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Abstract
Grounded in work on geography and markets, this article offers a conceptual framework to study
the dynamics of markets through a spatial lens. The characteristics of four key spatial dimensions
(place, territory, scale, and network) are explained and leveraged to provide distinct analytical
vantage points and to conceptualize how various types of spaces matter differently in market
dynamics. Findings from a qualitative meta-analysis identify 12 unique mechanisms tied to the four
proposed spatial dimensions, which offer alternative theoretical avenues for unpacking market
phenomena. These four spatial dimensions are then combined with 12 space-based mechanisms to
offer novel research avenues for marketing scholars interested in market system dynamics.
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Seattle’s emergent coffee culture was central to the creation of Starbuck’s Coffee (Lyons, 2005).

Silicon Valley’s ability to aggregate entrepreneurs, universities, venture capitalists, and service

companies (e.g. law firms) contributed to its consolidation as the world center for the technology

industry (Cohen and Fields, 1999). Early modern Ottoman coffeehouses were key in the formation

of the consumer subject (Karababa and Ger, 2011). From the creation of a market-defining brand to

the development of an industry to the shaping of consumer subjectivity, when it comes to markets,

space matters. Yet, how does space—the ongoing geographical product of the relations among

people, things, and institutions—in its various forms and manifestations, affect markets?
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The growing stream of research on market systems has so far primarily informed our under-

standing of the role of consumers (Dolbec and Fischer, 2015; Giesler, 2008; Martin and Schouten,

2014; Sandikci and Ger, 2010; Scaraboto and Fischer, 2013) and producers (Ertimur and

Coskuner-Balli, 2015; Thompson and Coskuner-Balli, 2007; Giesler, 2012; Humphreys, 2010a,

2010b) in the creation and disruption of various markets. Current conceptualizations have drawn

inspiration from a number of theoretical approaches, ranging from institutional theory to network

theories to field theories, proposing explanations centered on the role of these two types of actors

as well as discourses, practices, and processes of recruitment to explain how markets are shaped

and change over time. Echoing Askegaard and Linnet’s (2011) call for a broader understanding of

the ‘‘context of the context,’’ these investigations are increasingly attuned to the ‘‘historical,

sociological, ideological, and institutional shaping of consumption and marketplace phenomenon’’

(Thompson et al., 2013: 4). Yet, geographic explanations are overall absent from this growing

body of studies. Moreover, market systemic accounts still position human market actors such as

consumers and producers as the leading agents in influencing the creation, maintenance, and

disruption of markets (see Dolbec and Fischer, 2015 for an overview). In most of these accounts,

space is predominantly taken as a mere backdrop or, at best, as a latent notion (Karababa and Ger,

2011; Martin and Schouten, 2014) against which market dynamics unfold. Consequently, the

complex interactions between space and markets have so far only been tangentially analyzed.

To address this theoretical oversight, we advocate for a more concrete conceptualization of

space in the study of markets that parallels the spatial turn in social sciences and humanities. This

represents a shift away from an approach that primarily takes space for granted to one in which

space takes center stage and is critical to the very unfolding of society (Warf and Arias, 2009). The

underlying assumption here is that ‘‘social processes shape and explain geographies but even more

so [ . . . ] geographies shape and explain social processes and social action’’ (Soja, 2009: 22). In a

similar vein, we unpack not only how markets are spatially embedded but also how geography

influences the shaping of markets: on the one hand, market actors produce sociospatial entities as

they perform markets. On the other hand, sociospatial entities—either those produced by market

actors or preexisting ones—contribute to the constitution of markets. As our discipline moves

toward a broader and deeper understanding of markets as systems (e.g. Peñaloza and Venkatesh,

2006), a thorough theorization of how different dimensions of space co-constitute different

components of market systems seems timely.

We introduce Jessop et al.’s (2008) influential theorization of space to the study of market

systems. The authors’ work relies on four dominant dimensions of space: place, territory, scale,

and networks (PTSN). Moving beyond Jessop et al.’s (2008) theorization, we seek to understand

how these spatial dimensions provide distinct analytical entry points for the study of market

phenomena. Specifically, drawing from findings emerging from a qualitative meta-analysis

(e.g. Schau et al., 2009) of relevant consumer culture theory (CCT) studies in which spatial

dimensions were present either as active or as latent elements in theory development, we showcase

how an emphasis on these four spatial concepts can enhance our understanding of the constitution

and evolution of markets through 12 mechanisms.

By analyzing existing studies through a spatial lens, we bring forth an analytical apparatus that

extends consumer-centric and producer-centric investigations and complements existing approa-

ches (e.g. institutional, sociological, and historical) for the study of market systems. In the

remainder of this article, we first theoretically unpack the proposed spatial framework. We then

describe our method before introducing our meta-analytical findings for each of the four spatial

dimensions. Finally, we elaborate on future research directions to investigate market-level
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phenomena through our proposed spatial lens. Overall, we explain how different types of spaces

matter differently in the study of markets.

Spatial dimensions defined

Modern geography literature conceives space not as a preexisting container in which things are

embedded in but rather as the historical and ongoing product of the relations among people, things,

and institutions (Massey, 2005; Thrift, 2003), which allows for the existence of particular socio-

technical constructions. As such, every society produces a space that reflects the characteristics of

these relations and recursively frames social life (Gieryn, 2000; Lefebvre, 1991; Warf and Arias,

2009). As much as space is a product of interrelations, it is also a process, that is, space is con-

tinuously being produced and reproduced (Massey, 2005). This view implies that space emplaces

diverse temporary power arrangements that, by virtue of their physical instantiation, allow for the

crystallization of particular configurations of relations over time (Agnew, 2011; Thrift, 2003). As

we will show, this has important implications for the understanding of market dynamics. In line

with recent work in marketing (Araujo, 2007; Martin and Schouten, 2014), we define markets as

systems that organize value (Peñaloza and Venkatesh, 2006) and economic life through processes

of conception, production, and circulation of goods, services, and/or experiences (Caliskan and

Callon, 2010; Ménard, 1995). If markets ‘‘constitute places and structures’’ (Martin and Schouten,

2014: 858), we aim to demonstrate that these places and structures also participate in the creation,

maintenance, and disruption of markets. The four dimensions we focus on (place, territory, scale,

and network) together integrate the four successive sociospatial perspectives in geography of the

last 35 years. Although these are not the only spatial dimensions, they are ‘‘arguably the most

salient’’ in contemporary geography (Jessop et al., 2008: 392).

Firstly, place is a concrete and limited space that is acknowledged, understood, and invested

with meanings and value (Tuan, 1979). As such, it is the meanings and value that define a place,

which can either be one’s favorite armchair or be the whole earth (Taylor, 1999). When the

dimension of place is emphasized as the central concept of an analysis, notions of meanings,

identities, symbolic exchanges, experiences, and intersubjectivities are among the most visible

(Souza, 2009). More than a mere backdrop, place mediates social life (Gieryn, 2000). Following

Casey’s (2008) argument that place is the ingredient structuring territories, networks, and scales,

we acknowledge the ontological prevalence of place. Consequently, we position this dimension at

the center, as it is ‘‘more formative and generative, primal in its power, than the others [territory,

scale, and network]’’ (Casey, 2008: 403). Figure 1 represents the centrality of place as formative of

the other three spatial dimensions, which we discuss next.

Territory is a spatially bounded field of forces (Souza, 1995) in which the access, purposes, and

meanings are shaped and controlled by individuals, groups, or institutions (Sack, 1986). When the

dimension of territory is emphasized as the central element of an analysis, notions of power

relations, control, borders, and delimitations are taken into account (Jessop et al., 2008; Souza,

2009). In Figure 1, the boldface outline of the territory circle represents the above-mentioned

characteristics. As an empirical reality, established territories are spatial agents that stabilize and

naturalize power relations (Kärrholm, 2007). The use of territory is tied to processes of territori-

ality—‘‘the strategic use of territory to attain organizational goals’’ (Agnew, 2009: 746).

While place and territory are as much physical and concrete realities as they are con-

ceptualizations, scale and networks are geographical abstractions of how multiple forms of diverse

spatial entities can relate to each other. In our graphic representation (Figure 1), we used place as
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such a spatial entity. Scale refers to the hierarchical ordering of the world in levels of repre-

sentations (Marston, 2000). When the dimension of scale is emphasized as the central concept of

an analysis, the ways that relations at one level contribute to the formation of the other become key

(Marston and Smith, 2001). According to Marston (2000: 221), the social construction of scale is

‘‘a political process . . . the outcome of which is always potentially open to further transforma-

tion.’’ That is, neither is scale a naturally present reality waiting to be discovered nor is it divi-

sible—such as urban and regional, home and locality, regional and global—with a priori

ontological status.

Finally, networks result from the interconnections among dispersed entities in horizontal

relations with each other (Marston et al., 2005). As such, networks conceptually contrast the notion

of scale, which is based on vertical relations (Leitner, 2004; Marston et al., 2005). When the

dimension of network is at the core of an analysis, concepts such as transversal, ‘‘rhizomatic forms

of interspatial interconnectivity’’ (Jessop et al., 2008: 390), horizontal relationships, and flows

become central. For network theorists, today’s world is characterized by the flow of information,

capital, and communication, and ‘‘these flows order and condition both consumption and pro-

duction’’ at the same time that ‘‘networks themselves reflect and create distinctive cultures’’

(Castells, 2011: 6).

Integrated, these four concepts compose a framework that provides diverse entry points to

understanding market system dynamics through a spatial lens. In what follows, we use this

framework to analyze existing literature in marketing to identify how these four dimensions of

space matter differently in the shaping of markets.

Methodological considerations

We engaged in a qualitative meta-analytic review (MacInnis, 2011; Paterson et al., 2001; San-

delowski et al., 1997; Timulak, 2009; Zimmer, 2006) of relevant CCT research to examine how the

four spatial concepts of place, scale, network, and territory have been used in the study of market

dynamics, whether as active elements or as tangential ones in theory development. This approach

has been used in prior consumer research (e.g. Bettany et al., 2010; Coskuner-Balli, 2013; Schau

et al., 2009) to generate new insights by synthesizing and interpretively translating the relation-

ships between existing research around a number of unexplored analytical dimensions and

Figure 1. Spatial dimensions with place at the center.
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categories. Meta-analyses are particularly useful to our field since they not only lead to theory

development and higher level abstraction, but they also enhance the generalizability and acces-

sibility of qualitative research (Sandelowski et al., 1997; Zimmer, 2006).

Specifically, we first identified 59 articles published in Marketing Theory, Consumption,

Markets & Culture, Journal of Marketing Management, Journal of Marketing, and Journal of

Consumer Research that touch upon at least one of the PTSN concepts in their conceptual

development. Our research question and conceptual framework informed the selection criteria of

existing work (Timulak, 2009).

We then independently analyzed the articles using a two-phase hermeneutic analysis. This

entailed first assigning the 59 articles into domains that represent the PTSN conceptual framework.

Next, we delineated meaning units by identifying the (more or less latent) roles of space within

each study as well as the PTSN operations in relation to market dynamics. At this stage, we

eliminated studies that did not treat, at least tangentially, the relations between space and

markets. Our final set comprised 47 articles. Next, we teased out the main themes and categories

by comparing the meaning units among themselves. We then abstracted the main findings in the

form of Table 1. To ensure the validity of our analysis, each author coded all articles inde-

pendently, followed by author triangulation. We now move to the presentation of the results of

our meta-analysis.

Spatial dimensions and market systems

In what follows, we introduce and explain a framework that underlines how the specifics of each of

the four geographical concepts can stimulate different types of market system analyses through 12

unique mechanisms (see Table 1). It will become evident in this section that markets can be

analyzed through all four concepts. Yet, each concept brings a different lens to the analysis. As we

position place as the central analytical element in our spatial analytical framework, we begin our

findings section with the mechanisms emerging from a place-based perspective on market

dynamics.

Places materialize, frame experiences, and/or bond market elements

Place is central in the establishment and negotiations of meanings, identities, exchanges, experi-

ences, and intersubjectivities. Based on our analysis, places serve three main functions in the

dynamics of market systems: they materialize meanings, frame market actors’ experiences, and

promote attachment between market actors and elements. We will explain these three themes in

turn.

First, places physically instantiate elements of market systems, which we term materializing. By

this, we mean that the materiality of places, such as the elements that compose servicescapes, turns

the symbolic, discursive, normative, regulative, and so on, elements of market systems into

palpable, material ones. In these instances, marketers construct carefully curated environments

representative of brands and ideologies (e.g. Borghini et al., 2009) and provide the knowledge

necessary to materialize lifestyles and trends (e.g. Lloyd, 2004). The materialization of these

elements facilitates the instantiation of meanings attached to market elements. Places, in these

instances, ‘‘transform cultural ideals into material realities’’ (Arnould and Thompson, 2005:

874–875). Peñaloza (2000, 2001) provides a vivid account of this mechanism. In her research,

meanings at the core of the food market are physically enacted at the rodeo show, such as ‘‘the

domestication of animals that is showcased in the language of custodianship and the techniques of
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Table 1. Summary of key themes.

Dimension
(characteristics) Theme Studies

Place (meanings,
identities, and
intersubjectivities)

Materializing: places physically
instantiate elements of market
systems

Borghini et al., 2009; Chatzidakis et al.,
2012; Diamond et al., 2009;
Humphreys, 2010b; Kozinets, 2002;
Peñaloza, 1998, 2000, 2001; Sherry,
1998; Sherry et al., 2001; Thompson
and Arsel, 2004

Framing: places frame market actors’
experiences

Kozinets et al., 2004; Sherry, 1990;
Cochoy, 2008; Karababa and Ger,
2011

Bonding: places are conducive to the
creation of bonds among market
actors, objects, and between market
actors and places

Debenedetti et al., 2014; Bradford and
Sherry, 2015; Borghini et al., 2009;
Giesler, 2012

Territory (power,
control, and borders)

Protecting: territories protect specific
groups of market actors

Belk and Costa, 1998; Chatzidakis et al.,
2012; Kozinets et al., 2002; Goulding
et al., 2009

Empowering: territories grant
contingent power to territorialized
market actors

Maclaran and Brown, 2005; Üstüner
and Thompson, 2012; Varman and
Belk, 2011; Vikas et al., 2015

Constraining: Territories enforce
structures of acceptable behaviors
and cognitions

Crockett and Wallendorf, 2004;
Saatcioglu and Ozanne, 2013

Scale (vertical relations,
levels of
representation, and
hierarchization)

Imposing: Large-scale geographic
entities structure market elements
of smaller-scale ones

Cayla and Eckhard, 2008; Giesler and
Veresiu, 2014; Peñaloza, 1994;
Üstüner and Holt, 2010; Üstüner and
Holt, 2007

Opposing: Small-scale geographic
entities resist the structuring market
elements of larger-scale ones

Karababa and Ger, 2011; Sandikci and
Ger, 2010; Thompson and
Coskuner-Balli, 2007

Compromising: Dissonance between
scalar dimensions generates tensions
that are negotiated by market actors

Askegaard et al., 2005; Demangeot
et al., 2015; Dong and Tian, 2009;
Kjeldgaard and Askegaard, 2006;
Luedicke, 2015; Peñaloza, 1994;
Thompson and Tambyah, 1999

Network (horizontal
relations,
interconnections,
and rhizome)

Mobile-izing: Networks of places
transport market elements across a
geographical space

Epp and Velagaleti, 2014; Ertimur and
Coskuner-Balli, 2015; Martin and
Schouten, 2013; Thompson and
Arsel, 2004

Assembling: Networks exercise certain
capacities of geographical market
elements differently

Canniford and Shankar, 2013

Aligning: The alignment among
geographical elements of a network
solidifies (or weakens) a market

Cova et al, 2007; Giesler, 2012; Martin
and Schouten, 2013
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high-tech animal husbandry’’ (Peñaloza, 2000: 390). The rodeo show, in her research, serves as a

place to ‘‘create meanings . . . by means of the repetition of proindustry themes . . . rendering

complex industry practices and dangerous animal-human interactions humorous and entertaining’’

(Peñaloza, 2000: 102). This is accomplished for example through the breed shows and auction

sales, exhibitors’ booth merchandising, and the rodeo, which all materialize certain meanings that

market actors want to associate with cattle consumption. Moreover, the materialization of

meanings in places can also foster ideologies, such as a brand ideology through a retail experience

(Borghini et al., 2009), and can promote a market ethos, such as anti-capitalism in the Exarcheia

neighborhood of Athens (e.g. Chatzidakis et al., 2012). The materialization of such meanings and

underlying ideologies has important consequences for markets. As we have exemplified, it fosters

the diffusion of market meanings, which in the case of Peñaloza’s study contributed to ‘‘legitimize

the beef industry’’ (Peñaloza, 2000: 104). The mere act of translating an abstraction such as a

market into a physical object such as a building also favors the legitimation of markets

(Humphreys, 2010b). Hence, this first mechanism of places is central in the dynamics of markets.

Second, places shape market actors’ experiences, which we term framing. That is, the physi-

cality of places frames market actors’ localized behaviors, embodied practices, and activities.

Places provide ‘‘specific artifacts, particular participant roles, an informal script, and an audience’’

(Karababa and Ger, 2011: 745). Retailers, for example, are theorized as offering a ‘‘stage’’ where

consumers can perform and become ‘‘part of the production’’ staged by a retailer (Kozinets et al.,

2004: 671). This staged production invites consumers in ‘‘particular patterns of social and gender

relations’’ (Sherry et al., 2004: 157). Elements such as artifacts, roles, scripts, and the built

environment frame how consumers relate to themselves, to other consumers, and to producers

(Karababa and Ger, 2011) and provide them with resources to enact specific identities and pursue

their life projects (Arnould, 2005; Borghini et al., 2009). Moreover, places like spectacular brand

stores can ‘‘reinforce [systems] of existing . . . roles and relations’’ (Sherry et al., 2004: 157). Over

time, consumers’ participation in such places can be conducive to their self-perception as a certain

type of subject, thus facilitating the enactment of specific subjectivities. Karababa and Ger (2011)

provide an informative example of such a mechanism. In their research, the scripts, artifacts, and

roles offered in coffeehouses, provided an environment where everyone could go ‘‘without facing

discrimination based on occupation, religion, or status,’’ a ‘‘neutral ground for social gathering’’

where actors could socialize, relax, and experience the pleasure of refreshments, sexuality, and

drugs (Karababa and Ger, 2011: 745). These aspects of coffeehouses framed consumer experience

in such a way as to facilitate the meeting of and socializing between diverse social classes and

the experience of physio- and ideopleasures, which ultimately contributed to the emergence of

the Ottoman public sphere and the constitution of the consumer subject. Moreover, the per-

formance of such subjects fostered by places can favor the shaping of specific types of

markets. Although theoretically placeless, Giesler and Veresiu’s (2014) study provides an

excellent example of how the creation of a specific type of consumer subject contributes to

the continuous performance of a market.

Lastly, places are conducive to the creation of bonds among market actors, objects, and between

market actors and places, which we term bonding. By this, we mean that the interactions of market

actors in places can foster attachment between, for example, consumers and other consumers and

consumers and places. Bradford and Sherry (2015) exemplify the first type as they demonstrate

how consumers facilitated the creation of bonds through a series of ritualized spatial practices,

which led to the formation of a temporary community in stadium parking lots during college

football matches. Regarding the latter, Debenedetti et al. (2014) show that place attachment is the
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result of continuing positive emotional experiences and feelings of reciprocity from consumers.

These bonds can foster the diffusion of products and the translation of consumers to a market

element. Bonds can facilitate the diffusion of new products and innovations as the deep emotional

connection consumers experience between themselves and places as well as the conducive role of

places in the establishment of a deep connection between consumers (Debenedetti et al., 2014) can

help in the creation of a space for experimentation with new products, brands, and practices. For

example, in Giesler (2012), the home of Botox consumers became a safe space that took ‘‘some of

the anxiety out of the procedure’’ (Zimmerman, 2002). The existing link between participants of

these events furthered the evangelization of consumers, inspiring the creation of a Botox com-

munity and the diffusion of the product. Moreover, the bonds that consumers create with places can

also turn them into ambassadors who ‘‘perpetuate and extend place attachment between network

actors’’ (Debenedetti et al., 2014).

As a final analytical note, we further emphasize that place is the structuring ingredient of the

PTSN framework. For example, in Giesler’s (2012) branded market creation study, the home of

Botox consumers became a place for the safe experimentation of the innovative product but also

for the performance of its consumption and the negotiations of meanings attached to the product,

the market actors, and the associated practices. This type of place then became an integral element

in the diffusion of the innovation as these meanings and practices moved up in a scalar relationship

with other places. The mobilization of a network of places then allowed for the movement of the

Botox product throughout dispersed geographical regions while preserving its meanings. We thus

propose that place should always be taken into consideration when performing a spatial analysis.

Next, we turn our attention to the concept of territory.

Territories protect, empower, and/or constrain market elements

The concept of territory highlights notions of power relations, control, borders, and delimitations.

When applied to better understand the dynamics of markets, it serves three main functions: a

territory protects market elements, grants them symbolic power, but also constrains their cogni-

tions, emotions, and actions. Next, we detail these three themes.

First, territories protect groups of countercultural, fringe, and/or vulnerable market elements,

such as groups of actors (e.g. Kozinets, 2002), practices (e.g. Goulding et al., 2009), or products

(e.g. red light districts), even if only temporarily, by defining or sharpening spatial boundaries,

increasing internal homogeneity, and delineating a space for the performance of certain practices.

We call this mechanism protecting. The protection afforded by territories, in turn, encourages like-

minded market actors to engage in various forms of spatially bounded resistance and experi-

mentation that can disrupt established market systems and/or create alternative ones (Belk and

Costa, 1998; Chatzidakis et al., 2012; Goulding et al., 2009; Kozinets, 2002). Consider as a great

case in point how participants and organizers at the Burning Man festival established and enacted

boundaries to remove the festival from the market by, for example, constructing nonmarket

exchange modes and enforcing such modes through discourses and actions, such as expelling

people who participated in modes of market exchange (Kozinets, 2002). The establishment and

enforcement of these boundaries facilitated the creation of a temporary hypercommunity and

engaged this community in what it perceived as acts of consumer resistance and emancipation by

‘‘relat[ing] consumption practices to art and self-expression that is more communal and more

genuine than practices that occur with the [mainstream] market system’’ (Kozinets, 2002: 30). In

this case, the territory created by Burning Man organizers and participants acted as a bounding
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mechanism that enabled ritualistic practices of fantasy, community building, and emancipation

from the constraints of modern daily life, which led to the creation of a temporary space for market

resistance. Furthermore, in markets supported by stigmatized and immoral consumption practices,

territories can shield these practices from negative judgments by outsiders and establish a space

where they can be safely performed. For instance, Goulding et al. (2009: 760) demonstrate how

nightclubs can be ‘‘sites of contained illegality’’ that render the ‘‘morally contentious’’ practice of

consuming recreational drugs as ‘‘more controllable.’’ Beyond making practices more con-

trollable, territories limit the contamination by association with stigmas (Pontikes et al., 2010) by

enclosing the consumption practices in a delimited area. Thus, territories provide a lens that allows

researchers to better understand how boundaries contain and protect stigmatized, alternative,

countercultural, and fringe markets, which facilitates their creation, maintenance, and eventual

mainstream legitimation, as the experiences they contain are translated into more ‘‘predictable,

regulated, and manageable’’ ones (Goulding et al., 2009).

Second, we find that territories symbolically empower territorialized market actors by enhan-

cing their contained territory-specific capital, which in turn leads to either the maintenance of

current market structures (Üstüner and Thompson, 2012; Varman and Belk, 2011) or the creation

of new ones (Maclaran and Brown, 2005; Vikas et al., 2015). Üstüner and Thompson (2012)

provide an exemplary illustration of this mechanism, which we term empowering. The authors

(2012: 813) find that metropolitan Turkish hair salons promote ‘‘institutionally mediated forms of

symbolic domination and habitus reconfiguration, [through which] underclass Turkish men gain

valued forms of cultural, social, and economic capital that they in turn [use to make] socially

visible territorial claim upon the social spaces [of] middle-class consumers.’’ As territories of these

underclass men, hair salons can enable forms of field-specific symbolic capital that contingently

empower the men vis-à-vis their upper-class clientele. Similarly, Varman and Belk (2011: 63) find

that shopping malls in Indian cities act as ‘‘postcolonial sites in which young consumers regard

these retail arenas as Western spectacles and deploy them to transform their Third World iden-

tities.’’ These spaces allow young Indian consumers to enhance their perceived symbolic capital in

relation to others. Therefore, in our second mechanism, territories delimit regions of influence and

as such symbolically empower specific groups of market actors over others, enabling them to play

the status games at the heart of different markets (Üstüner and Thompson, 2012).

Lastly, territories constrain market actors by enforcing social conformity and establishing

governing structures of acceptable behavior, cognition, and speech for those who are located

within them (Crockett and Wallendorf, 2004; Saatcioglu and Ozanne, 2013). We term this

mechanism constraining. For example, when analyzing the role of normative political ideology in

influencing the behavior of individuals living in segregated neighborhoods, Crocket and Wal-

lendorf (2004) note that the constraining conditions of territories not only attenuate consumer

choices but also foster a moral obligation to support local businesses. Hence, market actors ‘‘who

undermine the development of black institutional life by abandoning or retaining only fragmented

ties to the black community may be framed as antagonists’’ (Crockett and Wallendorf, 2004: 525).

Saatcioglu and Ozanne (2013) also demonstrate how the bounded territory of a trailer park

enforces certain moral consumer behaviors in its inhabitants. As these examples illustrate, terri-

tories come with specific rules of conduct that govern what is deemed acceptable behavior by their

inhabitants (Adebanwi, 2007), which leads to the maintenance of existing market structures.

Similarly to studies in sociology (Portes, 1998; Smith, 2010), our meta-analysis reveals that the

focus of territories’ constraining function has been on vulnerable and dominated consumer groups,

including African American consumers living in racially segregated neighborhoods, poor, rural
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migrants occupying squatters on the outskirts of global cities, and low-income, working-class

residents of a trailer-park neighborhood. Hence, future research could investigate the sanction-

ing properties of territories also for affluent and dominant consumer groups. Next, we turn our

attention to the role of scales in uncovering market system dynamics.

Scales impose, oppose, and/or compromise market elements

The concept of scale highlights the relations between different levels (e.g. local vs. global) that

contribute to the formation of market elements and processes. We identified three intertwined

mechanisms: larger-scale geographic entities impose market elements on smaller-scale ones,

small-scale entities resist the structuring market elements of larger ones, and the dissonance

between different scalar levels generates tensions that are negotiated by market actors. We now

explain these themes in more detail and highlight instances from prior literature.

First, the mechanism of imposing entails large-scale geographic representations of groups

forging their particular definitions, structures, and elements of markets onto smaller-scale geo-

graphic ones (e.g. global vs. national, neighborhood vs. household). Consider, for instance, how in

Üstüner and Holt’s (2007) dominated consumer acculturation study, a market is sustained through

the scalar flow of an ideology. Turkey’s early 20th-century modernization project spread wes-

ternized and secular values through various social spheres and institutions, becoming the national

dominant ideology. According to the authors (2007: 46), ‘‘Turkish consumer culture has evolved to

give this ideology meaningful content.’’ This ideology, the so-called ‘‘Batıcı lifestyle,’’ structures

the city’s market offerings and dictates the localized consumption practices of urban Turkish

consumers. The authors show that the dominant ideology is ultimately imposed onto the second-

generation migrants of a squatter neighborhood outside of Ankara, who unsuccessfully try to

perform it as an identity project at the local level. From a market systemic perspective, the above-

mentioned scalar relationship contributes to the shaping and maintenance of a dominating market.

Although not explicitly discussed from a spatial perspective, Giesler and Veresiu (2014)

demonstrate how the framing of global-scale problems by powerful market actors impact market

creation processes on the regional, national, and local scales in the context of bottom-of-the-

pyramid, ecological, health conscious, and financial markets. Similarly, Cayla and Eckhardt

(2008) describe how market actors (brand managers) create a transnational imagined Asian

community at the large-scale, which is experienced through brands and consumer subjectivities on

various smaller scales throughout the continent (countries, cities, and neighborhoods). Hence, the

mechanism of imposing allows researchers to better understand the top-down power dynamics and

flows of ideologies between larger and smaller scales. These vertical flows, when successfully

entangled, structure markets and consumer subjectivities as shown through the three cases above.

Conversely, small-scaled geographic entities can resist the structuring elements of larger-

scaled entities, which leads to the creation and evolution of markets (Karababa and Ger, 2011;

Sandikci and Ger, 2010; Thompson and Coskuner-Balli, 2007). Thompson and Coskuner-Balli

(2007) provide an ideal illustration of the resisting mechanism in their study on the corporate co-

optation (large-scale) of consumption communities (small-scale) in the context of the American

food market. Specifically, the co-optation of the organic food movement (itself a small-scale

response to the national ideology of the industrialized food market) by the large, national scale

industry led to countervailing market responses from market actors that created a new small-

scaled market system: community-supported agriculture. Resistance through the social con-

struction of small-scaled entities can also be identified in Karababa and Ger’s (2011) study of the
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development of the early modern Ottoman coffeehouse consumer culture in the context of leisure

consumption. When viewed from a scalar lens, coffeehouses were spaces of resistance at the

local scale that challenged the authority of the state and religion, which contributed to nor-

malizing and legalizing a consumer subject and a leisure market at the national scale over time.

Thus, when studying markets from a scalar perspective, we find instances of small-scale

resistance and how these instances can be scaled up over time, which impact and change con-

solidated market structures.

Most prominently, however, we find that the dissonance existing between scalar dimensions

generates tensions that are negotiated by market actors and elements at different levels, which we

term compromising. Moreover, we argue that this scalar mechanism has the ability to foster market

evolution via differentiation (Askegaard et al., 2005; Demangeot et al., 2015; Kjeldgaard and

Askegaard, 2006; Peñaloza, 1994). To better illustrate this scalar mechanism, consider Kjeldgaard

and Askegaard’s (2006) study on how center–periphery interactions transformed local consumers’

relationships with the global youth culture. The authors find that consumers in various local

peripheries differently resolve their discrepancies with the center. According to the authors (2006:

245), ‘‘the cultural resources available for the construction of glocal youth cultural projects are not

just reliant on class-based resources (cf. Holt, 1997, 1998) but as much on consumers’ position in a

global cultural center–periphery context.’’ This study is of particular importance to our scalar

analysis of market systems since the authors discuss the glocalization of structures of common

difference or how local markets are defined in comparison to global ones. Hence, through these

negotiations and compromises, we argue that market actors at different local scales appropriate and

resignify global ideologies of consumption (e.g. global youth culture and the western lifestyle). In

the area of consumer acculturation (see Luedicke, 2011 for an overview), tensions between dif-

ferent scalar entities, such as neighborhoods and homes, which can reflect migrant consumers’

culture of origin (e.g. Mexican, Haitian, Greenlandic, Turkish, and Romanian), and cities and

nations, which reflect the new culture (e.g. American, Danish, Austrian, and Italian), mediate

consumer acculturation processes. Peñaloza (1994) explicitly discusses market-level changes

through the interaction of both American and Mexican market actors (marketers and consumers).

According to the author (1994: 51):

dynamics of intercultural contact and change occurred simultaneously in both directions and resulted in

greater market similarities and differences. The presence of Latinos in the United States, together with

marketing strategies targeting us, are changing the character of the U.S. market.

Hence, the tensions between a top-down structuration nexus and the small-scale practices of

everyday life can lead to changes in mainstream markets. Next, we unpack our mechanisms for

networks.

Networks mobilize, assemble, and/or align market elements

As previously outlined, the concept of network highlights notions of horizontal interconnections

among dispersed geographical entities, flows between these entities as well as the orchestration of

an assemblage of places. We find that networks contribute to the dynamics of market systems in

the following three ways: networks facilitate the mobility of market resources, or what we call

mobile-izing; networks exercise different capacities of geographical market elements, which we

term assembling; and the alignment among geographical elements of a network can be more or less

appropriate, which solidifies (or weakens) a market system, a mechanism we call aligning. We will

Castilhos et al. 19



elaborate on these three mechanisms in turn and show their importance to the constitution and

reproduction of market systems.

First, inspired by Latour (1986), mobile-izing refers to how networks of places allow for the

transportation of market elements across a geographical space. By this, we mean that the

recruitment of places to a network allows for market elements, such as brands and their meanings

(Ertimur and Coskuner-Balli, 2015; Thompson and Arsel, 2004) and market practices (Martin and

Schouten, 2014) to be transported over a certain geographic distance while ensuring that the

common understanding of these elements is preserved. For example, this allows for the global

understanding of a brand to form. Consider Thompson and Arsel’s (2004: 631) explanation of how

the Starbucks’ servicescape exerts a ‘‘hegemonic influence [ . . . ] upon the sociocultural milieus of

local coffee shops.’’ Adapting their definition of hegemonic brandscape, we conceptualize such

networks as dominant market-driving systems linked together and structured by discursive and

symbolic relationships (see Thompson and Arsel, 2004: 632). In their article, such a system was

organized around the Starbucks brand and its servicescape, which, as is the case with McDo-

nald’s or Disney World, orchestrate global structures of common difference that organize

commercial experiences around the world. These networks can also be constituted around

specific market logics, which define the content and meanings of markets and shape what actors

pay attention to (Ertimur and Coksuner-Balli, 2015). Ertimur and Coskuner-Balli’s (2015)

analysis of the yoga market shows how competing logics of spirituality, medicine, and fitness

organized the performance of yoga in dedicated markets with associated brands and ways of

practicing yoga (e.g. Bikram vs. Power Yoga). Here, the construction of a market system relies

on a logic associated with a specific product (and brand), which is diffused throughout a geo-

graphical region in yoga classes and studios through their design and teaching, and linked to

practices and meanings that are commonly understood throughout the network. Hence, our first

theme of mobile-izing highlights how the creation of a geographic network, based for example

on a hegemonic brand or a dominant logic for a market segment, favors the transportation of

market elements throughout space by providing networked elements as the basis of common

understandings.

Second, inspired by the work of de Landa (2006), assembling entails networks exercising

different capacities of market and geographical elements. Perhaps one of the best examples of this

mechanism is the work on ‘‘scenes’’ in sociology and geography. Specifically, Silver et al. (2010:

2297) propose that places are ‘‘transformed when combined in different ways: a tattoo parlor,

water pipe store and modernist art gallery make a different [network] than do a tattoo parlor,

motorcycle shop, gun shop and biker bar.’’ In addition, drawing from marketing research using

assemblage theory (e.g. Canniford and Shakar, 2013; Epp and Price, 2010), we propose that other

market elements, such as discourses and technologies, also shape the outcome of the assemblage

(e.g. Canniford and Shankar, 2013; Epp and Velagaleti, 2014; Parmentier and Fischer, 2015). Yet

this approach is mostly lacking in market system studies as well as in marketing research touching

broadly on the concept of space. We did find a spatial example in Canniford and Shankar (2013:

1054–1055), where ‘‘consumers experienced nature by orchestrating assemblages of hetero-

geneous consumption resources [ . . . ] such as geographies and physical forces of nature.’’ How-

ever, we identified the following two points of divergence between their accounts and our

proposition: first, and perhaps most importantly, their analysis of the experience of nature does not

cater to market systems, which is expected given Canniford and Shankar’s (2013) focus; second, in

our account, we propose that market system researchers look at the role of marketers in the

orchestration of such an assemblage. Hence, we identify this theme, emerging both from our
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review of the market system and marketing literature as well as our theoretical development, as

being a major avenue for future research for market system scholars.

Third and last, we propose that the alignment among geographical and market elements of a

network solidifies (or weakens) a market system, which we term aligning. If the first theme

emerging from a network perspective on market dynamics highlighted the movement of market

elements throughout a network, and the second theme highlighted the possibility of leveraging

different capacities by integrating market and geographical elements of specific geographical

assemblages, this last theme concerns the solidity (or territorialization in de Landa’s (2006) terms)

of a network. Here, the analytical focus aims at uncovering the actions of consumers and producers

that strengthen (or weaken) the links between different spatial elements of a geographical network

emplacing a market system. This could, for example, facilitate its expansion or the movement of

market elements across it. Giesler (2012) and Martin and Schouten (2014), although not specifi-

cally inquiring about the geography of markets, highlight elements of the strengthening of a

network. For example, in Martin and Schouten (2014: 862), ‘‘the emergence of local minimoto

communities . . . in dispersed geographic locations’’ led to the emergence of ‘‘local rider com-

munities . . . united by shared practices around a local riding venue . . . Internet communication

and commerce.’’ According to the authors (Martin and Schouten 2014: 865), the ‘‘concurrent

formation of multiple, geographically diverse communities developed . . . in a process of dis-

tributed diffusion [spreading] adoption through multiple local communities.’’ The relationships

among actors, objects, and places were then (Martin and Schouten 2014: 865) ‘‘strengthened

further by the organizing infrastructures of local tracks’’ as well as other elements which

‘‘catalyzed a loose metacommunity [ . . . ] into a fully functioning market.’’ The work of

Martin and Schouten (2014) therefore clearly exemplifies our aligning theme by showcasing

the role of specific spatial elements, such as the local-ness of communities as well as places

such as local tracks in strengthening the network in which the market for mini-motos is

performed. We now turn to our discussion, where we highlight how the four spatial dimen-

sions can be combined with our 12 proposed mechanisms to generate novel research avenues

for the study of market dynamics.

Discussion

The spatial turn in social sciences has demonstrated how ‘‘space is not simply a passive reflection

of social and cultural trends but an active participant’’ (Warf and Arias, 2009: 10) in social phe-

nomena. Similarly, we encourage marketing researchers toward a more reflexive engagement with

geography. This theoretical lens allows for the examination of previously obscured phenomena,

from mechanisms of containment and power at the heart of territories to those of experience

framing and market meaning materialization at the heart of places, to the vertical dynamics at the

center of scales, to the horizontal ones emphasized by networks.

These four spatial dimensions offer specific analytical entry points which lead to different

research questions pertaining to market system dynamics. We further recommend the combination

of the four spatial dimensions to avoid the conflation of a part (e.g. place and scale) with the whole

(the totality of spatial dimensions) and thus allow for a more systematic and complex investigation

of market-related phenomena. We now consider how these combinations can lead to novel

research questions.

The 12 mechanisms we have identified through our meta-analysis offer alternative vantage

points to look at the role of space on the dynamics of markets. While previous research has shown,
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for example, how producers’ strategic coordination of multiple stakeholders can lead to processes

underlying market creation (Humphreys, 2010b), we emphasize the bonding role of places in

bringing together multiple stakeholders and the role of territories in protecting these stakeholders

and their experimentations, which might challenge normed market practices (e.g. Giesler, 2012;

Goulding et al., 2009). Moreover, previous research has argued that for markets to be created,

actors need to be recruited through processes of translation (e.g. Giesler, 2012; Martin and

Schouten, 2014). To this theoretical insight, we add that the creation of markets also requires the

creation of spatial networks to allow for the transportation of market elements across a network of

places. We also highlight the top-down scalar structuration of market elements, which leads to the

systematic horizontal and vertical flows of ideas, structures, and meanings that hold markets

together (e.g. Thompson and Arsel, 2004; Üstüner and Holt, 2007). Researchers have also shown

that engaged unhappy (Sandikci and Ger, 2010) and contented consumers (Dolbec and Fischer,

2015), and innovative producers (Giesler, 2008) can usher significant changes in markets. Our

spatial approach emphasizes the role of small-scale places and the territories in which consumers

are embedded, which potentializes consumers’ agency and allows for effective market resistance

(e.g. Chatzidakis et al., 2012; Coskuner-Balli and Thompson, 2007). These and other mechanisms

we have presented contribute to offer an alternative lens to existing research questions in market

system dynamics.

Several combinations among the dimensions are possible to theorize on the recursive relations

between space and markets. In Table 2, we outline possible new research questions that spring

from such combinations. In this table, we link each of the concepts of our framework with specific

objects of study and propose how these can be applied to the study of market systems. To conclude,

we exemplify how this table can be used to generate research questions using the concept of place

in conjunction with the three other dimensions. Place-centric market analyses could emphasize

both the qualities of places as a starting element for the analysis of a market, such as the role of the

qualities of cities (e.g. Scott, 2000), neighborhoods (e.g. Chatzidakis et al., 2012), regions (e.g.

Kenney and von Burg, 2001), or stores (e.g. Maclaran and Brown, 2005) and one or more of our

three place-based mechanisms: materializing, bonding, and framing. As we have mentioned, we

recommend researchers to integrate multiple concepts in their analysis. Combining place with

territory highlights specific objects of study. An example of this would be to investigate the role

of places in the constitution of territories. The combination of the materializing role of place and

the constraining role of territories could lead to research avenues around the investigation of the

use of places to diffuse market meanings that would favor the stigmatization of certain practices

in a given territory. Since practices can be conceptualized as the result of embodied social

structures, such a research avenue could inform how territories can favor place-based market

segmentation, thus fostering the development of market segments through place-based terri-

torialization processes.

Combining place and scale leads to questions pertaining to the power relationships existing

between different market elements. For example, a possible research avenue could entail the

exploration of the framing role of places such as homes, streets, and shops in a certain neigh-

borhood, and how these are helping instigate a type of consumer subject that facilitates gentrifi-

cation processes, furthering the diffusion of a global consumption culture. The gentrification

brought about by the growth of the technological industry in Silicon Valley and ensuing market

dynamics, such as the creation of neighborhood specific market systems and the displacement of

an array of social actors (Packer, 2013; Rodenbeck, 2013) provide an example of this research

avenue (see also Zukin, 1982).
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Combining place and network would emphasize dynamics at the intersection of place-

based mechanisms and those of networks. A last research avenue we foresee could leverage

the bonding mechanism at the heart of places and inquire about the role of sociality and

place-based relationships in the strengthening of networked markets (i.e. aligning).

Although tangential in his argument, the role of Botox parties in Giesler’s (2012) work

would represent how the intersections of these two mechanisms inform the creation of a

new market.

These examples are not exhaustive of the possibilities, nor do they constitute a research agenda.

However, we believe that further applying, discussing, and criticizing our framework can enhance

the unique ability of our field to understand and explain consumption and markets, providing a

genuine lens to position CCT researchers at the forefront of the debates about contemporary

markets.

Table 2. Applications of spatial dimensions to market systems’ studies.

Concept Object of study Mechanisms at work Examples

Place Regions, cities,
neighborhoods, stores

Materializing, bonding, and
framing

How are cities influencing markets?

Place and
Territory

Role of places in territories
and territorialization of
places

Materializing, bonding,
framing, protecting,
empowering, and
constraining

How can the materiality of places be
used to stigmatize specific market
practices?

Place and
Scale

Global vs. local and
‘‘Russian doll’’ spatial
division

Materializing, Bonding,
framing, imposing,
opposing, and
compromising

How are global brands imposing
their definition of retail
experiences in locales?

Place and
Network

Network of places,
partnerships, and
movements of actors

Materializing, bonding,
framing, mobile-izing,
assembling, and aligning

How can the sociality in places
strengthen the alignment of
locales composing a market?

Territory Borders and boundaries Protecting, empowering,
and onstraining

How are markets delimited?

Territory
and Scale

Market division (local,
global, and so on) and
governance of multilevel
territories

Protecting, empowering,
constraining, imposing,
opposing, and
compromising

How do lobbies foster the creation
of bounded professional markets
at the national and local levels?

Territory
and
Network

Interstate market systems
and multi-territorial
market alliances

Protecting, empowering,
constraining, mobile-
izing, assembling, and
aligning

How do local performative spaces of
global subcultures facilitate the
constitution of a subcultural
market?

Scale Hierarchies, verticalities,
and global vs. local

Imposing, opposing, and
compromising

How is power regimented between
global and local markets?

Scale and
Network

Horizontal power
(im)balance and ascalar
market entry

Imposing, opposing,
compromising, mobile-
izing, assembling, and
aligning

How does an aesthetic local scene
resist the definition of the global
aesthetic brandscape?

Network Flows and network
construction

Mobile-izing, assembling,
and aligning

How are locales recruited into
markets?
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(FQRSC) and has been published in the Journal of Consumer Research, the Journal of Retailing, as well

as the SAGE Handbook of Qualitative Data Analysis. Address: Concordia University, QC, H4B 1R6 Canada.

[email: pierre-yann.dolbec@concordia.ca]

28 Marketing Theory 17(1)



Ela Veresiu is an assistant professor of marketing at York University’s Schulich School of Business. Her

research focuses on understanding the political dynamics of markets and consumption, and how value and

legitimacy are created in complex institutional systems. Her research, which has been funded by the European

Research Council and the Schulich School of Business Dean’s Research Fund, is published in the top-tier

Journal of Consumer Research. For more information on her work please visit: http://ela-veresiu.com.

Address: Schulich School of Business, York University, 4700 Keele St., Toronto, ON, M3J 1P3, Canada.

[email: everesiu@schulich.yorku.ca]

Castilhos et al. 29

http://ela-veresiu.com


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 266
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Average
  /ColorImageResolution 175
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50286
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages false
  /GrayImageMinResolution 266
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Average
  /GrayImageResolution 175
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50286
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages false
  /MonoImageMinResolution 900
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 175
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50286
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox false
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (U.S. Web Coated \050SWOP\051 v2)
  /PDFXOutputConditionIdentifier (CGATS TR 001)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /CreateJDFFile false
  /Description <<
    /ENU <>
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /BleedOffset [
        9
        9
        9
        9
      ]
      /ConvertColors /ConvertToRGB
      /DestinationProfileName (sRGB IEC61966-2.1)
      /DestinationProfileSelector /UseName
      /Downsample16BitImages true
      /FlattenerPreset <<
        /ClipComplexRegions true
        /ConvertStrokesToOutlines false
        /ConvertTextToOutlines false
        /GradientResolution 300
        /LineArtTextResolution 1200
        /PresetName ([High Resolution])
        /PresetSelector /HighResolution
        /RasterVectorBalance 1
      >>
      /FormElements true
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MarksOffset 9
      /MarksWeight 0.125000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /UseDocumentProfile
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
  /SyntheticBoldness 1.000000
>> setdistillerparams
<<
  /HWResolution [288 288]
  /PageSize [612.000 792.000]
>> setpagedevice




