, 1978), indicating that these items are internally consistent and reliable (See: Table 

17 for reliability, means and standard deviations).  
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Table 17 Study Three Reliability (Cronbach’s α), Means and Standard Deviations 
Measure  α M SD 
Hope  .89 5.85 0.97 
Personal Uncertainty  .87 6.34 1.35 
Social Uncertainty  .75 4.56 1.30 
Change  .77 4.59 1.07 
Escape  .70 4.42 1.24 
Criticize  .78 4.48 1.35 
Brand Congruence  .96 5.44 2.76 
Brand Connection  .93 5.20 2.56 

 

 

6.5.2 Confirmatory Factor Analysis 

 

A confirmatory factor analysis (CFA) was undertaken to validate those items and their 

latent constructs identified in EFA for later structural modeling. CFA was conducted as it 

provides a more robust framework for structural modeling than EFA (Hair et. al., 2014). The 

items for utopian functions of change, escape and criticize, and hope, social uncertainty, 

personal uncertainty, brand connection and brand congruence were examined. The items 

identified in EFA as correlating to each variable were loaded to that latent factor. Each latent 

factor was correlated with one another. Fit indices satisfy acceptable criteria (Byrne, 1994; 

Hair et. al., 2014), showing at least one absolute fit index and one incremental fit index fit 

(Hair et. al., 2014:630) to specified cut off criteria (Hair et. al., 2014; Baumgartner & 

Steenkamp, 1990; Fornell & Larker, 1981; Bagozzi & Philips, 1991). Chi-Square (χ2) = 1108 

with 406 degrees of freedom (df), p < .001). The root mean square error of approximation 

(RMSEA) =.044 is closer to zero and below the cut-off of .80; the comparative fit index (CFI) 

=.96 is above .90; CMIN (as named in AMOS χ2/ Df) is 2.731, below 3.  

All factors’ standardized regression weights are above the acceptable minimum of .50. 

(Hair et. al., 2014). (See: Appendix 16). The average variance extracted (AVE) all exceed .50 

and the reliability estimates (CR) all exceed .70. Therefore, all items are retained and 
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adequate evidence of convergent validity is provided. The correlation matrix showing 

estimated correlations between latent factors is provided in Table 18. 

 

Table 18 Study Three CFA - Correlation Matrix  
  1 2 3 4 5 6 7 8 

1 Hope 1.00        
2 Personal Uncertainty -0.48** 1.00       
3 Social Uncertainty -0.15** 0.28** 1.00      
4 Change 0.21** 0.19** 0.16** 1.00     
5 Escape 0.07 0.20** 0.28** 0.50** 1.00    
6 Criticize 0.00** 0.33** 0.53** 0.50** 0.50** 1.00   
7 Brand Congruence 0.09** 0.15** 0.00** 0.13** 0.15** 0.00 1.00  
8 Brand Connection 0.05 0.14** 0.26** 0.07* 0.17** 0.05 0.66** 1.00 
Note: Significance: p=<.01**, p=<.05* 

 

 

6.5.3 Bias Testing 

 

As self-report surveys are susceptible to common method variance items were tested for 

Common Method Bias (CMB). Harmen’s single factor test was conducted (Podsakoff et. al., 

2003), where all items were loaded to a single factor in factor analysis. This model returned a 

common variance between factors of 19.9%, less than 50%, indicating that common method 

bias has not impaired data analysis. 

 

6.5.4 Experimental Manipulation Check 

 

A check was undertaken to determine if the manipulation of the utopian functions had 

its intended effect on participants. An ANOVA was conducted comparing change, escape and 

criticize across the four conditions. There was no significant difference to change [F(3,905) = 

2.03, p = .108], while significant differences were found for escape [F(3,905) = 9.14, p = 

<.001] and criticize [F(3,905 = 5.42, p = <.001] functions. The means and standard deviations 

are shown in Table 19. 
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Table 19 Study Three Utopian Function Means and Standard Deviations 
Utopian Function Condition Mean SD N 
Change Control 4.71 1.11 226 
 Change 4.62 0.98 228 
 Escape 4.47 1.06 227 
 Criticize 4.54 1.13 228 
 Total 4.59 1.07 909 
Escape Control 4.79 1.15 226 
 Change 4.22 1.14 228 
 Escape 4.37 1.36 227 
 Criticize 4.31 1.24 228 
 Total 4.42 1.24 909 
Criticize Control 4.75 1.29 226 
 Change 4.32 1.35 228 
 Escape 4.54 1.32 227 
 Criticize 4.33 1.38 228 
 Total 4.48 1.35 909 

 

 

A review of the means show that the manipulation returned unexpected results. Firstly, 

all experimental conditions, which involved mental elaboration about an ideal life, produces 

lower mean scores across all functions compared to the control. Each of the means in the 

experimental conditions was lower than the control, indicating that the manipulation had 

effects opposite to what was intended. The manipulation was intended to produce higher 

means for each of the utopian functions in the corresponding experimental conditions 

compared to control. Further investigation was undertaken. Post hoc tests (Tukey’s HSD) 

(See: Appendix 17) showed that the differences between groups was significant at the .05 

level for escape function among the control, change and criticize conditions, and for criticize 

function between the change and criticize conditions.  

Additional analysis was conducted in order to explore the results of the manipulation. In 

particular, investigation was made to explore if the manipulation had any effect on the 

structure of the relationships among the main dependent variables, i.e., utopian functions, 

brand congruence, and brand connection. Each of the experimental conditions was entered to 

the structural model and compared against the control condition in a nested model 
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comparison. This shows the criticize condition only showing a significant difference to the 

control condition (See: Appendix 18). 

Given this result, the data for control, change and escape conditions were collapsed for 

further analysis. The structural model was then examined controlling for effects of the 

manipulation conditions of change and escape. The change and escape conditions were 

entered as dummy variables to the structural model. Results for this analysis is shown in 

Appendix 19. The inclusion of dummy variables did not affect the underlying structure of the 

model; significant paths were shown to replicate study two’s structural model, where escape 

function shows a positive relationship to brand congruence; criticize a negative relationship to 

brand congruence. In addition, change shows a positive relationship to brand congruence. 

These findings demonstrate that the underlying structural model is not affected by the 

manipulation conditions of change and escape. Combined, these results indicate that the 

change and escape conditions did not alter the underlying structure among the critical 

variables. Therefore, the data for control, change and escape conditions were collapsed to one 

sample (n=681) for further analysis (See: Green & Carroll, 1978). This is referred to as the 

‘control condition’ in the subsequent analysis. The criticize condition (n = 228) was retained 

for separate analysis. This condition is referred to as ‘criticize condition’. 

 

6.6 Structural Models 

 

6.6.1 Control Condition 

 

The structural model was examined to explore the relationships between the constructs 

in the model for the control condition. Fit indices for the structural model are within 

acceptable ranges (Byrne, 2013; Hair et. al., 2014). (Chi-Square χ2 = 1213, df = 418, p < .001, 
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RMSEA =.05; CFI =.94; CMIN = 2.90). The structural model is shown with standardized 

regression weights in Figure 7. Standardized path estimates are shown in Table 20. 

 

Figure 7 Study Three Structural Model, Control Condition 
 

 

Note: Significance: p=<.01**, p=<.05*. Standardized solution, significant paths only shown. 
 

Table 20 Study Three Standardized Path Estimates, Control Condition 
Standardized Path Estimate p 

Hope -> Change .46 <.001*** 
Hope -> Escape .25 <.001*** 
Hope -> Criticize .09 .083 
Personal Uncertainty -> Change .39 <.001*** 
Personal Uncertainty -> Escape .25 <.001*** 
Personal Uncertainty -> Criticize .24 <.001*** 
Social Uncertainty -> Change .15 .003** 
Social Uncertainty -> Escape .24 <.001*** 
Social Uncertainty -> Criticize .47 <.001*** 
Change -> Brand Congruence .11 .011* 
Escape -> Brand Congruence .19 <.001*** 
Criticize -> Brand Congruence -.11 .011* 
Brand Congruence -> Brand Connection .67 <.001*** 
Hope <-> Personal Uncertainty -.50 <.001*** 
Hope <-> Social Uncertainty -.15 <.001*** 
Personal Uncertainty <-> Social Uncertainty .26 .002** 

Note: Significance: p = <.001***, p=<.01**, p=<.05* 
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6.6.2 Criticize Condition 

 

The structural model was examined to explore the relationships between the constructs 

in the model for the criticize condition. Fit indices for the structural model are within 

acceptable ranges (Byrne, 2013; Hair et. al., 2014). (Chi-Square χ2 = 750, df = 418, p < .001, 

RMSEA =.06; CFI =.92; CMIN = 1.80). The structural model is shown with standardized 

regression weights in Figure 8. Standardized path estimates are shown in Table 21. 

 

Figure 8 Study Three Structural Model, Criticize Condition 
 

 

Note: Significance: p=<.01**, p=<.05*. Standardized solution, significant paths only shown. 
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Table 21 Study Three Standardized Path Estimates, Criticize Condition 
Standardized Path Estimate p 

Hope -> Change .33 <.001*** 
Hope -> Escape .18 .030** 
Hope -> Criticize -.02 .825 
Personal Uncertainty -> Change .24 .004** 
Personal Uncertainty -> Escape .22 .012** 
Personal Uncertainty -> Criticize .59 .250 
Social Uncertainty -> Change .38 <.001*** 
Social Uncertainty -> Escape .59 <.001*** 
Social Uncertainty -> Criticize .70 <.001*** 
Change -> Brand Congruence .15 0.60 
Escape -> Brand Congruence .04 .698 
Criticize -> Brand Congruence -.06 .517 
Brand Congruence -> Brand Connection .63 <.001*** 
Hope <-> Personal Uncertainty -.43 <.001*** 
Hope <-> Social Uncertainty .33 <.001*** 
Personal Uncertainty <-> Social Uncertainty -.18 .038* 

Note: Significance: p = <.001***, p=<.01**, p=<.05* 
 

 

6.7 Additional Analysis 

 

6.7.1 Interaction Effects Between Function and Socio-Demographic Variables 

 

Next, as in Study two, the generality of the model across market segments was 

examined by checking to see if interaction effects between functions and a number of 

different socio-demographic variables were significant. The socio-demographic variables 

included marital status, education, age, household income and gender. Race was not included, 

as 81.7% of the total sample  (81.4% in the control condition, 82.9% in the criticize condition) 

identified as white / Caucasian.  

For the control condition, a general linear model analysis was conducted in which the 

dependent variable was brand congruence and the predictors included the main effects of 

gender and the three functions, as well as the interaction effects of gender and each of the 

functions. There were no significant interaction effects (all p =  > .118). 
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For the criticize condition, a general linear model analysis was conducted in which the 

dependent variable was brand congruence and the predictors included the main effects of 

gender and the three functions, as well as the interaction effects of gender and each of the 

functions. The gender x criticize interaction was significant [F(1,220) = 4.032, p = .046)], 

suggesting that men and women show different relationships between criticism and brand 

congruence. Simple slope analyses were conducted. For men, the slope for criticize was 

significant at B = -.635, t =-2.08, p = .046, whereas it was nonsignificant for women, B = 

.208, t = .966, p = .335. 

A comparable general linear model analysis was conducted for marital status, age, 

education and household income for both the control and criticize conditions. However, none 

of the interaction effects involving these demographic variables were significant (all control 

condition F < 2.455; p = > .118; all criticize condition F < 3.214, p > .074). 

Combined, results from the criticize condition replicates findings from study two, and 

show criticize function has a negative influence on brand congruence among men, while 

criticize function does not have a significant effect on brand congruence among women. This 

significant gender x criticize interaction effect was not found for the control condition.  

Further, the relationship between the utopian functions of change and escape to brand 

congruence also replicate findings from study two, in that they are not influenced by any 

common socio-demographic variables of interest including marital status, education, age, 

household income and gender.  
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6.7 Discussion Study Three 

 

6.7.1 Experimental Manipulation 

 

The experimental manipulation in this study returned unexpected results. Firstly, the 

results indicate that mental elaboration about an ideal life produces lower mean scores across 

all variables of interest, the opposite of intended manipulation effects. Secondly, the 

manipulation results indicate change and escape condition as producing no significant effect, 

while the criticize condition showed significant effect.  

Theoretically, the change manipulation employed is dependent on a precondition of 

knowing what to do to achieve an ideal life, combined with a perceived ability (agency) to 

complete these set actions. Together, these constitute hope, which we have seen from studies 

one and two, show a positive effect on change. Change function may be influenced when a 

person feels that they can achieve the items they were asked to list; when people do not feel 

they can achieve, compensate or criticize function may be influenced. Specifically, the mental 

elaboration shifts to things in the way of achievement or to imagine the ideal life, rather than 

return to change with associated actions.  

The change manipulation in use for this study was modeled from Oettingen and 

colleagues’ (2001, 2002, 2010, 2012, 2015) experiments involving the inducement of mental 

contrasting for specific goals (including weight loss, quitting cigarettes and academic 

performance). The application of mode of thought manipulation to utopian function was not 

successful in this study. It could be that within some specific goals, knowledge may be held 

on how one can achieve a particular goal: for example academic performance for a subject at 

university, a student can attend lectures, refer to the Subject Guide and complete specified 

readings and assignments with some degree of certainty their actions may contribute to a 
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passing grade. This is contrasted to the utopian desires; where there is little guidance provided 

by utopias on how to achieve them. 

Informal observations made from the manipulation task also provide support for this 

argument that individuals hold a considerable degree of uncertainty about how to achieve 

their desired lives and are unable to set a plan against perceived obstacles in their current 

reality. The manipulation task asked each respondent to report four things that were either in 

the way of their ideal life (averse), four things that feels positive when thinking about their 

ideal life (escape) or four things that they can do to achieve their ideal life (change). Each 

response was content-coded in alignment with Fournier and Guiry’ s (1998) idealistic goal 

coding categories8. In total, eight categories were coded of (1) health; (2) wealth; (3) 

happiness; (4) career; (5) family; (6) society; (7) charity; and (8) time. A count of these 

categorizations shows a focus to work and wealth in change function; family, society and 

health in escape function; and health and wealth in criticize. A summary of categorized 

responses for the manipulation task is shown in Appendix 20. Observations to comments 

made for change function manipulation further showed that ‘wealth’ was acquired by winning 

Tattslotto (the national lottery in Australia), or being born into the right family; both actions 

of which a person has little control.  

This account of informal observations is provided in support of the assertion that 

individuals largely do not know what to do in order to achieve an ideal life; so instead they 

think about money. These observations reflect the assertion made by Bloch (1986) that we 

hold an accompanying preoccupation with money, and what can be bought with it.  

 

  

                                                

8 These categories are career, family/society, health/happiness and charity. Combined categories of family 
/ society and health / happiness were drawn as separate for this study. On review of content, additional categories 
of ‘ wealth’ and ‘ time’ were added. 
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6.7.2 Limitations 

 

A number of limitations were present for study three whereby the manipulation attempt 

failed to produce intended effects. Firstly, pilot pre-tests could have been more aggressive 

(See: Purdue & Summers, 1998). The pilot sample size could have been larger to more 

robustly test the effects. Secondly, while the manipulation was modeled on Oettingen’s 

(2000) ‘modes of thought’ theory, the approach taken in study three did not fully appreciate 

that switching between utopian functions may occur in the timeframe of the experimental 

manipulation, which, taken in light of study one’s findings, showed that utopian functions can 

be switched between quite quickly. Future research should focus on manipulating hope, 

personal uncertainty and social uncertainty instead, as they are identified influences to utopian 

function (See: Section 8.1.2).  

 

6.7.3 Discussion of Main Findings 

 

The results of study three are consistent with the proposition that hope and uncertainty 

influence each utopian function. For the control condition, the structural model shows the 

relationship between utopian functions and brand congruence as replicating results from study 

two. Escape shows significant positive effect on brand congruence, indicating strong brand 

connection, while criticize shows significant negative effect, indicating weak brand 

connection. The replication of findings from Study two, particularly given the sample size of 

n = 681, indicates the robustness of utopian function across multiple product categories. In 

addition, study three shows change shows a significant positive effect. 

The criticize condition shows no significant effect between each utopian function and 

brand congruence. This result is taken as illustrating the dilutive effects of criticize across all 

functions. Study one showed that criticize was avoided by the majority of participants; and 
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those that were identified with criticize function switched quickly to either change or escape 

function. This switch may have occurred in study three during the time period between of 

manipulation, which may have influenced results across all utopian functions. From these 

findings it is surmised that a switch from criticize to either change or escape may dilute the 

positive effects between escape function and brand, and change function and brand, which are 

evident when the criticize manipulation is not conducted.  
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7.0 General Discussion 

 

This thesis set out to examine how individuals respond to utopian desires and argues for 

a framework in exploring consumer-brand bonds. Utopian function theory was introduced to 

the brand connection literature to explore how each utopian function responses influence 

brand connection. Three research questions were explored: (1) Are utopian functions of 

change, escape and criticize evident in an individual’s response to their utopian thoughts? (2) 

What are the influences to utopian function?; and (3) Does each utopian function influence 

consumer relationship with brands? 

 

7.1 Utopian Function as Consumer Framework 

 

All research questions were addressed throughout the thesis. Study one found that 

utopian functions are evident in an individual’s response to their utopian thoughts. The 

influences to utopian function were found in study one, revealing hope, personal uncertainty 

and social uncertainty as influencing utopian function. These findings were empirically 

researched in studies two and three, proving that these variables influence each utopian 

function. Further, empirical investigation in studies two and three, across different product 

categories, found that the relationship between each utopian function and consumer 

relationship with brands vary for each utopian function. The results were replicated across 

studies two and three, demonstrating the robustness of the utopian framework and 

establishing utopian function as a construct that impacts consumer-brand bonds that was, until 

now, under-explored in brand literature. 

Utopian theory is made distinct in the brand connection literature, offering new insight 

to the formation of consumer brand bonds. The research program allowed exploration to how 

a consumer about feels about him or her self’s life as a whole vis-à-vis a desired future life, 
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and how this extends to connections with a brand. This approach is distinguished from 

existing brand connection literatures that predominately examines how consumers feel about 

the brand, not about themselves (Fournier & Alvarez, 2013). There is a small body of 

literature addressing consumer feeling towards themselves and brand interactions, such as 

regret (as associated to past-only thinking), in specific situational contexts involving a brand 

(Yi & Baumgartner, 2004). However, there is little insight to consumer’s personal feelings 

about life as a whole, the management of this feeling expression in utopian function, and 

brand connection. This discussion chapter argues findings from this research as making these 

clear linkages. 

Each of the research questions are addressed in greater detail throughout this discussion 

chapter. Section 7.1 discusses the intertwinement between utopian thoughts and the utopian 

functions of change, escape and criticize. This section discusses how utopian functions are 

evident in consumer response to utopian thoughts, addressing research question one. Section 

7.2 addresses the influences to utopian function, addressing research question two. Each of 

the utopian function and their influence to brand connection, which addresses research 

question three are discussed in Section 7.3 (change function), Section 7.4 (escape function), 

and Section 7.5 (criticize function).  

 

7.2 Utopian Thoughts and Utopian Function 

 

Utopian thoughts occur frequently for individuals. They were reported as always being 

on an individual’s mind, or occur several times a day to several times a week. The frequency 

of utopian thoughts has not, to the author’s knowledge, specifically been addressed in 

consumer or psychology literature to date. The frequency of utopian thought is supported with 

findings from other fields of study, such as Singer and McCraven’s (1961) report that over 

96% of U.S. adults report conscious imagining every day. D’Argembeau and colleagues 
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(2011), showed that on average, a person experiences 59 future-orientated thought during a 

typical day, which translates to a future-orientated thought every 16 minutes, if one is awake 

16 hours a day.  

The frequency of utopian thoughts is an important consideration in establishing a link 

between utopianism and consumer-brand bonds. As a utopia is more or less constantly on a 

person’s mind, it is reasonable to expect that a person is constantly reacting to it, and are 

therefore frequently experiencing one utopian function or another on a frequent basis. 

Utopian thoughts are brought to mind during quiet moments in the day; when stressed; 

when decision making or when other people in the immediate environment prompt it into 

awareness via social media or in ‘real’ life. Thinking about utopia were emotionally intense 

experiences that strongly influenced not only life planning, but behavior in the present 

moment, where individuals orientate their daily life tasks, goals and projects to their desired 

utopian future. This phenomena is encapsulated in Ernst Bloch’s philosophical operative of 

the ‘Not Yet’ (Bloch, 1986), and supported in study one’s finding that individuals assess 

objects in relation to their utopian ideal. Brands that were congruent to their ideal were 

described using similar key words (for example, ‘happy’ and ‘sunny’ were used by 

participants), while brands that were incongruent to an ideal were described using 

oppositional key words (for example, ‘dark’ and ‘creepy’). 

Utopian function was identifiable from narrative analysis when participants were 

probed about what usually happened when they thought of their utopia. Change function was 

identified with statements such as “I always think: ‘what am I going to do? (P37), or: “I think, 

OK what can I do about it, and take an active approach because it really doesn’t achieve 

anything otherwise” (P2). Escape function was identifiable with statements surrounding an 

escape from reality such as “(I go) shopping, watching television, without thinking anything 

about this.  Just forget it, for some time. (Its) some kind of avoiding” (P23). A constructive 
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element to escape function was also identified. Participants reported using escape an 

opportunity to negotiate utopian content by using the escape activity to identify the composite 

parts of their utopian ideal or ranking the importance of its components. Criticize function 

was identified with “Makes you feel helpless in the sense that you can’t really do anything 

from a micro perspective to really make a contribution or make a difference” (P28). Further, 

each of these functions were also identified as being a fluid concept. 

 

7.1.1 The Fluidity of Utopian Function  

 

An insight made in study one is that multiple utopian functions were reported by 

seventy per cent of participants. This finding shows that utopian functions are a fluid, rather 

than fixed response(s) for individuals, and has important implications for marketers in 

understanding consumer unpredictability and volatility, which warrants further attention (See: 

Future Research, Section 8.1.2).  

While criticize is theorized to be the foremost utopian function (Levitas, 1990), study 

one revealed that the primary function participants desired to move towards was change 

function. Change is associated with greater sense of wellbeing for individuals than escape or 

criticize function, as a sense of life progress is provided (Kotter-Gruhn et. al., 2008). 

Study one also found that criticize function has the greater propensity of switching 

between functions, from criticize to either escape or change function. To sit in criticize 

function was an uncomfortable experience for participants, from which they actively shifted 

by either creating a smaller picture view (diverting attention away from the dystopia) to 

switch into change function, or by engaging in an escape as they switched to escape function 

to imagine their utopia and the next little composite part that they could do next. 

Understanding the influences of each utopian function enriches the understanding of each 

function, and why shifts between each may occur. 
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7.2 Influences to Utopian Function 

 

In understanding influences to utopian function, a key finding from study one is 

evidence regarding a person’s held utopian ideal as producing a simultaneous hopeful or 

fearful response. Fear is characterized as uncertainty about self or the world. While both hope 

and fear are present, an individual may emphasize one or the other at a particular moment in 

time. Nil participants reported feeling negative from their utopian thought and function. 

However, eighty percent of participants reported feeling mixed emotions when thinking about 

their utopia, describing a ‘happy and sad’ / ‘happy and scared’ ambivalence. This aligns to 

research within the field of psychology, indicating utopian-like thinking as emotionally 

ambivalent, which can lead to decreased wellbeing (Scheibe et al., 2007) and sapping of 

energy resources (Kappes & Oettingen, 2011).  

These findings help us to understand that the response to utopian thinking is not always 

expansive to the self and is not always associated with positive emotion(s). Findings in study 

one indicate that the primary function individuals desire and the point to which most 

individuals appear to strive is progress, towards change. This desire for change can be 

transformed by hopeful thinking into change function. Conversely, the desire for change can 

be transformed by feelings associated with low-hope. A lack of hope about the possibility of 

realizing a held utopia can lead individuals to emphasize and experience negative emotions 

(Oettingen & Gollwizter, 2002), which in the present study are uncertainty about oneself or 

uncertainty about societal conditions. Personal uncertainty is shown to influence all utopian 

functions, particularly escape function. While also including ‘escape attempts’ from the 

current world, this function can be associated with a constructive element of utopian thinking 

where the utopian vision is negotiated. Finally, feelings of uncertainty about society can 

influence all utopian functions. Each of the utopian functions are addressed in Sections 7.2.1, 

7.2.2 and 7.2.3. 
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7.2.1 Change Function Influences 

 

Change function was identified in all studies with hope. Hope is positioned in the 

consumption literature as one of four basic emotions (along with fear, relief and 

disappointment) in emotional response to advertising and as a positive emotion associated 

with brands that are seen as goal congruent (Shaver, 1987).  

However, a different perspective on hope and brand connection is offered here. 

Findings align with Snyder’s construct of hope as involving a trilogy of goal-related thinking 

including hopeful goals, pathways and agency (1991, 2000). For a goal to be hopeful 

according to this perspective, it needs to be of sufficient value to occupy conscious thought 

(Averill, Catlin & Chong, 1990). Utopian thoughts meet these criteria, as evidenced with the 

importance of utopian thinking to self and frequency of utopian thoughts uncovered in study 

one. The goal must also hold some level of uncertainty (Snyder, 2000), which utopian 

thoughts (most certainty) do. 

The introduction of a way of thinking as part of the construct of hope provides a starting 

point to unpack why change function produces little or no effect to brand connection. Hopeful 

thinking comprises both pathway and agency thoughts. Pathway thoughts are the perceived 

ability to produce plausible routes to a desired future, while agency thoughts is the motivation 

to propel people along the identified pathway (Snyder, 2000). High pathway and agency 

thoughts create hope, which then creates positive emotional orientations (e.g., friendliness, 

happiness, interest), but they do not fully remove uncertainty. Without uncertainty there can 

be no hope (Snyder, 2000). Further, hopeful thinking is associated with mental contrasting 

mode of thought (Oettingen & Gollwitzer, 2002), which was used to explore change function 

earlier in this thesis (See: Section 2.6). Within the present research, change function is 

associated with hopeful thinking in all three studies. This perspective shows that the way an 

individual thinks about their progress towards (possible) utopia produces hope.  
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In the context of change function, hopeful thinking was identified in the association that 

actions today could lead to achievement tomorrow, and reflected in statements such as ‘I 

always think: what am I going to do next?’ (P37) and ‘I think, OK what can I do about it, and 

take an active approach’ (P2) that were temporally focused on ‘now’ – something to do 

today, how can I take an active approach right now? Hopeful thinking was identified with a 

perceived ability that they could achieve their ideal life and that their actions made today will 

result in achievement tomorrow. Statements such as ‘I can’t wait, it’s like having a purpose 

for your life, it’s so exciting to know that we are working every day, even studying here every 

day is towards something’ (P31).  

That hope influences change function was supported by findings from studies two and 

three. In testing the conceptual model, study two found that hope was associated only with 

change function, and had no significant effect to escape or criticize functions. In study three, 

hope showed a significant positive effect to both change and escape functions. This latter 

finding is interpreted as an association between hope and the use of escape to construct an 

ideal world, and is addressed further in Section 7.3. 

Further, in both studies two and three, personal uncertainty showed a significant 

negative correlation to hope, showing that personal uncertainty is somewhat incompatible 

with hopeful thinking. Social uncertainty, in contrast, showed no significant correlation to 

hope.  

 

7.1.2 Escape Function Influences 

 

There were two different strategies identified in study one as associated with escape 

function. Firstly, escape function as a pleasant daydream was linked with utopias that were 

impossible to achieve (which two participants in study two were identified). Secondly, escape 

function was used as a means to recharge or distract oneself before moving to change 
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function. This latter strategy was associated with personal uncertainty about oneself to make 

decisions that enable a switch to change function. Uncertainty is noted as a popular 

metanarrative within contemporary mass media (Rindfliesch, Burroughs & Wong, 2009), and 

is associated with stronger brand connections (Dunn & Hoegg, 2014; Rindfliesch, Burroughs 

& Wong, 2009), materialism (Chang, 2002), compulsive shopping, hoarding (Doron & 

Kyrios, 2005), and increased monetary value of possessions (Clark, et. al. 2011).  

Study one showed that individuals identified with personally uncertain feelings in 

escape function demonstrated a discourse of what Freund and Baltes (2000) have termed 

‘selection optimization’. This occurs when narrowing the range of possible alternative actions 

from the pool of choices available creates considerable uncertainty about a person’s ability to 

make decisions. This concept is reflected in Schwartz’s (2004) ‘paradox of choice’ in the 

present cultural context where all options are (theoretically) available to us; all we have to do 

is choose a path and work hard. This reflects the conditions of liquid modernity as articulated 

by Bauman (2000), who argued that individuals, rather than institutions such as governments, 

are responsible for the creation and evolution of their lives. Taking this view, the uncertainty 

individual’s feel is argued as a reflection of societal and cultural norms that support the 

assertion that individuals ‘should’ be able to achieve a desired life, no matter how limiting 

their objective circumstances are.  

The proposition that personal uncertainty influences escape function was empirically 

supported in studies two and three. Study two found that personal and social uncertainty have 

a significant and positive effect on escape function, while study three found that hope, 

personal uncertainty and social uncertainty positively affect escape function. The 

identification of social and personal uncertainty as affecting escape function are reflective of 

the proposition that identity formation decisions (including consumption decisions) are made 

in the context of social conditions, and provoke uncertainty and anxiety (Warde, 1994).  
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7.1.3 Criticize Function Influences 

 

Criticize function is to hold a negative view on reality with no path forward to an 

alternative future (Oettingen, 2002). Theorized to be directed towards the world in the utopian 

literature, study one revealed that criticism is not only directed to the world, but to the self in 

the world as well. This self-directed criticism was directed toward the individual for not being 

able to ‘do’ anything about the dystopian elements identified in current reality. Participants in 

study one had no problem detailing what it is they could change about themselves (for 

example, change personality, be more patient, work harder) in order to achieve a utopian 

ideal, but struggled to specify what it is they could change about the world. Sadness, 

helplessness and desperation were associated with this function. The feelings of ‘helplessness’ 

were identified with dwelling thinking about dystopian elements in current reality, and are 

interpreted to create a barrier that blocks hopeful thinking. Therefore, dwelling thinking also 

prevents a switch to change function. To overcome this barrier to hopeful thinking, 

individuals developed a work-around, which was to create a smaller picture, individualized 

utopia. 

Thus criticize individuals hold both a ‘big picture’ and a ‘smaller picture view’ of ideal 

life, and switched to thinking about the smaller view when feelings of helplessness and 

sadness were dominant. This separation of utopias from the world was made in order to make 

sense of their potential achievement, thus refocusing and individualizing their utopias to a 

smaller-picture rather than world focused view and enabling a switch to change function. 

Those that were unable to do so remained in criticize function. This is noteworthy in that 

criticize function is associated with negative brand connection, and those that remain fixed in 

criticism should therefore continue to assess a brand negatively.  

This strategy of separating self from society was associated with Durkheim’s (1897) 

concept of Anomie, which served as the theoretical basis for the measurement instrument for 
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social uncertainty used in studies two and three. Social uncertainty was found to be 

significantly associated with criticize function, in both studies two and three, as is personal 

uncertainty. Additionally, the findings that criticize as showing no significant relation with 

hope supports the assertion that criticize function is not associated with hopeful thinking.  

Criticize function was associated with negative brand connections in studies two and 

three, across both mobile phones and sportswear categories, indicating that the negative world 

view and ‘helplessness’ associated with criticize function appears to be extended to brands. 

This is distinct within brand connection literature, which theorizes averse relationships stem 

from a challenge to the self-meaning of a person, creating distance to the brand (Albinsson, 

Wolf, & Kopf, 2010) or a once loved brand can become ‘hated’ for a transgression, leading to 

aversive behaviors such as brand switching, protesting, boycotting and negative word of 

mouth (Grégoire, Tripp, & Legoux, 2009). Results from the present research indicate a 

generalized feeling of uncertainty about society and / or self that produce low-hope thinking 

can foster aversive brand connections, and is discussed further in Section 7.4. 

 

7.1.4 Summary Influences to Utopian Function 

 

The conceptual framework developed in this thesis showed that hope, and fear 

(characterized as personal uncertainty and social uncertainty) influence each of the utopian 

functions of change, escape and criticize.  

Utopian functions are fluid, where multiple functions are adopted by the same person, 

indicating that individuals are likely to have responses to their utopian thinking that at some 

times are hopeful, and other times are uncertain. For example, certain situations can make 

people feel hopeful, while other circumstances can make people uncertain. Hopeful thinking 

was associated with actions that were perceived to be in relation to achievement of a utopian 

vision. Uncertain thinking was associated with an inability to select an action to take in 
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relation to a utopian vision, which may be related to uncertainty about the self or uncertainty 

about the world.  

While personal and social uncertainty influences each utopian function, there was 

prevalence for hope as associated with change across all three studies. Narrative analysis from 

study one revealed a discourse that identified hope as associated with change function, which 

was then measured in studies two and three. Study two showed that hope only affects change 

function, while study three showed that hope affects both change and escape functions. This 

latter finding of associating hope with escape is taken as indicative of the constructive 

element of escape thinking.  

That each utopian function is influenced by hope or uncertainty, and that each function 

influences brand connection, has broad implications for the understanding of how consumers 

feels about their life as a whole and the formation of consumer brand bonds. Examination to 

each utopian function is made as to how utopian theory offers new knowledge to the brand 

connection literature in the Sections 7.2, 7.3 and 7.4. 

 

7.2 Change Function and Brands  

 

The extant consumer research exploring brand connection argues that brands congruent 

to a desire can act as resources that enable individuals to feel that they are making progress 

towards a goal (MacInnis & DeMello, 2005; Park et. al., 2006). However, a relationship 

between change function and strong brand connections was not identified in this study. Study 

two showed no association between change function and brand connection, while study three 

showed a (small) effect between change function and brand connection. This is a contra 

finding to the brand connection literature that argues consumers use brand resources to 

achieve goals, tasks and projects in daily life. Why would change function produce this contra 

result? Two perspectives that make utopian theory distinct to help unpack this finding. 
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Firstly, change function’s temporal focus holds a key. While the utopia has a tripartite 

temporal focus of past, present and future; change function shows predominance towards 

holding a temporal focus to the present or past in relation the interpretation of brand meaning. 

Study one revealed a narrative that participants in change function described how a brand 

helped them with tasks today or represented achievements already made. Brands were 

assessed in relation to current life, and not directly with the desired utopian ideal. Brands that 

were more congruent to their ideal were sorted to ambivalent, instead. As that ideal was not 

yet materialized in reality, those brands might, but may not be, needed in the future. 

Secondly, hopeful thinking that change individuals were identified with (See: Section 

7.2.1) meant that the association of achievement was ascribed to individual effort rather than 

with a brand. This is supported by findings in study one where individuals believed that they, 

not brands, were responsible for making their progress towards an ideal life in change 

function. This finding is also reflected in study two’s finding showing no effect shown 

between change function and brand congruence, while study three found a low positive effect 

between these variables. This insight is taken in light of recent work by Bhattacharjee, Bernon 

and Menon (2014) who explored consumer agency, noting that high personal agency did not 

lead consumers to value explicit identity definition (i.e., they did not value an explicit 

congruence to an ideal). Similarly, Botti and McGill (2011), who explored personal agency in 

goal related contexts, found that personal agency has no effect to product satisfaction with 

higher-order goals (such as utopian ideal in change function). Moreover, both these 

publications highlighted a personal-causality explanation for their findings as important area 

for future research. 

Combined, the current findings suggest that individuals in change function hold a 

temporal focus to positive aspects of the past and today, and hopeful thoughts mean that the 
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association of achievement was ascribed to individual effort rather than with a brand. As such, 

there was little motivation to connect with a brand to help them achieve their ideal life.  

 

7.3 Escape Function and Brands  

 

Escape showed a significant positive effect to brand connection across all three studies. 

Study one revealed an early indication that escape function was associated with stronger 

brand connections. Escape individuals show a propensity to nominate brands that are 

symbolic of and felt like their ideal life. Escape was associated with strong, positive brand 

connections in studies two and three. The influence of uncertainty to escape function is also 

highlighted in these findings. 

While identification of uncertainty in the context of escapism and brand consumption is 

addressed in the marketing literature (See: Kozinets, 2002; Labrecque et. al., 2011; Rojeck, 

1993; Wann et. al., 2004), uncertainty has also been related to compensatory consumption 

(Kim & Rucker, 2012). Within this latter literature, uncertainty is associated with producing a 

need for security that may be found in a brand, thereby fostering stronger brand connections 

(See: Chang, 2002; Dunn & Hoegg, 2014; Rindfliesch, Burroughs & Wong, 2009, Rucker & 

Galinsky, 2008). Compensatory consumption in response to uncertainty is associated with 

maladaptive behaviors that are harmful to self and others, such as addictions, eating disorders 

and/or gambling (Fournier & Alvarez, 2013). Further, the indulging mode of thought argued 

with escape function is also associated with non-achievement of goals (Oettingen, 2012), and 

a depletion of mental resources that make a switch to change function unlikely. As a 

consequence, individuals using escape function as a means to relax and recharge should fail to 

integrate his or her agency related hope beliefs (Oettingen & Gollwizter, 2002), and therefore 

will not achieve their objective to switch into change function. 
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However, what is scantly addressed in these literatures is the constructive element 

uncovered in escape function within the utopian theory framework. Escape provides the site 

of negotiation for utopian possibilities (Bloch’s urging to ‘venture beyond’), introducing the 

premise that escape function can be a productive strategy and / or a pleasant mental escape. If 

a utopia is determined as impossible, it is used as a pleasant daydream, as shown by 

participants who determined their utopias were impossible. If a utopia is determined as 

possible, then the utopian imagination can be used as a site for negotiation to explore the 

utopian vision and determine what elements are possibly achievable today.  

This is supported in results from study three, where a relationship between hope and 

escape function is evident. This relationship was not evident in study two’s structural model, 

where hope showed no relationship to escape function. Perhaps the product category had 

some impact; it is much easier to engage in a constructive escape in hope for a fit, healthy 

lifestyle than it is regarding mobile phones. This type of ‘hopeful escapism’ is associated with 

constructive utopian thinking, which is to imagine what is possible and go there, thereby 

turning the utopian imagination as a site of negotiation.  

Both of the escape strategies identified in study one suggest that imagining utopia can 

be ‘playful’ (enjoyable daydream) or ‘planful’ (strategy to relax and plan). Both of these 

strategies are relatively unexplored within a consumption context (MacInnis & Price, 1990; 

Fournier & Guiry, 1998). Within the utopian construct, ‘planful’ imagining of utopia 

highlights escape function as an imaginative site to negotiate the ideal as perceived as a threat 

and an opportunity at the same time. It is a threat in so far as it questions agency and free will, 

but it also provides an opportunity for hope, for better, and for progress. 

Therefore, in escape function the utopian object simultaneously provides an escape and 

a constructive element. The constructive element highlights utopia as something that is 

negotiated, rather than removed; running away can mean running towards a utopia.  
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This highlights escape as a potentially more productive strategy than in literature 

addressing compensatory consumption and uncertainty. It also highlights brand resources as 

used for both escape and constructive element for an ideal life that are evident in both brand 

categories assessed in studies one and two. Mobile phones offer access to brand content that 

can simultaneously provide an escape (Pokemon Go, for example), and construct (planning 

tools, social media). Sportswear offers an opportunity for individuals to escape by 

undertaking exercise (or think about doing exercise), while also informing the body ideal. The 

ideal lives reported in study one also show an ideal where one is always healthy; analysis to 

the manipulation task list of four things in the way of achieving a utopia in study three also 

showed that health is something in the current reality obstructing achievement toward their 

utopia. With this view, brands that offer both escape and construct resources appear to hold 

connective potential that appeal with both playful and ‘planful’ imagining in escape function.  

There are relatively few investigations exploring productive escapism in response to 

uncertainty. Alternatively, recent literature has turned focus to understanding strategies that 

can reduce a perceived self-deficit, which is linked compensatory consumption (i.e., strategies 

to reduce the perceived gap between current reality and desired life so the deficit is not so 

large), such as Kim and Gal’s (2014) investigation to self-acceptance. However, this is not 

explored in the context of brand connection. These authors suggest an alternative strategy of 

self-acceptance in response to perceived threats, which changes the appraisal of self-deficit 

information. Self-acceptance is the acceptance of the self as it is now, detached from the ideal 

(Kim & Gal, 2014). Applying this self-acceptance strategy within the context of utopianism 

means no longer tying one’s sense of self to the utopian object – a difficult ask, given the 

fundamental human propensity of the utopian impulse (Bloch, 1986; Levitas, 1990). Rather, 

‘planful’ escape as uncovered in this research positions escapism as a site of negotiation to 

reinforce the importance of the utopian object, inflame desire and motivation towards it.  
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However, the differences between escape function as a site of negotiation and escape as 

a relaxation and withdrawal to recharge for change function warrants further attention. Escape 

function showed strong positive relationship to brand connection across two different product 

categories in studies two and three. Both escape strategies identified in this research showed 

similar brand connection narrative and a preference for symbolic brands that felt like their 

utopia would feel like.  

 

7.4 Criticize Function and Brands 

 

Criticize function was shown in study one with attached brands that made current reality 

feel a little more tolerable than the ‘sad’, ‘desperate’ and ‘helpless’ current world. Criticize in 

studies two and three (control condition) were associated with negative brand connection. In 

these categories, the brand(s) are assessed negatively due to their association with a dystopian 

current reality.  

This negative assessment was also demonstrated in study one, which showed both 

ambivalent and averse brand connections were found with brands that participants could not 

‘trust’. This commentary is seen as a reflection on the current world that lacks stability, 

structure and a sense that everyone is following the same rules as oneself - society itself 

cannot be trusted. 

A lack of trust is shown in the brand literature as negatively affecting attachment (Louis 

& Lombart, 2010) and loyalty (Chaudhuri & Holbrook, 2002). Brand trust is assessed in 

relation to the perceived qualities of the brand (Dunn & Schweitzer, 2005), which in the 

present context is evaluated in a social context that is ‘helpless’. Furthermore, brand 

incongruence to a desired self (and self in the world) is a neglected phenomenon in 

consumption literature and can lead to negative brand assessments (Bosnjak & Brand, 2008); 

findings in the present study associating criticize function with negative brand connection 
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(particularly for men), also advances the understanding that a negative world view can also 

lead to negative brand connections. 

Criticize function can be explored further in the context of ‘power’ as a related 

construct. Power is often defined as the capacity to control resources and outcomes for 

oneself and others (Rucker & Galinsky, 2008). Power varies from situation to situation, so 

individuals are likely to have experiences of powerlessness throughout each day (Rucker & 

Galinsky, 2008). Power in the context of the ability to influence worldwide occurrences that 

are interpreted as dystopian (for example, terrorism, economic crises, the government) are 

presumably always met with low power. The majority of individuals simply do not have the 

power to make changes to total social structures. Individuals may not have the power to 

change social systems, but they can criticize the social structures, events and brands that are 

viewed as dystopian.  

The examination of power within consumer-brand relationships is an emergent theme in 

marketing, usually within the context of power relations between an individual and a brand 

(Fournier & Alvarez, 2013). Research conducted by Rucker and Galinsky (2008) indicate that 

low power fosters a desire to acquire products associated with status to compensate for 

lacking power (p.257).  

However, this research shows that individuals in criticize function have feelings about 

current reality (i.e., powerless) that influence negative brand connection, as opposed to 

influencing strong brand connections. Further, as the product categories used in the present 

research are not considered to be overtly status orientated (mobile phones, sportswear), and 

thereby not ‘power’ related, these findings could indicate differences to connection may 

emerge depending on the category of product and / or meanings associated with a brand.  

Luxury products were sorted by individuals in criticize function to ‘attached’ in study 

one; however, the association to the sorted brands were described as ‘neurotic’ (as per quote 
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from participant 2 in study one), indicating an attachment with a negative valence and 

unlikely to induce hopeful thinking. Conversely, attached products identified in study one 

were more likely to be those that made the current world more tolerable, rather than overtly 

status-associated brands.  
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8.0 Concluding Remarks 

 

8.1 Limitations and Future Research 

 

8.1.1 Limitations  

 

Despite the insights gained from the studies, there are limitations identified in the 

present research. While these limitations were discussed Sections 4.7.1 and 6.7.3, they are 

outlined here for clarity. Study one’s limitations highlighted the method of a projective sort in 

identifying ambivalent and indifferent brand connections, which was not optimal for gaining 

insight to brands as participants did not hold much narrative regarding brands they sorted to 

these categories. Secondly, the qualitative guide for identifying hope was not uncovered until 

after the research for study one was conducted. Thirdly, the sample for study one was drawn 

from the post-graduate student population at a University, and may not reflect the views of the 

general population who do not have a higher degree. As a result, the feelings of uncertainty 

about the future from the participants involved in study one may be less than the general 

population, and change function may be emphasized.  

Study three’s limitations addressed the manipulation of each utopian function. Utopian 

functions were manipulated directly in this study; however, in future research, it may be 

advisable to manipulate the influences to utopian function (i.e., hope, personal uncertainty and 

social uncertainty) rather than the utopian function per se. 

 

8.1.2 Future Research 

 

As one of the few attempts at exploring utopianism empirically, and with a mixed 

methods approach designed to conceptually ground utopianism and consumption before 



UTOPIAN FUNCTION AND BRAND CONNECTION   
 

144 

measuring observed associations, there are numerous recommendations for future research 

over multiple fields of study. Observations about the nature of utopian thought made in study 

one show a line of potential future research to contribute knowledge to additional fields 

extending beyond the objective of this thesis. These include utopian thought in cultures of 

consumption, the cultural construction of ideals, cultural differences in utopian thought, and 

the separation of self and society. Study one captured utopian thought in a consumption 

culture. What is it that we wish for? Spontaneously reported utopias in this study identified a 

focus to the individual and their close family and friends, in support of the body of utopian 

social thought arguing utopianism as increasingly atomized and privatized in accordance with 

the consumption culture we find ourselves today (See: Bauman, 2000; Thompson & Žižek, 

2013; Levitas, 2013). This premise is supported with reference to extensive literature 

exploring culture and self-identity, culture and consumption, and culture and the production 

of desire (See: Belk, 2003; Giddens, 1991; Kozinets, 2001; McCracken, 1988). These 

findings support that to hold a utopia that a person believes is possible, and to allocate 

responsibility to themselves as ‘individuals’ prescribed with the task of achievement is 

an unconscious, implicit compliance to the pervasive individualistic consumer culture found 

in most Western countries.  

Results from study one also found a separation between the social and individual. They 

are clearly distinct, and reported actions were focused to individual aspects as a priority ( 

“how can I improve society if I can’t improve myself?” attitude, or “I can’t help (them) right 

now, I’m busy looking after myself first”), then actions towards a creating a better society can 

be taken. This finding is a starting point for future research to the separation of self and 

society, which may lend itself to application in understanding theories of social change, and 

for brands intended to enact social change. This subject matter lends itself to sociological / 

anthropological approaches in understanding the consumer response to desired futures in day-
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to-day life, and uncovering the circumstances in which a shift between functions is identified. 

This approach would also assist in understanding if brands play a role in shifting consumers 

between functions.  

Further research is identified with investigation to the personality characteristics that 

may influence each utopian function, particularly regarding the management of uncertainty. 

In contemporary cultures, particularly modern consumer cultures, a generalized pervasive 

sense of uncertainty is evident (Vail, 1999) and expected to continue or perhaps worsen in the 

future (Bauman, 2000). For example, some people show a greater ability to cope with making 

decisions under uncertainty than others (Kahn & Sarin, 1988, Frost, 2007). Findings about 

utopian function and brand connection also highlight agentic thinking as an area of future 

research within the brand connection field for investigating ‘in the middle’ brand connections 

and brand interactions, where high agency dilutes motivation to connect with a brand. 

Investigations in this line of research could also enrich the body of literature addressing 

agency and self-efficacy (Bandura, 1982), in relation to brand connection (See: Morgan-

Thomas & Veloutsou, 2013; Park, MacInnis & Priester, 2006).  

Narcissistic tendencies have been described as detrimental to social relationships and 

the community (Twenge & Campbell, 2009). Given the proposition that hope is a replicating 

process that drives the individual, and in a dialectical interpretation, economy and society 

(Žižek & Thompson, 2013), the drive for a privatized utopia replicates the individual rather 

than the social. The self- focused description of the majority of utopias may seem to provide 

an indication of this pervasive social trend toward narcissism and could provide insight to 

maladaptive consumption practices via escape function. The relationship between narcissism 

and attachment anxiety may also offer some insight, as anxious individuals are also shown to 

have difficulties developing pathway and agency thoughts that comprise hope (Michael, 

2000) and thereby are unlikely to engage in change function. Finally, Dweck’s (2008) body of 
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research regarding mindset may also provide insight about a person’s qualities and their 

response to their utopia. 

The measurement instrument for utopian function could be explored in future research. 

This research found a ‘planful’ and a playful aspect to escape thinking that could be more 

fully captured in the utopian function measurement instrument, thereby providing greater 

insight to the measurement between escape as an opportunity to imagine, relax and recharge, 

and escape as an opportunity to mentally construct desired futures.  

Criticize function and power is also highlighted for future research. This research could 

include overtly ‘power’ related status products (such as Porsche), and brands that may make 

current reality more tolerable (such as Corona) as ‘low power’ brands, may uncover a new 

perspective to criticize function and brand connection, where power-related products may not 

produce a negative assessment. Alternatively, this may reinforce the idea that any product 

associated with current reality (regardless of power association) is assessed negatively. 

Cultural differences in utopian thought, and response to utopian function is a potentially 

important area for future research. Schiebe and colleagues (2011) found that both German and 

United States residents were easily able to report their life longings, and showed similar 

emotional intensity when thinking their utopias. However, United States Americans 

associated their life longings as more attainable than Germans, which has implications for 

engaging in change function. These findings could be taken as a reflection of cultural 

differences between the two countries, where Americans hold the ‘American Dream’ as 

important to one’s life narrative - which may by shifting in the wake of the 2008 financial 

crises. A recent study showed social mobility in the US at an all-time low (Ferrie & 

Rothbaum, 2016). A study of utopian ideals and utopian function comparing western and 

eastern cultures, and also the shifting American dream as utopianism has not been addressed 

to the author’s knowledge.  
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This research addressed brands as utopian objects. However, the application of these 

findings can be applied to any object that communicates utopian messages for a better life. 

Briefly, extension to additional fields that explore change may prove fruitful in understanding 

response to utopian messaging. These include management studies addressing change within 

organizations how people respond to ideal workplaces communicated by management, or 

political science and political communication strategies (See: Goodwin & Taylor, 1983) 

where marketers attempt to create an emotional connection between politicians and / or a 

political group as a ‘brand’. 

Finally, the associated thoughts, feelings and behaviors with each utopian function 

allows us to begin a line of research that addresses which of the functions are associated with 

adaptive (as opposed to maladaptive) behaviors. The thrust of this research could examine the 

creation of brand meaning to generate the newly emergent concept of ‘healthy desire(s)’ for 

individuals. ‘Healthy desire’ is a concept recently introduced to the marketing literature 

(Kotler, 2015:223), which calls for marketers to create ‘healthy desire for the acquisition of 

material goods beyond the basics of food, clothing and shelter’ (Kotler, 2015:223). What 

constitutes ‘healthy’ for individuals is made in the context of healthy human functioning (for 

example, subjective wellbeing). This notion can also be applied to the examination of utopian 

function. In the context of the present study, which focuses to the interplay between the 

socially constructed desire and the influence this has on the individual, change is the function 

associated with more positive psychological outcomes for individuals (Oettingen, 2015; 

Snyder, 2000) and therefore may be considered the ‘healthier’ of the utopian functions; 

however, future research can further investigate the link made here. 

Understanding the driving forces behind each function provides insight to the role a 

brand can play in daily consumer life in order to encourage: mental construction of lives that 

benefit all; criticism (and perhaps removal of) the dystopian elements in current reality that 
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block hopeful thinking; and positive change to people’s lives. Marketing scholarship should 

recognize that the brand operates within wider life circumstance which is highly specific to 

the past, present and the future of every individual, yet there are social forces that shape these 

individual lives and utopian functions, as well. This calls upon brands and marketers not only 

to create goods that can create change, but to also address the systemic issues in contemporary 

capitalism that creates uncertainty, such as inequality and environmental concerns. 

However; there is a catch-22 in the examination of positive psychological outcomes as 

related to change function, when taking into account findings from the present research: 

change function is associated with non-significant and / or positive significant relationship to 

brands. Taking these findings into account with other extant brand connection research, where 

it is evident perceived self-deficits (Rucker & Galisnky, 2008), loneliness (Lastovika & 

Sirianni, 2011), materialism (Rindfliesch, et. al., 2009) and fear (Dunn & Hoegg, 2014) are 

drivers for strong brand connection, it begs brand connection scholarship to consider if brand 

connection (and its permutations commonly employed by brand practitioners such as brand 

love and brand admiration) is the most appropriate measurement to employ in assessing the 

effectiveness of brand meaning.  
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8.2 Conclusion 

 

The objective of this thesis was to explore utopianism, utopian function and the 

formation of consumer brand bonds. Taking a perspective from an identified research gap by 

developing a framework that enables a perspective to both positive and negative brand 

connection(s), this thesis explored how an individual feels about life as a whole a vis-à-vis a 

desired life, associated utopian function, and how this influences brand connection. Chapter 

one introduced brands as cultural objects that educate and inflame utopian desires in 

contemporary consumer cultures. Chapter two argued that utopianism and utopian function 

theory are important perspectives to understanding consumer brand bonds. Utopian function 

theory asserts that individuals respond to utopian thoughts with change, escape or criticize 

functions. Each of these functions influences brand connection in differing ways, and a 

research agenda consisting of three studies was introduced in Chapter three, outlining a 

mixed-method approach involving a qualitatively grounding of the theory with depth 

interviews, followed by two quantitative studies.  

The first qualitative study developed a framework for exploring utopian function and 

brand connection. The framework showed that utopian thoughts are met with hope, personal 

uncertainty and social uncertainty, which influence each utopian function. Each utopian 

function was revealed with differing desires for brands. Change function was found to have a 

desire for brands that were representative of achievements made to date on a path to their 

desired life, which led to a tendency to assess brand congruence in relation to today rather 

than a future ideal. The type of thinking that was influenced change function was surmised as 

hopeful thinking, where individuals believed that the actions that they took today would lead 

to success tomorrow. Escape and criticize functions were marked by uncertainty about 

themselves or society. Individuals identified with escape function were associated with 

personal uncertainty and desired brands that showed them that achievement was in fact, 
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possible. These individuals were seeking an escape from reality, and sought brands that 

offered a glimpse of their desired life. Strategies for escape were identified as either to escape 

in order to construct the pathway to a desired life; or to enjoy an imaginative, mental escape. 

Both of these strategies have differing psychological effects to individuals, and likely lead to 

non-action toward the achievement of utopia due to the depletion of mental resources escape 

strategies require.  

Criticize function is associated with a desire for brands that help make current 

(dystopian) reality more tolerable, and is associated with a weak assessment of brand 

congruence to an ideal life. The rejections of current life as a whole in criticize function leads 

to lesser brand congruence and negative brand connections, particularly for men. 

Findings of the three studies were discussed in chapter six. Differing responses to the 

utopian ideal was reflected each utopian function, which influenced an individual’s 

relationship with a brand. The robustness of these findings is indicated by the replication of 

results across two different product categories. Criticize showed a negative association to 

brands, which was replicated across both studies two and three, providing insight to the 

knowledge gap in the understanding of negative consumer brand bonds. Escape showed a 

positive relationship to brand congruence and was replicated across in studies two and three. 

Change function showed no relationship to brand congruence in study two, and in addition a 

positive relationship to brand was shown in study three. These differing brand relationships 

begin to shed some light on the drivers behind differing brand connections, particularly the 

analysis to brand connections that are not strong, and ‘in the middle’ or negative in tonality.  

This examination of how people respond to desired futures in the time that we live in is 

prescient. The capitalist economic system has failed the majority of the population (Picketty, 

2014; Stiglitz, 2013), a sense of pervasive uncertainty is evident (Vail, 1999), and the practice 
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of unabated consumption is unsustainable for the economy, environment, society and 

individuals (Botsman & Rogers, 2010).  

Consumer response to uncertainty about the achievement of their desired future lives is 

a key point of understanding the utopian response towards change, as clearly demonstrated in 

the findings of this research. How can brands construct meaning that enable change function 

and promote ‘healthy desires’ in individuals striving for their utopias? Given the turbulent 

world that we live in today, these research findings provide a starting point for a line of future 

research that will have far reaching impacts for individuals, business and society. After all: we 

are all utopians. 
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10.0 Appendices 

 
Appendix 1 Differentiation of Utopian Theory to Brand Connection Theories  
 

Theory Description Utopian Theory Differentiation 
Self-
expansion 

A theory that describes how people think, 
feel and act in the context of close 
relationships (Reimann & Aron, 2009). 
Desire to expand the self is presented as a 
central human motivation that serves to 
increase one’s potential efficacy to achieve 
goals, by acquiring social and material 
resources, perspectives, and identities (Aron 
et. al., 1991). 
  

Self-expansion goals are typically 
explored as future- and present-oriented, 
based in reality, and are more concrete 
and domain-specific than utopias. Means 
to achieve goals are more often known, 
and more accessible than the means to 
achieve a utopian ideal. 

Social 
adjustment 

Encompasses self-verification, self-
presentation and self-differentiation theories. 
Self-verification theory proposes that people 
prefer others to those as they see themselves 
(Swann, 2011); self-presentation theory 
explains behaviors as attempts to convey 
information about oneself to others 
(Baumeister & Hutton, 1987) and self-
differentiation theory posits that possessions 
can be used to differentiate oneself from 
others (Escalas & Bettman, 2005). These 
theories point to the social nature of brands 
in that they help consumers fit into a group 
or distance themselves from groups not 
associated with the self.  
 

Social adjustment theories address how 
consumers form relationships (or don’t) 
with others based on their use of a brand. 
In this way, social-adjustment theories 
of the practices that bind communities 
together, such as utopian communities as 
Cooper (2014) and Kozinets (2001) 
explored, does draw similarities with 
communitarian utopian theory (one of 
the three ‘faces’ presented in Section 
2.2). This thesis is concerned with a 
differing stream of research in utopian 
social theory, which focuses to the social 
construction of held utopian ideals and 
what represents held utopian ideals, 
rather than to utopianism as a shared 
practice. 
 

Self-
construction 

Self-construction posits that the self is 
something that a person can actively 
construct and create, partially through 
consumption (Elliot & Wattanasuan, 1998). 
An individual creates images of who or what 
he or she wants to be and constructs the self 
as a symbolic project (Thompson, 2005). 
 

The construction of self pertains only to 
the self-concept and is not necessarily 
utopian. This conceptualization can 
include possible selves. Possible selves 
differ from utopianism in three identified 
ways. Firstly, possible selves principally 
address future-orientated selves only and 
do not address the tripartite temporal 
focus of utopianism. Secondly, possible 
selves as characterized as either positive 
or negative in emotional tone differs 
from the ambivalent, simultaneous hope 
and fear associated with utopian 
thinking. Thirdly, possible selves focus 
primarily on the individual and are more 
reality-based that utopian thinking.  
Finally, possible selves theory does not 
extend analysis to the embodied nature 
of these images nor the social / cultural 
context as constructing possible selves, 
which both open and limit one’s 
education about their possible selves 
(McDonald & Wearing, 2013; Schiebe, 
2005). 
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Theory 
cont’d 

Description Utopian Theory Differentiation 

Emotional 
Regulation 

The brand primarily facilitates emotional 
regulation by maintaining or changing 
emotional state, offering a way to cope with 
stress in day-to-day life or pleasing the self 
(MacInnis et al., 2009; Park et al., 2013a). 
Emotional regulation is also referred in 
brand literature as ‘enticing’, indicating 
brand resources that offer hedonic, sensory 
or aesthetic pleasure, the escape from pain or 
provision of psychological comfort by 
offering relief or security to the self 
(MacInnis et al., 2009; Park et al., 2013a).  
 

Utopias are a momentum concept 
towards where happiness in stored. Each 
utopian function is associated with 
differing emotional quality, where escape 
may provide a way to cope with stress 
(dystopia) in day-to-day life, while 
change may impact emotional state by 
pleasing the self. However, the primary 
objective of utopian thought is to 
orientate life as a whole towards a 
desired emotional state in the future 
(such as happiness), rather than to 
produce a change in emotional state in 
the current moment per se. 
 

Utilitarian 
performance 

Utilitarian performance is concerned with 
the outcome of using a brand, by the use of 
functional, non-sensory brand resources 
(Batra & Ahtola, 1990; Holbrook & 
Hirschman, 1982). Utilitarian performance is 
also referred to as enabling resources that 
focus on functional, utilitarian performance 
to help a consumer achieve a sense of an 
efficient and capable self (MacInnis et al., 
2009; Park et al., 2013a). 
 

Similar to emotional regulation 
differentiation, utopias could provide a 
sense of efficiency in change function in 
steps that may have been taken towards 
an ideal life. However, the primary 
objective utopian thought is to orientate 
life as a whole towards a desired 
emotional state (such as happiness), 
rather than to produce a change in 
emotional state per se. The outcome of 
efficiency may not necessarily be the 
objective nor may it be achieved from 
utopian thought. 
 

Value 
expression 

Also referred as enriching brand resources, 
value-expressive brands offer consumers a 
means of representation, definition or 
expression of the self. Within this 
conceptualization, the self can comprise 
three selves; (1) the ideal self (who we 
would like to be), (2) actual self (how we 
currently are) and (3) ought self (how we 
think we should be) (Higgins, 1987). 

The ideal self is similar to utopian 
thought in that it produces a sense of lack 
in the present moment. If the discrepancy 
between the actual and ideal is perceived 
as distant, it can produce negative affect, 
which is different to the ambivalent 
emotional tone associated with utopian 
thinking. Utopian thinking is 
characterized as distant from our current 
realities but producing an ambivalent 
emotional response, rather than negative. 
In addition, like possible selves, ideal 
selves only refer to the self, rather than 
entire ways of living. Ideal selves lend 
itself to representing a wishful thinking 
(Schiebe, 2005), rather than utopian 
thinking, which is more grounded in 
reality (Jacobsen & Tester, 2016).  
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Appendix 2 Study One Advertisement  
 
 

LMS Announcement – Subject Header: Call for Research Participants  
  
Hi!  We are calling for participants to interview for a research study investigating desires for an ideal life that 
you may have. 
  
Interviews for this research will take one hour and will be conducted at The Spot building, 198 Berkeley Street, 
during October 2014.  For your time, we are offering an incentive of $30 cash.  Yep, $30! 
  
To register your interest, please click on the below link, answer some very quick and confidential questions, and 
indicate which days and times suit you best.  Please do so by September 26th, 2014. 
  
Click here >>> https://fbeunimelb.asia.qualtrics.com/SE/?SID=SV_9FZALEpvfM9m14p 
  
If you have any questions please email Rebecca at: Rebecca.dare@unimelb.edu.au. 
  
Thank you! 
  
Best Regards, 
  
  
Rebecca Dare 
PhD Candidate 
Department of Management and Marketing 
The University of Melbourne 
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Appendix 3 Study One Screener Questionnaire 
 
 
Hi!   
 
Thank you for your interest! We are calling for participants to interview for a research study investigating desires 
for an ideal life. Interviews will take place at The Spot building during October 2014, and will take one hour. 
You'll receive $30 for your participation.  The following survey questions are confidential. Please answer by 
September 26th, and we will be in contact shortly after this date to arrange a time. 

 
If you could create an ideal life, what would it look like? Please briefly describe below: 
 
How likely do you think you will achieve this desired life? 
Very Unlikely  
Unlikely  
Somewhat Unlikely  
Undecided  
Somewhat Likely  
Likely  
Very Likely  
 
Name: 
 
Age Group: 
19-39  
40-59  
60-81+  
I'd rather not say  
 
Contact email: 
 
Contact Phone: 
 
Please indicate your preferred day to participate in an interview (please tick all that apply): 
Monday  
Tuesday  
Wednesday  
Thursday  
Friday  
 
Please indicate your preferred time of day to participate in an interview (please tick all that apply): 
Morning (8am to 12noon) 
Afternoon (12noon to 4pm)  
Evening (4pm - 8pm)  
 
Thank you - we will be in contact with you shortly. If you have any questions, please contact Rebecca at : 
rebecca.dare@unimelb.edu.au 
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Appendix 4 Study One Summary of Participants 
 
 

Demographic Summary    
Total number of participants 22   
Age Range 21 to 30   
Age Average 24   
Female 15 68%  
Male 7 32%  

    
Nationality    
Chinese 5 22.7%  
Indian 4 18.2%  
Australian 3 13.6%  
Indonesian 2 9.1%  
Russian 1 4.5%  
Taiwanese 1 4.5%  
Singaporean 1 4.5%  
Malaysian 1 4.5%  
Ecuadorian 1 4.5%  
French 1 4.5%  
Chinese-Australian 1 4.5%  
French - Russian 1 4.5%  

    
Marital Status    
Single / Dating / Engaged 20 90.9%  
Married 2 9.1%  
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Appendix 5 Study One Interview Guide 
 
 

This interview should take around one hour.  Any questions before we start? Reiterate the life desire completed 
online. 

QUESTION 
 

1. How long have you had this life desire?   
• When did you start thinking about it? 
• Did you ‘learn’ it from anywhere? 

 
2. Has it changed over time?  If yes, how has it changed? 

 
3. Do you feel your life desires reflect who you are? 

• Probe for: Why / why not? 
 

4. How often do you think about your desired life?  (Rarely? Several times a week / day?) 
• When was the last time you thought about it?   
• What made you think about it? 
• Do you feel a certain way when you think about it?  

Probe for situational context:  
• Are you usually by yourself?  
• Are other people around you?  
• Does something remind you of it?  
• Do other people/places/things prompt you to think about this desire? If yes, what? 

 
5. What happens when you are thinking of your desire? 

• Probe / draw out: Does anything ‘happen’? Did you ‘do’ anything?  What happened last time?   
• Is this the same response every time?  Does your response change each time, why and how?  
• Do you talk about your desire with anyone else?  
• Do you look for people, places or things to help you with this desire (use appropriate wording to 

conversation from Q4) 
• Probe for: brand or product use 
• Probe for: catalyze, escape or critique functions – are these stable or change over time? 

 
The next few questions I am trying to understand if your life desire impacts on the way that you relate to brands.   

QUESTION 
6. (Recap Q8) Can you think of anything that is related to your desired life and could help you with it? 

(can be anything product or service, thing that you use or look at daily, for example) 
• Can you think of any brands? 
• Probe for: How is (this brand) they related to your life desire?  
• Can you describe this brand in a few key words? 
• Does this brand help you achieve your life desire?   
• Have you purchased this brand? (why / why not?) (Last time?) 
• If you purchased this brand, how would you use it? (probe for utopian function) 
• Do you have any feelings towards this brand at all?  If yes, what are they?  

 
7. Can you think of a brand that is against your life desire (is in the way of your life desire)? 

• Probe: what are they and why? How are they against your life desire? 
• Can you describe this brand in a few key words? 
• Do you have any feelings towards this brand at all?  If yes, what are they? 
• Have you brought this brand before? (probe why if they have and if they brought again and why) 
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Take out magazines and present to participant and explain; what I’d like you to do now is select one 
magazine and look through each of the pages.  As you do so, please think about your life desire and when you 
see a brand in this magazine, assess its relation to your life desire on your gut feel – no need to think about it 
too much.  The brands that you feel could help you and are related to your desire, tear out and place here.  
Brands that you feel are totally against your life desire, tear out and place here. Brands that kind of fit but 
don’t, place here.  Brands that are not related at all and you feel indifferent towards, place here.  Talk me 
through each of the categorizations that you make; I may have some questions on the way. 

 
Probing questions as each brand is selected: 
• What made you place this brand there? (in that categorization) 

At the end of the selection and categorization process: 
• (indicate per category and ask)  
• Is there a common thread between these brands? 
• Are there key words that you would use to describe these brands? 
• Would you buy / not buy these brands? 
• (If there is more than one brand in each section) Which brand is most representative of this 

categorization? Why? (mark this one) 
 

Thank you.  There are just a few more questions about how your life desire makes you feel and how you might 
manage these feeling before we end our chat. 

8. We’ve been chatting about your desired life for a while now.  In general, how do you feel when you 
thinking about this desire?  Last time? 

• Probe for: feelings (better or worse) 
• Probe for one of the following as dominant (function):  
• Do you feel like just living in the imagined world?  
• Do you feel there is a lot standing in your way with current society right now?  
• Do you feel a strong urge to do something about current society so you can improve it? 

9. How does your desire make you feel about your life as it is now? 
• Probe for: do you feel better or worse? 

 
10. In the online survey you indicated that you feel you are likely / unlikely to achieve this desired life. 

What is it that makes you feel like you likely / unlikely achieve it?  
• Probe / draw out: which factor is most in the way / helping you achieve it? Do you think about this 

when you think about your life desire? 
• Probe for:  does anything need to happen in the world for you to achieve this? (i.e., political; social 

change?) 
• Probe for: Do you need to change yourself to achieve this way of life?  If yes, what do you need to 

change? 
11. Can you please summarize your life desire in a few key words? 

 
 

 
  



UTOPIAN FUNCTION AND BRAND CONNECTION 
 

177 

Appendix 6 Study One Spontaneous Brand Sorts 
 

 
Attached 

Count Nominated Brand Category 
1 Kate Spade Fashion & Apparel 
2 Yamaha Other 
3 Only Fashion & Apparel 
4 Seek Media & Communication 
5 Red Cross NGO 
6 Luxury clothing brands Fashion & Apparel 
7 Disney Entertainment 
8 South Korea (Country) Other 
9 Magazines Media & Communication 

10 Target Fashion & Apparel 
11 P&G Health and Beauty 
12 BMW Automotive 
13 Apple Electronics 
14 Mercedes Automotive 
15 Nikon Photography 
16 Travel services Travel and Tourism 
17 Fiat Automotive 
18 Camera Photography 
19 Search Engines (Google etc) Media & Communication 
20 Bunnings Other 
21 4WD (family friendly) Automotive 
22 Peter Alexander Fashion & Apparel 
23 LinkedIn Media & Communication 
24 World Vision NGO 
25 Cosmetics brands Health and Beauty 
26 DFO (Direct Factory Outlets) Other 
27 Coke Food and Beverage 
28 King Fit Fashion & Apparel 
29 Bvlgari Fashion & Apparel 
30 Camera Photography 
31 Volkswagen Automotive 
32 Stationary Other 
33 Travel services Travel and Tourism 
34 Clothing (Burberry) Fashion & Apparel 
35 Haighs Food and Beverage 
36 Laptop Electronics 
37 Salvation Army NGO 
38 Music & TV Media & Communication 
39 Retirement Village Other 
40 Krispy Kreme Food and Beverage 
41 Armani Fashion & Apparel 
42 Adidas Fashion & Apparel 
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Count 
(cont’d) Nominated Brand Category 

43 European Brands (Not classified) 
44 Colorful accessories Fashion & Apparel 
45 Photo frames (for pictures) Photography 
46 Mobile Phone Electronics 
47 WWF (World Wildlife Fund) NGO 
48 Adidas Fashion & Apparel 
49 Timberland Fashion & Apparel 
50 H&M Fashion & Apparel 
51 Beautiful Suit Fashion & Apparel 
52 Apple Electronics 
53 IPhone Electronics 
54 Porsche Automotive 
55 Luxury clothing brands Fashion & Apparel 
56 Tesla Automotive 

 
 
Averse 

Count Brand Category 
1 Alexander McQueen Fashion & Apparel 
2 Financial Institutions Financial Institutions 
3 Boost (Juice) Food and Beverage (incl. Alcohol & Tobacco) 
4 Alcohol Food and Beverage (incl. Alcohol & Tobacco) 
5 Tobacco Food and Beverage (incl. Alcohol & Tobacco) 
6 Healthcare Healthcare 
7 Books Other 
8 Television Other 
9 Oven Other 

10 Games Other 
11 Tax Financial Institutions 
12 Financial Institutions Financial Institutions 
13 Ed Hardy Fashion & Apparel 
14 Bulk Buy laundry powder Other 
15 Meat Food and Beverage (incl. Alcohol & Tobacco) 
16 All the diet brands (Food and Beverage) Food and Beverage (incl. Alcohol & Tobacco) 
17 Healthcare Healthcare 
18 Discounted airline travel Other 
19 My family (Not coded) 
20 Politics (Not coded) 
21 Bullying (Not coded) 
22 Myself (Not coded) 
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Appendix 7 Study One Projective Sorts 
 

 
Magazine List 

Title Publisher Issue Category 
Smith Journal Frankie Press Vol. 12 Lifestyle 
Vogue Australia Conde Nast International October 2014 Fashion 
Better Homes & Gardens Pacific Magazines October 2014 Home and Lifestyle 
Australian Men’s Health Pacific Magazines October 2014 Health  
Woman’s Day Hearst Corporation Sept. 8, 2-14 Women’s 
The Block Glasshouse Bauer Media Inc. 2014 Interior Design 
Frankie Frankie Press Issue 61 Lifestyle 
Renegade Collective The Messenger Group Issue 14 Lifestyle 
Marie Claire Pacific Magazines October 2014 Fashion 

 
 

Magazines Selected by Each Participant 
Title Number of Times Selected Participant Number 
Frankie 8 28, 6, 37, 19, 41, 15, 42 
Smith Journal 6 0, 43, 29, 1, 18, 20 
Renegade Collective 3 25, 13, 27 
Better Homes & Gardens 2 14, 31 
Marie Claire 2 17, 2 
Vogue Australia 1 16 
Australian Men’s Health 0 - 
Woman’s Day 0 - 
The Block Glasshouse 0 - 

 
 

Attached. There were 192 selections made to Attached. Brand categories sorted to 

Attached were predominately Fashion and Apparel (19.3%), Food and Beverage (17.3%) and 

Home wares and Accessories (13.0%). Narratives from 192 selections were analyzed by 

utopian function. The remaining 6 brand selections did not have accompanying commentary 

evident in transcriptions, and could therefore not be analyzed. Of these 192 brands, 48 were 

nominated, as they were brands that the participant already used and intended to use in their 

future ideal life, indicating both attachment and associated brand loyalty. 19 of these were 

Food and Beverage brands (such as Campos coffee and Haighs chocolate), while 7 were 

Electronics (Such as Apple or Google), and Cameras (Such as Nikon). At brand level, there 

was no single brand that was spontaneously nominated by more than one person. For 

example, within the Automotive category BMW, Volkswagen, Mercedes, Tesla, Porsche, Fiat 

were all nominated, however not one brand was nominated by more than one participant. The 
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closest to this occurring was within Electronics, where two different participants nominated 

Apple and iPhone. Additionally, brands nominated represented a spectrum of high and low 

involvement, price ranges, luxury and everyday. 

 
Attached Summary 

	
Count % 

Automotive 8 8.1% 
Fashion and Apparel 37 19.3% 
Electronics 15 7.8% 
Travel 19 9.9% 
Cosmetics and Fragrance 19 9.9% 
Homewares and Accessories 25 13.0% 
Sport and Accessories 13 6.8% 
Food and Beverage 33 17.2% 
Education 7 3.6% 
Retailing 6 3.1% 
Financial Services 3 1.6% 
NGO 4 2.1% 
Other 3 1.6% 
Total 192 100.0% 

 
 
 

Averse. Overall, 61 selections were made to this category. Of these, Narrative for 49 

selections were analyzed.  Categories against an ideal life were Fashion and Apparel (23.0%), 

Food and Beverage (18.0%), Education (13.1%) and other (including fabric softener, elevit 

pregnancy vitamins and ‘Mean Girls’ movie). 
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Averse Summary 

	
All All 

Automotive 6 9.8% 
Fashion and Apparel 14 23.0% 

Electronics 1 1.6% 
Travel 3 4.9% 

Cosmetics and Fragrance 2 3.3% 
Homewares and Accessories 3 4.9% 

Sport and Accessories 2 3.3% 
Food and Beverage 11 18.0% 

Education 8 13.1% 
Retailing 1 1.6% 

Financial Services 2 3.3% 
NGO 0 0.0% 
Other 8 13.1% 
Total 61 100.0% 

 
 

Ambivalent. Across all interviews, 143 selections were made to Ambivalent. To 

uncover reasons why brands were categorized to Ambivalent, 119 narratives from these 

selections were coded. Product categories selected in ambivalent were predominately Fashion 

and Apparel (28.7%), Food and Beverage (19.6%) and Home wares and Accessories (10.5%).   

 
Ambivalent Summary 

	
Count % 

Automotive 8 5.6% 
Fashion and Apparel 41 28.7% 

Electronics 6 4.2% 
Travel 9 6.3% 

Cosmetics and Fragrance 7 4.9% 
Homewares and Accessories 15 10.5% 

Sport and Accessories 8 5.6% 
Food and Beverage 28 19.6% 

Education 5 3.5% 
Retailing 0 0.0% 

Financial Services 1 0.7% 
NGO 0 0.0% 
Other 15 10.5% 
Total 143 100.0% 

 
 

Indifferent. In all, 162 selections were made to Indifferent. Of these, 137 selections 

were coded for narrative analysis.  
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Indifferent Summary 

	
Count % 

Automotive 6 3.7% 
Fashion and Apparel 53 32.7% 

Electronics 6 3.7% 
Travel 4 2.5% 

Cosmetics and Fragrance 22 13.6% 
Homewares and Accessories 14 8.6% 

Sport and Accessories 4 2.5% 
Food and Beverage 27 16.7% 

Education 6 3.7% 
Retailing 2 1.2% 

Financial Services 0 0.0% 
NGO 0 0.0% 
Other 18 11.1% 
Total 162 100.0% 

 
 

Total Selections: Attached, 192; Averse, 61; Ambivalent, 143; Indifferent, 162. 
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Appendix 8 Study One Interview Transcripts 
 
 
Available on request. Please note that this document is 283 pages in length (single 

spaced, font size 10). 
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Appendix 9 Study One Desired Life Summary 
 

Desired Life Summary 
P# Gender 

(M / F) 
Age Nationality Likelihood of 

Achievement* 
Life Desire 

0 F 24 Chinese 6 For me, the ideal life is living in a happy family; I 
have a job that I'm interested in; All my friends 
are living in the same city with me. 
 

43 F 28 Russian 3 Ideal life-work balance, big house, full family 
with a dog, interesting job, travelling several 
times a year, eating everything and not gaining 
weight, living half year in a north and half year in 
a south country. 
 

25 F 23 Chinese 5 Doing a job that I have passion for and live with 
someone I love with enough money to spend. 
 

26 M 23 Chinese 3 A really beautiful and gentle wife. A comfortable 
house. A company belongs to me. 
 

28 M 22 Taiwanese 3 An ideal life would involve the presence and 
support from family and friends, easy access to 
public facilities and services, stable economy and 
politic,  harmonious society where everyone is 
accepting and genuine to help one another. No 
discrimination and apathy, no prejudice and 
ignorance. An integration of arts, culture, music 
and other lifestyle activities as well as an element 
of curiosity for different events and involvement. 
 

6 F 22 Singaporean 5 Waking up, having a nice brunch with friends, 
going home to work (Managing an online clothes 
store), finishing before dinner, having dinner with 
my family, go home for chill time with my puppy, 
sleep. 
 

13 F 22 Australian 5 In my ideal life, I would have no uni debt (or any 
other debt), love my job, live in a secure 
environment surrounded by family, friends, and 
my puppy, and be able to travel and help others a 
lot. 
 

17 F 23 French – 
Russian 

5 Having an interesting and well paid job in Seoul, 
South Korea, in the cosmetics industry, a great 
accommodation, being able to provide for my 
family, and have some spare time for myself and 
to volunteer in animal rescue missions. 
 

37 F 23 Indonesian 5 Full time stable job, married. Holiday once-twice 
a year. Own a modern house and a car. Able to 
shop frequently and able to give to others (support 
charity etc.). 
 

19 F 24 Chinese 7 It will consist of the love, music, hard working 
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P# Gender 
(M/F) 

Age Nationality Likelihood of 
Achievement* 

Life Desire 

41 M 28 Ecuadorian 2 It should be a mixture of relaxation periods and 
stress periods. The stress periods because if you 
only live relaxed then it will turn into boring so 
you need also have problems in work and stress. I 
like to travel a lot so I would like to have money 
and time to spend in travels not necessary 
luxurious but enough money for being well. I 
would like to have material things like a car and 
house. A wife and 2 kids. Pretty normal. 
 

1 M 23 Indian 5 In an ideal life, I'd be the owner of a Michelin 
Star holding restaurant in New York, as well as 
teaching dance at my own studio. I'd also be 
married with two kids, both of whom were 
incredible dancers. 
 

16 M 25 Indian 7 9 to 5 job with travel once every 3 months. 2-3 
BHK (Bedroom Hallway Kitchen) apartment 
owned. 100k early income. 2 international 
holidays every year. A 50k luxury car. Time to 
regularly exercise. 
 

18 F 24 Indian 1 If I could create an ideal life, I would have the 
opportunity to do what I wanted to do 
professionally and not be held back by the 
consequences. I would be a writer and travel the 
world writing about my experiences. I would also 
not be restricted by social norm like monogamy. 
Along with that I would also like to have enough 
and more financial resources. 
 

20 F 24 Indian 1 My ideal life would be a life without negative 
consequences. It would involve travelling with 
abandon, meeting and befriending strangers and 
indulging in my passions. Coming from sheltered 
and protective family, I was constantly reminded 
that my parents aim in life was to see their 
children married and settled. However, my ideal 
life would be a life filled with uncertainty and 
risk. 
 

2 F 24 Australian 6 Successful career, loving partner, nice car, nice 
house/apartment, travel the world, collection of 
books, time to paint/draw, eat well, healthy, good 
network of friends...... sustain happiness! 
 

27 F 23 French 6 It would be a life where people SMILE (emphasis 
in original). A life where people's choices are 
driven by Passion & Desire rather than money. I 
am a business student who believes in capitalism, 
but I want people to find a really meaning in what 
they are doing. 
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P# Gender 
(M/F) 

Age Nationality Likelihood of 
Achievement* 

Life Desire 

31 M 30 Indonesian 6 My ideal life would be for me to get a long and 
high career in my current job, which is 
government officer. While doing so, I want to be 
able to finance my wife's doctor's specialist 
school, since her dream is to be a pediatrician. 
Have our own house where my two beautiful 
children can grow and play. I think it would be 
nice to live and not to worry about all the 
financial issues like how will I finance my 
children all the way through college? Or how will 
I finance next year family vacation? 
 

15 F 24 Chinese 7 I can have enough time to go travelling around the 
world. I will have an ideal job which is my 
favorite interest to meet the needs of self-
actualization. I can have enough wealth to go 
shopping everyday buying things which is in 
trend. I have a harmony family with my parents, 
my husband and my children. I live near the sea 
where has beaches and sunset (sic). 
 

42 F 22 Australian 5 In the long-term, I'd like to live the expat life with 
my future family. I grew up in somewhat of an 
expat community and I enjoyed this experience 
and want my children to be able to have this 
experience of travelling, living in different 
countries and always meeting new people. 
Additionally, if there were kids in the picture, I 
would ideally prefer to be a stay-at-home mum 
with the husband as a breadwinner and being able 
to cook organic home-cooked meals as well as 
indulging in authentic local foods. 
 

14 F 21 Chinese-
Australian 

6 Happy and fulfilled. Living with the people I 
love, able to have meaningful discussions with 
friends and working in a rewarding job with 
learning opportunities. 
 

Where: 1 = Very Unlikely, 7 = Very Likely. 
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Appendix 10 Study One Identification of Eudemonic Happiness  
 

The content of reported utopian thoughts were analyzed to determine if the utopia that 

participants desired was characterized by eudemonic or hedonic happiness. Narrative analysis 

was conducted. Specifically, a procedure described by Mogilner and colleagues (2010) was 

employed which identified co-occurring words with ‘happy’ to identify the type of happiness 

participants were seeking. Co-occurred words with ‘happy’ were assigned to either ‘excited’ 

(hedonic) or ‘peaceful’ (eudemonic) by the list detailed in the table below. The majority of 

participants (81%, 17 participants) were allocated to eudemonic happiness using this 

procedure.  

 
 

Co-occurred Words with ‘Happy’  
Excited Peaceful 
Excited Peaceful 
Passion Relaxed 

Love Calm 
Wanderlust Content 

 Cozy 
 Comfortable 
 Chilled 
 Satisfied 
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Appendix 11 Study Two Survey Instrument 
 

Dear Participant,  
 

Why undertake this survey?   
We invite you to take part in a study being conducted by Rebecca Dare (Marketing) from the University of 
Melbourne, Australia. This research aims to document ideal lives and brand connections.    
 
Only the researchers involved in the project will have access to the information in this survey. All information 
will be stored in compliance with University of Melbourne guidelines. Confidentiality of information provided is 
subject to legal restrictions.  The researchers in this project comprise Rebecca Dare, Associate Professor Angela 
Paladino, and Professor Yoshihisa Kashima.        
 
What do you do?   
There are two parts to this survey. The first will ask you about your ideal life. The second will ask you about a 
brand you currently use or own. We appreciate that some responses may not be easily recalled and, in such 
cases, we ask that you provide us with your best guess.     
 
REMEMBER THERE IS NO RIGHT OR WRONG ANSWER.   
 
You can expect this survey to take approximately twenty minutes.    
 
Please also note that involvement in this project is voluntary and you are free to withdraw consent at any time, 
and to withdraw any unprocessed data previously supplied. The findings from this study will be made available 
upon request at the completion of the study.      
 
The minimum retention period for research data and records as stated in the University of Melbourne Code of 
Conduct for Research is five years after publication, or public release, of the work of the research, after which it 
will be destroyed.  All information will still be kept strictly confidential in password-protected files accessible 
only by named researchers involved in the project, except under certain legal circumstances (e.g. subpoena).        
 
Any questions?    
For more information, email Rebecca Dare (rebecca.dare@unimelb.edu.au), Associate Professor Angela 
Paladino (apaladino@unimelb.edu.au) or Professor Yoshihisa Kashima (ykashima@unimelb.edu.au).   This 
project has received clearance from the Human Research Ethics Committee. If you have any concerns about the 
conduct of this project, please contact the Executive Officer, Human Research Ethics, The University of 
Melbourne, phone: (03) 8344 2073 or fax: (03) 9347 6739.       

 
Thank you for your assistance,       
 
Rebecca Dare   
Email: rebecca.dare@unimelb.edu.au   
HREC ID no. 1443567.1.  Plain Language Statement written 05/12/2014. 
 
By ticking 'yes', you acknowledge you have read and understood the information provided, summarized below:   
• I consent to participate in this survey, that is conducted by Rebecca Dare, Associate Professor Angela 

Paladino, and Professor Yoshihisa Kashima at the University of Melbourne   
• I understand that this survey is undertaken for the purposes of research   
• I understand that my participation is voluntary   
• I have been informed that I am free to withdraw from the project at any time without explanation or 

prejudice and to withdraw any unprocessed data I have provided   
• I understand that my participation will involve completion of this anonymous online survey   
• I have been informed that the confidentiality of the information I provide will be safeguarded subject to any 

legal requirements   
• I understand that password-protected files that only named researchers can access will be stored at 

University of Melbourne and will be destroyed after five years   
• I have been informed that the findings from this research will be made available upon request at the 

completion of the study 
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Yes 
No 
 
What is your age? 
Under 21 years 
21 to 24 years 
25 to 34 years 
35 to 44 years 
45 to 54 years 
55 to 64 years 
65 years + 
 
 
If you could create an ideal life, what would it look like? Please take a moment to think about this ideal life and 
then briefly describe below: 
 
 
How likely do you think that your ideal life will be achieved? 
Very Unlikely 
Unlikely 
Somewhat Unlikely 
Undecided 
Somewhat Likely 
Likely 
Very Likely 
 
 
How certain are you that your ideal life will be achieved? 
Very Uncertain 
Uncertain 
Somewhat Uncertain 
Undecided 
Somewhat Certain 
Certain 
Very Certain 
 
 
What sort of feelings do you usually have when you think about your ideal life? 
Negative (e.g. scared or sad) 
Mixed (e.g. happy and scared) 
Positive (e.g. happy) 
 
 
In thinking about your ideal life, how does it make you feel? Please indicate below: 
 Not at 

all 
                  Completely 

Peaceful            

Contented            

Satisfied            

Excited            

Distressed            

Fearful            

Unsatisfied            

Disappointed            

Hopeful            

Uncertain            
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What is your likely reaction after thinking about your ideal life? 
 Not at all 

me 
Usually 
not me 

Rarely me Occasiona
lly me 

Often me Usually 
me 

Perfectly 
me 

I feel like escaping from 
my current life, and 
dreaming about my ideal 
world. 

       

I feel like living in my ideal 
world now, the world that I 
would love to live in. 

       

For quality purposes, 
please select "not at all me" 
for this line. 

       

For quality purposes, 
please select "perfectly me" 
for this line. 

       

I feel like forgetting about 
the current world, and just 
enjoy my ideal world. 

       

I feel that my current life is 
a pale shadow of my ideal 
life. 

       

I feel disgusted and angry 
about the current world I 
live in. 

       

I feel there are so many 
things wrong with the 
current world. 

       

I feel like doing something 
to change my world, so I 
can make life better. 

       

I feel like I have to do 
something to move closer 
to my ideal life. 

       

I feel a strong urge to do 
something about the 
current world, so that we 
can improve it. 

       

 
 

Please indicate what best describes you for the following statements: 
 Definite

ly False 
Mostly 
False 

Somew
hat 
False 

Slightly 
False 

Slightly 
True 

Somew
hat True 

Mostly 
True 

Definite
ly True 

I can think of many ways to 
get out of a jam.         

I energetically pursue my 
goals.         

I feel tired most of the time.         

There are lots of ways around 
any problem.         

I am easily downed in an 
argument.         

I can think of many ways to 
get the things in life that are 
important to me. 

        

For quality purposes, please 
select "slightly true" for this         
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line. 

I worry about my health.         

Even when others are 
discouraged, I know I can 
find a way to solve the 
problem. 

        

My past experiences have 
prepared me well for my 
future. 

        

I've been pretty successful in 
life.         

I usually find myself 
worrying about something.         

I meet the goals that I set for 
myself.         

 
 

Please indicate the extent that you agree with the following statements: 
 Not at 

all 
                  Completely 

With everything so uncertain these days, it seems 
like anything could happen.            

What is lacking in the world today is the kind of 
friendship that lasted for a lifetime.            

With everything in such a state of disorder, it's hard 
for a person to know where he stands from one day 
to the next. 

           

Everything changes so quickly these days that I often 
have trouble deciding which are the right rules to 
follow. 

           

I often feel that many of the things our parents stand 
for will go to ruin.            

The trouble with the world today is that most people 
don't really believe in anything.            

I often feel awkward and out of place.            

People were better off in the old days when everyone 
just knew how they were expected to act.            

It seems to me that other people find it easier to 
decide what is right than I do.            

 
 

Please indicate the extent that you agree with the following statements: 
 Not at all                   Completely 

When engaged in an important task, most of my 
thoughts turn to bad things that might happen (e.g. 
failing), than to good. 

           

For me, avoiding failure has a greater emotional 
impact (i.e. a sense of relief) than the emotional 
impact of achieving my success. 

           

For quality purposes, please select the far right 
"completely" option for this line.            

More often than not I feel unsure of my abilities.            

I sometimes wonder if I have the ability to succeed 
at important activities.            

I often wish that I felt more certain of my strengths 
and weaknesses.            
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As I begin an important activity, I usually feel 
confident in my ability.            

Sometimes I feel that I don't know why I have 
succeeded at something.            

As I begin an important activity I usually feel 
confident in the likely outcome.            

 
 

Please select a mobile phone brand you use or own most frequently from the list below, or nominate a brand in 
'Other': 

iPhone 
Samsung 
Nokia 
HTC 
Other (Please Specify) ____________________ 
I don't own or use a mobile phone 
 
 

In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at all                   Completely 

How well does this brand fit with your ideal 
life?            

How consistent is this brand with your ideal 
life?            

How well does this brand exemplify your ideal 
life?            

How well do mobile phones in general fit with 
your ideal life?            

How consistent are mobile phones in general 
with your ideal life?            

How well do mobile phones in general 
exemplify your ideal life?            

 
 

In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at all                   Completely 

To what extent is this brand part of you and who 
you are?            

To what extent do you feel that you are 
personally connected to this brand?            

To what extent are your thoughts and feelings 
towards this brand often automatic, coming to 
mind seemingly on their own? 

           

To what extent do your thoughts and feelings 
towards this brand come to you naturally and 
instantly? 

           

 
 

In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at 

all 
                  Strongly agree 

This brand reflects who I am.            

I can identify with this brand.            

I feel a personal connection to this brand.            

I (can) use this brand to communicate who I am to 
other people.            



UTOPIAN FUNCTION AND BRAND CONNECTION 
 

193 

I consider this brand to be "me" (it reflects who I 
consider myself to be or the way that I want to 
present myself to others). 

           

This brand suits me well.            
 
 

In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at 

all 
                  Strongly agree 

I really identify with people who use this brand.            

I feel like I almost belong to a club with other users 
of this brand.            

This brand is used by people like me.            

I feel a deep connection with others who use this 
brand.            

 
 

In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at all                 Completely 

To what extent does this brand misspeak or express 
who you are as a person?           

To what extent does this brand undermine or 
reinforce your deepest values?           

To what extent is this brand appealing or 
unappealing to you?           

For quality purposes, please select the far right 
"completely" option for this line.           

To what extent does this brand feel attractive or 
unattractive to you?           

To what extent is this brand functionally satisfying 
to you?           

To what extent does this brand hinder or help you 
manage problems in your daily life?           

 
 

In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at all                   Completely 

How confident are you about your thoughts and 
feelings towards this brand?            

How certain are you about your thoughts and 
feelings towards this brand?            

 
 

In thinking about the {Selected Brand} brand, please respond to the following statements.  In comparison to 
other brands, {Selected Brand}: 

 Strongly 
Disagree 

                  Strongly 
Agree 

...has high quality.            

...is the best.            

...has consistent quality.            

...is the leading brand.            

...is growing in popularity.            

...is innovative, first with advances in service in 
product or service.            
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In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Strongly 

Disagree 
                  Strongly Agree 

This brand provides value for money.            

There are reasons to buy this brand over 
competitors.            

This brand has a personality.            

This brand is interesting.            

I have a clear image of the type of person who 
would use this brand.            

This brand is made by an organisation I would 
trust.            

For quality purposes, select the far left "strongly 
disagree" option for this line.            

I admire the brand organisation.            

The organisation associated with this brand has 
credibility.            

This brand is different from competing brands.            

This brand is basically the same as competing 
brands.            

 
 

In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at all                   Strongly 

Agree 

This brand helps me to achieve the identity I 
want to have.            

This brand helps me to narrow the gap between 
what I am and what I try to be.            

This brand is central to my identity.            

This brand is part of who I am.            
 

In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at all                   Strongly 

Agree 

I love this brand.            

I feel good when I use this brand.            

I rely on this brand.            

This brand is a necessity for me.            
 

 
What gender are you? 
Male 
Female 
 
Please indicate your marital status: 
Single 
Living with Partner 
Married 
I'd rather not say 
 
What is the highest level of education you have completed? 
Less than High School 
High School Certificate 
Some University 
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Bachelor Degree 
Honors Degree 
Master’s Degree 
Doctoral Degree 
Professional Degree (JD, MD) 
 
Please indicate your annual household income (before tax): 
No income 
Less than $24,699 
$24,700 - $41,999 
$42,000 - $67,999 
$68,000 - $93,999 
$94,000 - $149,999 
$150,000+ 
I'd rather not say 
 
Country you have spent the largest portion of your life: 
 
What is your race? 
White / Caucasian 
African Descent 
Asian / South Asian 
Latin American 
Pacific Islander 
Middle Eastern 
Other 
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Appendix 12 Study Two Exploratory Factor Analysis 
 

EFA Factor loadings and communalities based on a principle components analysis with 
oblimin rotation (n = 201). Pattern Matrix shown. 

Item 1 2 3 4 5 6 7 8 
To what extent do your thoughts and feelings 
towards this brand come to you naturally and 
instantly? 0.91        
To what extent are your thoughts and feelings 
towards this brand often automatic, coming to 
mind seemingly on their own? 0.87        
To what extent do you feel that you are 
personally connected to this brand? 0.87        
To what extent is this brand part of you and 
who you are? 0.84        
I can think of many ways to get the things in 
life that are important to me.  0.84       
Even when others are discouraged, I know I can 
find a way to solve the problem.  0.84       
There are lots of ways around any problem.  0.77       
I meet the goals that I set for myself.  0.77       
I feel like doing something to change my world, 
so I can make life better.   0.82      
I feel like I have to do something to move 
closer to my ideal life.   0.799      
I feel a strong urge to do something about the 
current world, so that we can improve it.   0.758      
People were better off in the old days when 
everyone just knew how they were expected to 
act.    -0.82     
What is lacking in the world today is the kind 
of friendship that lasted for a lifetime.    -0.79     
The trouble with the world today is that most 
people don't really believe in anything.    -0.77     
I often feel that many of the things our parents 
stand for will go to ruin.    -0.72     
I sometimes wonder if I have the ability to 
succeed at important activities.     0.86    
I often wish that I felt more certain of my 
strengths and weaknesses.     0.85    
More often than not I feel unsure of my 
abilities.     0.8    
When engaged in an important task, most of my 
thoughts turn to bad things that might happen 
(e.g. failing), than to good.     0.73    
Sometimes I feel that I don't know why I have 
succeeded at something.     0.55    
I feel like forgetting about the current world, 
and just enjoy my ideal world.      0.90   
I feel like escaping from my current life, and 
dreaming about my ideal world.      0.66   
How consistent is this brand with your ideal 
life?       0.78  
How well does this brand fit with your ideal 
life?       0.78  
How well does this brand exemplify your ideal 
life?       0.61  
I feel there are so many things wrong with the 
current world.        0.81 
I feel disgusted and angry about the current 
world I live in.        0.72 

Note: Extraction method: Principal Component Analysis. Rotation method: Oblimin with Kaiser Normalization. 
Rotation converged in 10 iterations. Loadings below .3 are suppressed. 
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Appendix 13 Study Two Confirmatory Factor Analysis 
 

CFA - Standardized Regression Weights, AVE and CR (n=201) 
Items 1 2 3 4 5 6 7 8 

To what extent are your thoughts and feelings 
towards this brand automatic, often coming to 
mind on their own? 

0.926        

To what extent do you feel that you are 
personally connected to this brand? 

0.903        

To what extent do your thoughts and feelings 
towards this brand come to you naturally and 
instantly? 

0.908        

To what extent is this brand part of you and 
who you are? 

0.919        

I feel like I have to do something to move 
closer to my ideal life 

 0.696       

I feel like doing something to change my 
world, so I can make life better  

 0.825       

I feel like doing something to move closer to 
my ideal life 

 0.758       

I feel disgusted and angry about the current 
world I live in 

  0.780      

I feel there are so many things wrong with the 
current world 

  0.804      

I feel like forgetting about the current world, 
and just enjoy my ideal world 

   0.623     

I feel like escaping from my current life, and 
dreaming about my ideal world 

   0.872     

I can think of many ways to get to the things in 
life that are important to me 

    0.802    

I meet the goals that I set for myself     0.761    
There are lots of ways around any problem     0.707    
Even when others are discouraged, I know I 
can find a way to solve the problem 

    0.755    

The trouble with the world today is that most 
people don't really believe in anything 

     0.676   

What is lacking in the world today is the kind 
of friendship that lasted a lifetime 

     0.738   

People were better off in the old days when 
everyone just knew how they were expected to 
act 

     0.812   

I often feel that many of the things our parents 
stood for will go to ruin 

     0.669   

I sometimes wonder if I have the ability to 
succeed at important activities 

      0.809  

More often than not I feel unsure of my 
abilities 

      0.871  

I often wish that I felt more certain of my 
strengths and weaknesses 

      0.775  

How well does this brand fit with your ideal 
life? 

       0.880 

How consistent is this brand with your ideal 
life? 

       0.887 

How well does this brand exemplify your ideal 
life? 

       0.927 

AVE (Average Variance Extracted) 91.4% 76.0% 79.2% 74.8% 75.6% 72.4% 81.9% 89.8% 
CR (Construct Reliability) 0.96 0.87 0.89 0.86 0.87 0.85 0.90 0.95 
Note: All items are p = <.001** 
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Appendix 14 Study Three Survey Instrument 
 
Dear Participant,  
 
Why undertake this survey?   
We invite you to take part in a study being conducted by Rebecca Dare (Marketing) from the University of 
Melbourne, Australia. This research aims to document ideal lives and brand connections.    
 
Only the researchers involved in the project will have access to the information in this survey. All information 
will be stored in compliance with University of Melbourne guidelines. Confidentiality of information provided is 
subject to legal restrictions.  The researchers in this project comprise Rebecca Dare, Associate Professor Angela 
Paladino, and Professor Yoshihisa Kashima.        
 
What do you do?   
There are two parts to this survey. The first will ask you about your ideal life. The second will ask you about a 
brand you currently use or own. We appreciate that some responses may not be easily recalled and, in such 
cases, we ask that you provide us with your best guess.     
 
REMEMBER THERE IS NO RIGHT OR WRONG ANSWER.   
 
You can expect this survey to take approximately twenty minutes.    
 
Please also note that involvement in this project is voluntary and you are free to withdraw consent at any time, 
and to withdraw any unprocessed data previously supplied. The findings from this study will be made available 
upon request at the completion of the study.      
 
The minimum retention period for research data and records as stated in the University of Melbourne Code of 
Conduct for Research is five years after publication, or public release, of the work of the research, after which it 
will be destroyed.  All information will still be kept strictly confidential in password-protected files accessible 
only by named researchers involved in the project, except under certain legal circumstances (e.g. subpoena).        
 
Any questions?    
 
For more information, email Rebecca Dare (rebecca.dare@unimelb.edu.au), Associate Professor Angela 
Paladino (apaladino@unimelb.edu.au) or Professor Yoshihisa Kashima (ykashima@unimelb.edu.au).   This 
project has received clearance from the Human Research Ethics Committee. If you have any concerns about the 
conduct of this project, please contact the Executive Officer, Human Research Ethics, The University of 
Melbourne, phone: (03) 8344 2073 or fax: (03) 9347 6739.       
 
Thank you for your assistance,       
 
Rebecca Dare   
 
Email: rebecca.dare@unimelb.edu.au   
HREC ID no. 1443567.1.  Plain Language Statement written 05/12/2014. 

 
By ticking 'yes', you acknowledge you have read and understood the information provided, summarized below:   

• I consent to participate in this survey, that is conducted by Rebecca Dare, Associate Professor 
Angela Paladino, and Professor Yoshihisa Kashima at the University of Melbourne   

• I understand that this survey is undertaken for the purposes of research  I understand that my 
participation is voluntary   

• I have been informed that I am free to withdraw from the project at any time without explanation 
or prejudice and to withdraw any unprocessed data I have provided   

• I understand that my participation will involve completion of this anonymous online survey   
• I have been informed that the confidentiality of the information I provide will be safeguarded 

subject to any legal requirements   
• I understand that password-protected files that only named researchers can access will be stored 

at University of Melbourne and will be destroyed after five years   
• I have been informed that the findings from this research will be made available upon request at 

the completion of the study. 
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Yes 
No 

 
What is your age? 
Under 21 years 
21 to 24 years 
25 to 34 years 
35 to 44 years 
45 to 54 years 
55 to 64 years 
65 years + 

 
 

Please indicate what best describes you for the following statements: 
 Definite

ly False 
Mostly 
False 

Somew
hat 
False 

Slightly 
False 

Slightly 
True 

Somew
hat True 

Mostly 
True 

Definite
ly True 

I can think of many ways to 
get out of a jam.         

I energetically pursue my 
goals.         

I feel tired most of the time.         

There are lots of ways around 
any problem.         

I am easily downed in an 
argument.         

I can think of many ways to 
get the things in life that are 
important to me. 

        

For quality purposes, please 
select "slightly true" for this 
line. 

        

I worry about my health.         

Even when others are 
discouraged, I know I can 
find a way to solve the 
problem. 

        

My past experiences have 
prepared me well for my 
future. 

        

I've been pretty successful in 
life.         

I usually find myself 
worrying about something.         

I meet the goals that I set for 
myself.         

 
 

Please indicate the extent that you agree with the following statements: 
 Not at 

all 
                  Completely 

With everything so uncertain these days, it seems 
like anything could happen.            

What is lacking in the world today is the kind of 
friendship that lasted for a lifetime.            

With everything in such a state of disorder, it's hard 
for a person to know where he stands from one day 
to the next. 
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Everything changes so quickly these days that I often 
have trouble deciding which are the right rules to 
follow. 

           

I often feel that many of the things our parents stand 
for will go to ruin.            

The trouble with the world today is that most people 
don't really believe in anything.            

I often feel awkward and out of place.            

People were better off in the old days when everyone 
just knew how they were expected to act.            

It seems to me that other people find it easier to 
decide what is right than I do.            

 
 

Please indicate the extent that you agree with the following statements: 
 Not at all                   Completely 

When engaged in an important task, most of my 
thoughts turn to bad things that might happen (e.g. 
failing), than to good. 

           

For me, avoiding failure has a greater emotional 
impact (i.e. a sense of relief) than the emotional 
impact of achieving my success. 

           

For quality purposes, please select the far right 
"completely" option for this line.            

More often than not I feel unsure of my abilities.            

I sometimes wonder if I have the ability to succeed 
at important activities.            

I often wish that I felt more certain of my strengths 
and weaknesses.            

As I begin an important activity, I usually feel 
confident in my ability.            

Sometimes I feel that I don't know why I have 
succeeded at something.            

As I begin an important activity I usually feel 
confident in the likely outcome.            

 
 
If you could create an ideal life, what would it look like? Please take a moment to think about this ideal life and 
then briefly describe below: 
 

 
<CONTROL> 

 
What is your likely reaction after thinking about your ideal life? 
 Not at all 

me 
Usually 
not me 

Rarely me Occasiona
lly me 

Often me Usually 
me 

Perfectly 
me 

I feel like escaping from 
my current life, and 
dreaming about my ideal 
world. 

       

I feel like living in my ideal 
world now, the world that I 
would love to live in. 

       

For quality purposes, 
please select "not at all me" 
for this line. 

       

For quality purposes,        
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please select "perfectly me" 
for this line. 

I feel like forgetting about 
the current world, and just 
enjoy my ideal world. 

       

I feel that my current life is 
a pale shadow of my ideal 
life. 

       

I feel disgusted and angry 
about the current world I 
live in. 

       

I feel there are so many 
things wrong with the 
current world. 

       

I feel like doing something 
to change my world, so I 
can make life better. 

       

I feel like I have to do 
something to move closer 
to my ideal life. 

       

I feel a strong urge to do 
something about the 
current world, so that we 
can improve it. 

       

 
 

<CHANGE MANIPULATION> 
 

List FOUR things that you could do to achieve your ideal life. These are concrete actions that you feel you can 
do. Please elaborate as much as possible, but try to spend no more than 5 minutes completing this question. 

 
First thing I can do is: (1)  
Second thing I can do is: (2)  
Third thing I can do is: (3)  
Fourth thing I can do is: (4) 
 
 

What is your likely reaction after thinking about your ideal life? 
 Not at all 

me 
Usually 
not me 

Rarely me Occasiona
lly me 

Often me Usually 
me 

Perfectly 
me 

I feel like escaping from 
my current life, and 
dreaming about my ideal 
world. 

       

I feel like living in my ideal 
world now, the world that I 
would love to live in. 

       

For quality purposes, 
please select "not at all me" 
for this line. 

       

For quality purposes, 
please select "perfectly me" 
for this line. 

       

I feel like forgetting about 
the current world, and just 
enjoy my ideal world. 

       

I feel that my current life is 
a pale shadow of my ideal 
life. 
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I feel disgusted and angry 
about the current world I 
live in. 

       

I feel there are so many 
things wrong with the 
current world. 

       

I feel like doing something 
to change my world, so I 
can make life better. 

       

I feel like I have to do 
something to move closer 
to my ideal life. 

       

I feel a strong urge to do 
something about the 
current world, so that we 
can improve it. 

       

 
 

<ESCAPE MANIPULATION> 
 
List FOUR positive aspects about your ideal life. Please complete all four. Think about each of these aspects and 
describe related experiences or events in your thoughts as intensively as possible. Let the mental images pass by 
in your mind and do not hesitate to let your thoughts take free reign. Please elaborate as much as possible, but try 
to spend no more than 5 minutes completing this question. 

 
First positive aspect is: (1)  
Second positive aspect is: (2)  
Third positive aspect is: (3)  
Fourth positive aspect is: (4) 
 
 

What is your likely reaction after thinking about your ideal life? 
 Not at all 

me 
Usually 
not me 

Rarely me Occasiona
lly me 

Often me Usually 
me 

Perfectly 
me 

I feel like escaping from 
my current life, and 
dreaming about my ideal 
world. 

       

I feel like living in my ideal 
world now, the world that I 
would love to live in. 

       

For quality purposes, 
please select "not at all me" 
for this line. 

       

For quality purposes, 
please select "perfectly me" 
for this line. 

       

I feel like forgetting about 
the current world, and just 
enjoy my ideal world. 

       

I feel that my current life is 
a pale shadow of my ideal 
life. 

       

I feel disgusted and angry 
about the current world I 
live in. 

       

I feel there are so many 
things wrong with the 
current world. 

       



UTOPIAN FUNCTION AND BRAND CONNECTION 
 

203 

I feel like doing something 
to change my world, so I 
can make life better. 

       

I feel like I have to do 
something to move closer 
to my ideal life. 

       

I feel a strong urge to do 
something about the 
current world, so that we 
can improve it. 

       

 
 

<CRITICIZE MANIPULATION> 
 
List FOUR things that stand in the way of you achieving your ideal life. These are negative things that you see as 
in the way of achieving your ideal life. Please complete all four, but try not to take more than 5 minutes 
completing this question. 

 
First thing in the way is: (1)  
Second thing in the way is: (2)  
Third thing in the way is: (3)  
Fourth thing in the way is: (4) 

 
 
What is your likely reaction after thinking about your ideal life? 
 Not at all 

me 
Usually 
not me 

Rarely me Occasiona
lly me 

Often me Usually 
me 

Perfectly 
me 

I feel like escaping from 
my current life, and 
dreaming about my ideal 
world. 

       

I feel like living in my ideal 
world now, the world that I 
would love to live in. 

       

For quality purposes, 
please select "not at all me" 
for this line. 

       

For quality purposes, 
please select "perfectly me" 
for this line. 

       

I feel like forgetting about 
the current world, and just 
enjoy my ideal world. 

       

I feel that my current life is 
a pale shadow of my ideal 
life. 

       

I feel disgusted and angry 
about the current world I 
live in. 

       

I feel there are so many 
things wrong with the 
current world. 

       

I feel like doing something 
to change my world, so I 
can make life better. 

       

I feel like I have to do 
something to move closer 
to my ideal life. 

       

I feel a strong urge to do        
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something about the 
current world, so that we 
can improve it. 
 
<ALL TO COMPLETE> 
 
Please select a Sportswear phone brand you use or own most frequently from the list below, or nominate a brand 
in 'Other': 
m Nike 
m Adidas 
m Puma 
m Asics 
m Other (Please Specify) ____________________ 
m I don't own or use Sportswear Brand 
 
 
In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at all                   Completely 

To what extent is this brand part of you and who 
you are?            

To what extent do you feel that you are 
personally connected to this brand?            

To what extent are your thoughts and feelings 
towards this brand often automatic, coming to 
mind seemingly on their own? 

           

To what extent do your thoughts and feelings 
towards this brand come to you naturally and 
instantly? 

           

 
 
In thinking about the {Selected Brand} brand, please respond to the following statements: 

 Not at 
all 

                  Strongly agree 

This brand reflects who I am.            

I can identify with this brand.            

I feel a personal connection to this brand.            

I (can) use this brand to communicate who I am to 
other people.            

I consider this brand to be "me" (it reflects who I 
consider myself to be or the way that I want to 
present myself to others). 

           

This brand suits me well.            
 

 
In thinking about the {Selected Brand} brand, please respond to the following statements: 

 Not at all                 Completely 

To what extent does this brand misspeak or express 
who you are as a person?           

To what extent does this brand undermine or 
reinforce your deepest values?           

To what extent is this brand appealing or 
unappealing to you?           

For quality purposes, please select the far right 
"completely" option for this line.           

To what extent does this brand feel attractive or 
unattractive to you?           
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To what extent is this brand functionally satisfying 
to you?           

To what extent does this brand hinder or help you 
manage problems in your daily life?           

 
 
Please sort the {Selected Brand} brand into one of the following categories based on how you view {Selected 
Brand} in relation to your ideal life.  The categories are:   
 
Related: This brand is part of my ideal life - I can see myself using this Sportswear in my ideal life.      
Against: This brand stands for things that are against my ideal life - I will not be wearing this brand in my ideal 
life. 
Not part of my ideal life: Sportswear is part of my ideal life, but not this brand.  
Unrelated: This brand is unrelated to all aspects of my ideal life. 
 
Remember there is no need to think about this too much, please sort on your gut reaction.  
 
 
Related Against Not part of my ideal life Unrelated 
______ (1) ______ (2) ______ (3)  ______ (4) 
 
 
In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at all                   Completely 

How well does this brand fit with your ideal 
life?            

How consistent is this brand with your ideal 
life?            

How well does this brand exemplify your ideal 
life?            

How well do mobile phones in general fit with 
your ideal life?            

How consistent are mobile phones in general 
with your ideal life?            

How well do mobile phones in general 
exemplify your ideal life?            

 
 

In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at all                   Strongly 

Agree 

I love this brand.            

I feel good when I use this brand.            

I rely on this brand.            

This brand is a necessity for me.            
 

 
In thinking about the {Selected Brand} brand, please respond to the following statements: 
 Not at all                   Completely 
How confident are you about your thoughts 

and feelings towards this brand?            

How certain are you about your thoughts 
and feelings towards this brand?            

 
What gender are you? 
Male 
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Female 
 

Please indicate your marital status: 
Single 
Living with Partner 
Married 
I'd rather not say 

 
What is the highest level of education you have completed? 
Less than High School 
High School Certificate 
Some University 
Bachelor Degree 
Honors Degree 
Master’s Degree 
Doctoral Degree 
Professional Degree (JD, MD) 
 
Please indicate your annual household income (before tax): 
No income 
Less than $24,699 
$24,700 - $41,999 
$42,000 - $67,999 
$68,000 - $93,999 
$94,000 - $149,999 
$150,000+ 
I'd rather not say 

 
Country you have spent the largest portion of your life: 

 
What is your race? 
White / Caucasian 
African Descent 
Asian / South Asian 
Latin American 
Pacific Islander 
Middle Eastern 
Other 
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Appendix 15 Study Three Exploratory Factor Analysis 
 
EFA Factor loadings and communalities based on a principle components analysis with 
oblimin rotation (n = 909). Pattern Matrix shown. 

Item 1 2 3 4 5 6 7 8 
More often than not I feel unsure of my 
abilities. 0.840 

       

I often wish that I felt more certain of 
my strengths and weaknesses. 0.805 

       

I sometimes wonder if I have the ability 
to succeed at important activities. 0.784 

       

When engaged in an important task, 
most of my thoughts turn to bad things 
that might happen (e.g. failing), than to 
good. 0.778 

       

Sometimes I feel that I don't know why 
I have succeeded at something. 0.776 

       

To what extent do your thoughts and 
feelings towards this brand come to you 
naturally and instantly?  

0.921       

To what extent are your thoughts and 
feelings towards this brand often 
automatic, coming to mind seemingly 
on their own?  

0.895       

To what extent do you feel that you are 
personally connected to this brand?  

0.837       

To what extent is this brand part of you 
and who you are?  

0.796       

I feel a strong urge to do something 
about the current world, so that we can 
improve it.  

 0.825      

I feel like doing something to change 
my world, so I can make life better.  

 0.816      

I feel like I have to do something to 
move closer to my ideal life.  

 0.651      

The trouble with the world today is that 
most people don't really believe in 
anything.  

  -0.851     

What is lacking in the world today is 
the kind of friendship that lasted for a 
lifetime.  

  -0.731     

People were better off in the old days 
when everyone just knew how they 
were expected to act.  

  -0.692     

I often feel that many of the things our 
parents stand for will go to ruin.  

  -0.608     

I can think of many ways to get the 
things in life that are important to me.  

   0.772    

Even when others are discouraged, I 
know I can find a way to solve the 
problem.  

   0.759    

I can think of many ways to get out of a 
jam.  

   0.755    

I meet the goals that I set for myself.     0.745    
There are lots of ways around any 
problem.  

   0.735    

My past experiences have prepared me 
well for my future.  

   0.735    

I energetically pursue my goals.     0.715    
I've been pretty successful in life.     0.675    
I feel like living in my ideal world now, 
the world that I would love to live in.  

    0.861   

I feel like forgetting about the current 
world, and just enjoy my ideal world.  

    0.839   

How well does this brand fit with your 
ideal life?  

     0.967  
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Item (cont’d) 1 2 3 4 5 6 7 8 
How consistent is this brand with your 
ideal life?  

     0.958  

How well does this brand exemplify 
your ideal life?  

     0.896  

I feel there are so many things wrong 
with the current world.  

      0.844 

I feel disgusted and angry about the 
current world I live in.  

      0.819 

Note: Extraction method: Principal Component Analysis. Rotation method: Oblimin with Kaiser Normalization. 
Rotation converged in 11 iterations. Loadings below .3 are suppressed. 
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Appendix 16 Study Three Confirmatory Factor Analysis 
 
CFA - Standardized Regression Weights, AVE and CR (n=909) 

Item 1 2 3 4 5 6 7 8 
I meet the goals that I set for myself 0.757        
There are lots of ways around any 
problem 0.638        
I energetically pursue my goals 0.718        
I can think of many ways to get out of 
a jam 0.659        
I can think of many ways to get to the 
things in life that are important to me 0.724        
Even when others are discouraged, I 
know I can find a way to solve the 
problem 0.738        
My past experience has prepared me 
well for my future 0.707        
I've been pretty successful in life 0.696        
I feel there are so many things wrong 
with the current world  0.801       
I feel disgusted and angry about the 
current world I live in  0.798       
I feel like forgetting about the current 
world, and just enjoy my ideal world   0.754      
I feel like living in my ideal world 
now, the world I would love to live in   0.719      
I feel like doing something to move 
closer to my ideal life    0.684     
I feel like I have to do something to 
move closer to my ideal life    0.678     
I feel like doing something to move 
closer to my ideal life    0.684     
What is lacking in the world today is 
the kind of friendship that lasted a 
lifetime     0.655    
I often feel that many of the things 
our parents stood for will go to ruin     0.610    
The trouble with the world today is 
that most people don't really believe 
in anything     0.619    
People were better off in the old days 
when everyone just knew how they 
were expected to act      0.722   
when engaged in an important task, 
most of my thoughts to turn to bad 
things that might happen (e.g. failing)      0.695   
More often than not I feel unsure of 
my abilities      0.865   
I sometimes wonder if I have the 
ability to succeed at important 
activities      0.795   
I often wish that I felt more certain of 
my strengths and weaknesses      0.749   
To what extent do you feel that you 
are personally connected to this 
brand?       0.895  
To what extent is this brand part of 
you and who you are?       0.899  
To what extent are your thoughts and 
feelings towards this brand automatic, 
often coming to mind on their own?       0.869  
To what extent do your thoughts and 
feelings towards this brand come to 
you naturally and instantly?       0.873  
How well does this brand fit with 
your ideal life?        0.960 
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Item (cont’d) 1 2 3 4 5 6 7 8 
How consistent is this brand with 
your ideal life generally?        0.968 
How well does this brand exemplify 
your ideal life?        0.936 
         
AVE (Average Variance Extracted) 70.5% 80.0% 73.7% 68.2% 62.8% 76.5% 88.4% 95.5% 
CR (Construct Reliability) 0.84 0.89 0.86 0.83 0.79 0.87 0.94 0.98 
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Appendix 17 Study Three Tukey’s HSD, Utopian Function 
 

 
DV: Utopian Function 
Condition for Experiment 

Mean 
Difference 

Std. Error Sig. 95% Confidence Interval 

Lower 
Bound 

Upper 
Bound 

Change Function Control Change 0.08368 0.10070 0.840 -0.1755 0.3429 
Escape 0.23512 0.10081 0.092 -0.0243 0.4946 
Criticize 0.16409 0.10070 0.362 -0.0951 0.4233 

Change Control -0.08368 0.10070 0.840 -0.3429 0.1755 
Escape 0.15144 0.10059 0.435 -0.1075 0.4103 
Criticize 0.08041 0.10048 0.854 -0.1782 0.3390 

Escape Control -0.23512 0.10081 0.092 -0.4946 0.0243 
Change -0.15144 0.10059 0.435 -0.4103 0.1075 
Criticize -0.07103 0.10059 0.895 -0.3299 0.1879 

Criticize Control -0.16409 0.10070 0.362 -0.4233 0.0951 
Change -0.08041 0.10048 0.854 -0.3390 0.1782 
Escape 0.07103 0.10059 0.895 -0.1879 0.3299 

Escape Function Control Change .55508* 0.11514 0.000 0.2587 0.8514 
Escape .40431* 0.11527 0.003 0.1076 0.7010 
Criticize .47174* 0.11514 0.000 0.1754 0.7681 

Change Control -.55508* 0.11514 0.000 -0.8514 -0.2587 
Escape -0.15077 0.11501 0.556 -0.4468 0.1453 
Criticize -0.08333 0.11489 0.887 -0.3790 0.2124 

Escape Control -.40431* 0.11527 0.003 -0.7010 -0.1076 
Change 0.15077 0.11501 0.556 -0.1453 0.4468 
Criticize 0.06743 0.11501 0.936 -0.2286 0.3635 

Criticize Control -.47174* 0.11514 0.000 -0.7681 -0.1754 
Change 0.08333 0.11489 0.887 -0.2124 0.3790 
Escape -0.06743 0.11501 0.936 -0.3635 0.2286 

Criticize Function Control Change .43864* 0.12543 0.003 0.1158 0.7615 
Escape 0.21918 0.12557 0.301 -0.1040 0.5424 
Criticize .42548* 0.12543 0.004 0.1027 0.7483 

Change Control -.43864* 0.12543 0.003 -0.7615 -0.1158 
Escape -0.21945 0.12529 0.298 -0.5419 0.1030 
Criticize -0.01316 0.12515 1.000 -0.3353 0.3090 

Escape Control -0.21918 0.12557 0.301 -0.5424 0.1040 
Change 0.21945 0.12529 0.298 -0.1030 0.5419 
Criticize 0.20629 0.12529 0.353 -0.1162 0.5288 

Criticize Control -.42548* 0.12543 0.004 -0.7483 -0.1027 
Change 0.01316 0.12515 1.000 -0.3090 0.3353 
Escape -0.20629 0.12529 0.353 -0.5288 0.1162 
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Appendix 18 Study Three Nested Model Comparisons 

 

Change Condition 

Assuming model Control to be correct: 

Model DF CMIN P NFI 
Delta-1 

IFI 
Delta-2 

RFI 
rho-1 

TLI 
rho2 

Measurement weights 20 22.271 .326 .003 .003 -.001 -.001 
Structural weights 33 36.790 .298 .005 .005 -.002 -.002 
Structural covariances 39 42.473 .324 .005 .006 -.003 -.003 
Structural residuals 44 49.877 .251 .006 .007 -.003 -.003 
Measurement residuals 74 94.614 .053 .012 .013 -.003 -.003 

 

Escape Condition 

Assuming model Control to be correct: 

Model DF CMIN P NFI 
Delta-1 

IFI 
Delta-2 

RFI 
rho-1 

TLI 
rho2 

Measurement weights 20 28.676 .094 .004 .004 .000 .000 
Structural weights 33 46.747 .057 .006 .006 .000 -.001 
Structural covariances 39 51.531 .086 .006 .007 -.001 -.001 
Structural residuals 44 57.822 .079 .007 .008 -.001 -.001 
Measurement residuals 74 103.100 .014 .013 .014 -.001 -.001 

 

Criticize Condition 

Assuming model Control to be correct: 

Model DF CMIN P NFI 
Delta-1 

IFI 
Delta-2 

RFI 
rho-1 

TLI 
rho2 

Measurement weights 20 38.902 .007 .005 .005 .001 .001 
Structural weights 33 50.987 .024 .006 .007 .000 .000 
Structural covariances 39 57.794 .027 .007 .008 .000 .000 
Structural residuals 44 59.025 .064 .007 .008 -.001 -.001 
Measurement residuals 74 104.592 .011 .013 .014 -.001 -.002 
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Appendix 19 Study Three Structural Model – Controlling for Manipulation Effects 
 

 

Note: Significance: p=<.01**, p=<.05*. Standardized solution, significant paths only shown. 
n = 681 (control, change and escape conditions collapsed to one sample) 
 
Standardized Path Estimates Estimate p 

Change <--- Hope .47 <.001** 
Escape <--- Hope .28 <.001** 
Criticize <--- Hope .09 .054 
Change <--- Personal Uncertainty .39 <.001** 
Escape <--- Personal Uncertainty .25 <.001** 
Criticize <--- Personal Uncertainty .26 <.001** 
Catalyst <--- Social Uncertainty .15 .002* 
Escape <--- Social Uncertainty .21 <.001** 
Criticize <--- Social Uncertainty .45 <.001** 
Escape <--- Escape Dummy -.18 <.001** 
Change <--- Change Dummy .00 .922 
Escape <--- Change Dummy -.22 <.001** 
Criticize <--- Change Dummy -.13 <.001** 
Change <--- Escape Dummy -.11 .006* 
Criticize <--- Escape Dummy -.07 .057 
Congruence <--- Change .09 .045* 
Congruence <--- Escape .19 <.001** 
Congruence <--- Criticize -.10 .022* 
Congruence <--- Change Dummy -.06 .128 
Congruence <--- Escape Dummy -.04 .304 
Brand Connection <--- Brand Congruence .70 <.001** 
Brand Connection <--- Change Dummy .00 .880 
Brand Connection <--- Escape Dummy .05 .112 
Hope <-> Personal Uncertainty -.50 <.001** 
Hope <->  Social Uncertainty -.15 .002* 
Personal Uncertainty <-> Social Uncertainty .26 <.001** 
* = p <.05, ** = p <.001 
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Appendix 20 Study Three Informal Observations, Manipulation Task 
 

Change Function (count) 

 

Escape Function (count) 

 

Criticize Function (count) 
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