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AABBSSTTRRAACCTT  
 
This thesis is a qualitative study, performed at master level at Stockholm University 
School of Business. The purpose of the thesis is to study Hipsters’ attitude towards 
consumption, with main focus on clothes. The word Hipster is a relatively uncommon 
word but it is a name for a subculture that previously has been linked with bohemianism 
and postmodern lifestyle. Our interest for the subject has gradually increased during some 
years and in our studies at the Marketing Academy, we started to wonder how academic 
theories could be applied on this subculture. We also started to wonder if this group could 
be studied with tomorrow’s consumer in mind, and if it could indicate how future 
consumers might evolve.  
 
The paper begins with background information and continues with a discussion about the 
problem and how this study will be conducted. The study is based on a number of depth 
interviews with people who are considered to be part of the Hipsters subculture. The 
academic theory, presented in the thesis is used as a tool for analysis and discussion, 
which is followed by a conclusion in the last chapter of the thesis. Summaries of the 
interviews can be found in Appendix C which can be obtained via email:  
 
malineriksson@bredband.net  
elisabetg@gmail.com
 
Many people have been very helpful during the process of writing this thesis and some 
deserve our special attention. We want to thank our respondents for their time and 
openness during interviews, Ásta Lilja Ásgeirsdóttir for many hours spent on 
proofreading and our supervisor Marianne Nilsson for guiding us through the process and 
her many good advises.   
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SSAAMMMMAANNFFAATTTTNNIINNGG  
 
Den här uppsatsen är en kvalitativ studie på magisternivå på företagsekonomiska 
institutionen/Stockholms universitet. Syftet med uppsatsen är att studera Hipsters’ 
attityder för konsumtion, med fokus på kläder. Ordet Hipster är ett relativt okänt begrepp 
som är namnet på en subkultur som ofta förknippas med bohemer och en 
postmodernistisk livsstil. De postmoderna attityderna för konsumtion är ett intressant 
ämne ur marknadsföringssynpunkt och även ett centralt begrepp för den här studien, då 
den postmoderna konsumenten använder sin konsumtion för att skapa sin identitet, 
självbild och livsstil. 
 
De postmoderna attityderna för konsumtion är tydliga bland Hipsters och gör dem därför 
till en intressant grupp för att studera fenomenet. Det finns många likheter med bohemer 
som ofta fungerar som en aspirationsgrupp för den stora massan. Massan försöker följa 
efter Hipsters, som ständigt flyttar fram sina positioner för att försäkra sig om att de 
själva inte är en del av massan. 
 
Frågeställningen för den här uppsatsen är vilka attityder Hipsters’ har gentemot 
konsumtion. Syftet är att studera människor som antagit postmoderna värderingar och 
livsstil, och Hipsters används som ett undersökningsobjekt för detta ändamål. Med 
anledning av det kvalitativa perspektivet för studien, har intervjuer använts som 
undersökningsmetod. 
 
Studien visar att knapphet/sällsynthet, unikhet, autenticitet, individualism och historien 
kring kläderna är viktiga faktorer när Hipsters konsumerar. De värderar också sökandet 
efter kläderna som en skattjakt och vill inte bli matade med färdiga koncept. Kort sagt 
söker de hitta något man inte kan finna överallt. De vill söka, välja och skapa sina egna 
koncept, som en symbol för deras personlighet och unikhet. 
      
Hipsters är en subkultur som ogillar det moderna opersonliga konsumtionssamhället och 
försöker bemästra det genom att etablera relationer (artificiella eller verkliga) med andra 
människor genom sin konsumtion. Hipsters konsumerar inte för konsumtionens skull, de  
konsumerar för att knyta kontakt med andra människor och en sorts symbolisk makt.  
 
Det verkar som att produkter inte värderas efter varumärket eller dess kvalitet, utan 
snarare utifrån dess ursprung och patina, med andra ord deras autenticitet. I 
masskonsumtionssamhället som vi lever i idag råder det knappast någon knapphet av 
produkter. Snygga kläder och skor är något som alla kan få tag på och det är därför som 
autenticiteten blir så viktig. 
 
Hipsters’ attityder till konsumtion är en stor utmaning för dagens företag eftersom vi tror 
att massan kommer att följa den här subkulturen, liksom så många gånger tidigare. Hur 
framtidens företag kan svara på denna efterfrågan skulle kunna vara ett ämne för en 
annan uppsats. När gapet mellan Hipsters och massan minskar blir det intressant att se 
hur beteendet förändras hos Hipsters, för att öka gapet mellan sig och massan igen.  
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SSUUMMMMAARRYY  
 
This thesis is a qualitative study, performed at master level at Stockholm University 
School of Business. The purpose of the thesis is to study Hipsters’ attitude towards 
consumption, with its main focus on clothes. The word Hipster is a relatively uncommon 
word but it is a name for a subculture that previously has been linked with bohemianism 
and postmodern lifestyle. The post-modern attitude towards consumption is a very 
interesting topic from a marketing point of view and it is central for this study since 
through their consumption the post-modern consumer creates his/her identity, self-image 
and life-style. The post-modern attitude towards consumption is very apparent amongst 
Hipsters and it therefore makes them appealing subjects for a study of the phenomenon. 
They are similar to Bohemians in many ways and work as an aspiration group for the 
masses. The masses try to keep up with the Hipsters which frequently move their 
positions forward, just to make sure they are not a part of the mainstream. 
 
The question for this thesis is what attitudes Hipsters’ have towards consumption. The 
aim is to study a group of people who embrace post-modern values and lifestyles and 
therefore Hipsters are used as a research object in this study. Due to the qualitative 
perspective of the study, it was decided to use interviews as a research method.  
 
The study shows that scarcity, uniqueness, authenticity, individualism and the story 
around the clothes are important topics for Hipsters when consuming. They also value the 
search for clothes like a treasure hunt, which means they don’t want to be spoon fed with 
prepared concepts. In short, they want something they can’t get anywhere else and they 
want to search, choose and create their own concept as a symbol for their personality and 
uniqueness. Hipsters are a subculture that rejects the modern impersonal consumption 
society and tries to fight it by establishing relationships (artificial or real) with other 
people via their consumption. They are a subculture that doesn’t consume for the sake of 
consumption; they consume to connect to others and even to gain symbolic power. It 
seems that products are not estimated by their brand or quality, but they are estimated by 
their provenance and patina, and therefore their true authenticity. In a mass production 
community, as we live in today, there is no scarce of quality products with nice 
aesthetics. Nice clothes and shoes is something that everybody can get and that’s why the 
authenticity becomes so important.  
 
The Hipsters attitude toward consumption is a great challenge for today’s businesses, 
since we believe the mass will follow this subculture as so many times before. How the 
future companies can respond to such a demand is a subject for another thesis. But when 
the masses close in on the Hipsters it will be very interesting to watch what kind of 
behaviour the Hipsters will execute to increase the gap between them and the masses. 
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11  IINNTTRROODDUUCCTTIIOONN  
 
“I never think about the clothes I wear!” stated an acquaintance to us before he said 
goodnight. That night, we had been at a friend's house drinking red wine and discussing 
various topics, all relatively insignificant and uninteresting if it wasn't for the alcohol. 
When this acquaintance stood up and prepared to leave, I noticed that he was wearing 
new jeans. My interest in marketing and brands had made me completely fascinated by 
Levi’s new ad campaign for their jeans "Levi’s Anti-fit". So I asked him "Hey you! Are 
these Levis’ Anti-fits? They are so cool, I love their commercial!" He turned and looked 
at me quite embarrassed, then looked down at his pants, then to his girlfriend and finally 
he looked at me and I could clearly see by the look on his face that he had no idea what to 
say. The atmosphere in the room had changed really quickly and I felt more like I had 
given him the third degree, instead of a simple question. But after a few awkward 
moments he answered me, with the self-conscious face of the white lie and blurted out "I 
don't know if they are. I never think about clothes or what I wear!" Then he hurried out 
the door with his girlfriend right on his heels.  
 
We looked confused at each other with a confused expression in our faces. I asked my 
friend if she thought that was weird too, because it was not like he could have 
accidentally bought those jeans. They were not the cheapest ones or the most common. 
She said quietly to me "Yeah I know, he is a bit different. He is always talking about how 
fashion and trends irritate him but so obviously puts whole lot of an effort on his own 
outfit". For the rest of the night we sat in the corner and left the discussion to the others. 
We were stuck in our own dialog about this strange phenomenon we had come across 
once again. We found the marketing perspective of this very interesting! 
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22  BBAACCKKGGRROOUUNNDD  
 
The following text provides the reader with understanding and context for the problem 
discussion and following problem definition. The chapter includes description and 
discussions about post-modernism, Bohemians and Hipsters and how the different 
aspects are linked.  

2.1 Postmodernism 
Postmodernism is a philosophical and cultural movement and often seen as a reaction to 
mass production of the contemporary society. Essential elements in postmodernism are 
the ideas of culture, languages, aesthetic, narratives and symbolic modes. Postmodernism 
also rejects rigid disciplinary boundaries and sees discontinuities, pluralities, chaos, 
instabilities, constant changes and paradoxes as a natural part of life.1  
 
Postmodernism is also considered a reaction to modernism, which refers to the time from 
the early seventeenth century up to the present2, a time interval when mass production 
developed and the public got used to more and more marketing communication. But 
postmodernism didn’t suddenly appear as a reaction to modernism but rather existed 
alongside, though only lately the latter has been given a conceptual recognition3.  
 
Postmodernism offers a set of views and attitudes that distinguish it from modernism. For 
example, while modernism sees the producer as the value creator and the consumer as 
someone who destroys the product by his/her consumption, postmodernism rejects the 
consumer as an end-consumer and instead accepts consuming as a value-producing 
activity4. To be more precise, when the consumer consumes a product he creates 
something new, like self-image, lifestyle, personality, identity etc. The postmodern 
consumer is a producer not an end-consumer. 
 
Postmodern consumer research tries to view the consumer within the context of everyday 
life and practices or in de-centered context instead of trying to examine the consumer 
behavior with unifying theories.5 The postmodern consumers are best described as 
fragmented and de-centered. By fragmenting, the postmodern consumer tries to stay in 
control of his life and identity “in the face of overpowering market forces”6. Living a 
contemporary lifestyle, where possible options for the consumer continually increase the 
status of being in control of their life and their identity increase. Everybody makes their 
own choices, what to eat, drink, watch on TV, and what clothes to wear etc. And with 
these choices, each individual makes a statement about themselves and their values in 
life. The post modernistic values are closely linked to a subculture that has been named 
Bohemians, which was also a reaction to mass production.  
                                                 
1 Firat & Venkatesh (1995) 
2 Ibid 
3 Ibid 
4 Ibid 
5 Ibid 
6 Ibid p. 255 
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2.2 Bohemians 
Elizabeth Wilson (University of North London) has written an article named The 
bohemianization of mass culture, where she explains the development of Bohemians. 
Bohemians are a group or subculture that emerged in the 1830s as a reaction to mass 
culture and production. “The bohemian identity was forged from perceived mismatch 
between creative ability and the market” 7 The Bohemians saw themselves as different 
from the mass and were associated with shocking and revolutionary art, opposite to the 
convention. Bohemians were as well strongly associated with nostalgia. Elizabeth Wilson 
points out that “the heyday of true bohemians” is always referring 30 to 40 years back in 
time. In the 1880s and 1890s they recalled the 1850s and during the 1920s and 1930s they 
recalled the 1890s. 8  
 
Bohemians considered their art as “High art” and became the opposite of the middle 
class’s, so called bourgeois’ “Mass culture”. The mass culture was for the mainstream 
and bohemians wanted to set a clear border between themselves and the masses. The 
relationship between bohemians and bourgeoisie started to transform and the mass culture 
became more and more bohemianized. For example ballets and art which first were 
greeted with horror were later accepted by the audience. Mass culture accepted bohemian 
art and urban districts where bohemians used to live, like Montmarte in Paris and SoHo 
in London, turned into stylish and attractive estates where bourgeoisie wanted to live. 9 
This can be explained by what George Simmel (1904) called The Trickle-down theory, 
which explains how subordinate groups in society are trying to climb in the social 
hierarchy by adopting status symbols from superior groups.10 Elizabeth Wilson points out 
that the bourgeoisie started to become as bohemian as the bohemians and the more 
bohemians pushed forward, the more the general population followed.  

2.3 Hipsters 
A relatively new expression for a bohemian subculture is the word Hipsters. Norman 
Mailer outlined the concept of “cool” in the 1950’s, when he wrote that society was 
divided into two types of people: “the Hip” (“rebels” or Wilson’s Bohemians) and “the 
Square” (“conformists” or Wilson’s bourgois). Cool (or hip, alternative, edgy) here 
becomes the general stance of individualism, with the Hipster as the stubborn 
nonconformist refusing to bend before the homogenizing forces of mass society.11  
 
In the year 2004 the author Robert Lanham was nominated for the Margaret Mead awards 
for his book “The Hipster handbook”, which is a description of the Hipster subculture. 
The awards, initiated by the Society for Applied Anthropology and the American 
Anthropological Society, are presented to younger scholar for a particular 
accomplishment which interprets anthropological data and principles in ways that make 
them meaningful and accessible to a broadly concerned public. The award is designed to 

                                                 
7 Wilson (1999) p. 12 
8 Ibid 
9 Ibid 
10 Simmel (1904) 
11 Potter (2006) 
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recognize a person clearly associated with research and/or practice in anthropology.12 In 
his book Lanham tries to capture the new cultural ethos’s that were developing in his 
district in Brooklyn, USA.13 He used a satirical sociological method he calls 
"idiosyncrology" which he claims to be "the study and classification of individuals and 
groups of individuals based on their distinguishing behaviors and idiosyncrasies"14. The 
book does not comprise of academic text, but is a lighthearted text that still gives a good 
understanding of subculture since it is founded on an anthropological study.  
 
Hipsters come from different social classes and could be described as a subculture or a 
collectivity. Collectivities are not a formal organization and members can be spread out 
all over the world. What unites them is that they have been socialized in similar 
conditions, e.g., similarities in parents, peer groups, education, jobs, exposure to mass 
media, and they tend to have a similar cultural understanding. Members of a collectivity 
can be members without knowing it.15 Participation of subculture has typically been 
characterized by the consumption of specific types of music and clothing. The 
participants use the products to show their identity and group belonging.16 Though there 
is a wide spectrum of music and styles for Hipsters, there are also some consumption 
characteristics that unify them as a collective or a subculture. Their clothing style is one 
of the most apparent characteristic, since they are very conscious of what they wear and 
try to distinguish themselves by dressing creatively. They use their personal style to make 
a statement about who they are, their identity and the music they like. Their production of 
symbols is therefore a good example of a post-modern consumption. It’s very important 
for Hipsters that their style is individualistic, which is rather interesting, since in the end 
there is a strong tendency for Hipsters to resemble each other. They are considered to 
have strong beliefs and opinions and they don’t like to be categorized in groups mainly 
because they are struggling for individualism in appearance, decision and values. Hipsters 
want to be independent and distinguished from the mass, and therefore trends become 
unpopular amongst Hipsters as soon as they are considered mainstream. 17 As Andrew 
Potter describes it “Trends appear as nothing more than a brief consumerist shivers, passé 
the moment they appear”18. 
 
Since creativity and individualism are essential parts of the Hipster lifestyle it’s not 
uncommon that they choose a profession where they can use their creativity. Many 
Hipsters claim they just want to do what they like and if they can make money out of it, 
it’s even better.19 Hipsters, with creative professions such as musicians and fashion 
designers, may find it difficult to balance their artistic integrity with the commerciality of 
their profession. This dilemma is linked to their dislike of corporate cultures, their desire 
to resist consumer culture and a resistance to prepackaged styles. They see themselves as 
more cultural or more “high” cultural than the masses which is a typical bohemian 
                                                 
12 sfaa.net (2006)  
13 Zang (2004) 
14 Washington Post (2004) 
15 Holt (1997)  
16 Williams (2006)  
17 Lanham (2002) 
18 Potter (2006) p.1(2) 
19 Lanham (2002) 
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attitude.20 Since the masses are incapable of recognizing great art, the bohemian stance is 
therefore the paradox that to fail is to succeed and to succeed is to fail since if the artist 
became popular among the masses, it meant that he/she had pandered to the low taste of 
the public21.   
 

 Figure 1: When the mass follows one opinion, the Hipsters go against it22. 
 
Since Hipsters are rather creative and artistic characters, music, literature and films are 
often of great interest of them. They tend to take their music collection seriously, and as 
in most subcultures, their style can sometimes communicate their taste in music. It is 
common for subcultures to develop around music, like Indie-rockers who gathered 
around “alternative music”. Today, this group has become more fractured and Hipsters 
tend to be into more specific music, not just alternative music. Important though, is that 
Hipsters often prefer music produced by independent labels and not major labels.23

 
As in most other subcultures a hierarchy exist within the Hipster subculture. A Hipster is: 
“One who possesses tastes, social attitudes, and opinions deemed cool by the cool24” 
pointing out the strong relations to the hierarchy where members of the subculture are 
judged by higher ranked members. The shop Beneath in Stockholm is one example of the 
hierarchy. The shop owners try to protect the shop’s integrity and its high status within 
the Hipsters subculture, by placing the shop in a location where only “members” can find 
it. It’s not a shop that can accidentally be found while walking in the city.25 If people 
don’t know where it is, it is highly unlikely that they can find it. There are no signs to 
indicate its location and it is situated on the third floor of an apartment-building. In the 
shop, its customers can find brands and clothes which are hard to find somewhere else 
because their producers very carefully choose which retailers are allowed to sell their 
products.  

                                                 
20 Lanham (2002) 
21 Wilson (1999) 
22 wulffmorgenthaler.com/ 
23 Lanham (2002) 
24 thehipsterhandbook.com (2006) 
25 Appendix A 
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33  PPRROOBBLLEEMM  DDEEFFIINNIITTIIOONN  AANNDD  DDIISSCCUUSSSSIIOONN  
 
In this chapter, a discussion about the post modern consumption is held to explain the 
complexity of the defined problem. The discussion follows by a definition of the problem 
and the chapter ends up with the purpose for this thesis. 

3.1 Problem discussion 
The postmodern attitude towards consumption is a very interesting topic for a marketing 
point of view. It creates a new perspective for marketing experts on how to view 
consumption as the beginning of process instead of the end. This means that the 
consumer is not researched as someone who is seeking to satisfy an end (needs), but as 
someone seeking to produce symbols26. 
 
Important postmodern values are individuality, personality and creativity and through 
consumption, people create their identity, self-image and life-style. They use their own 
creativity to stay in control of their life and do not want to be led by companies as 
senseless sheep.  
 
The postmodern attitude towards consumption is very apparent amongst Hipsters and 
therefore makes them an appealing group to study the phenomenon. Hipsters are a 
subculture that is very postmodern in its values and attitudes and it makes them an 
interesting combination of consumers. They are similar to Bohemians in many ways and 
work as an aspiration group for the masses. The masses try to keep up with the Hipsters 
but they frequently move their positions forward, just to make sure they are not a part of 
the mainstream. Like one of the respondents from the pre-study said “There is some sort 
of elitism going on, that focuses on protecting themselves from the mass”27. In marketing 
theories, such behavior is classified as a behavior of “trend setters” or “innovators”.28

 
A summarizing word for what Hipsters are looking for could be “exclusiveness”, which 
is in a way the opposite of mass production. Important postmodern values like 
individuality, personality and creativity are as well a contradiction to mass production. In 
the pre-study for this thesis respondents expressed this by saying “…clothes are 
experienced as an art form, like a canvas is painted new every morning while getting 
dressed”, “you don’t want to be a part of a whole army” and “people have a deep need to 
be seen, exist and be creative.”.29 Today we live in a society with mass-produced 
products and we wonder if companies and their market communication meet consumers’ 
demands in a world with postmodern values. 
 
We find these values interesting to study since it means new challenges to companies of 
the future. Companies constantly have to learn about their customers values, how they are 

                                                 
26 Firat & Venkatesh (1995) 
27 Appendix A 
28 Solomon (2002) 
29 Appendix A 
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changing and developing, to make sure they produce and communicate what people want. 
If they fail to do so, a gap will appear between them and the consumers, since consumers 
attitudes and values move into one direction while companies marketing and 
communication stays the same. Eventually the companies will be pushed out of the 
market by other new companies that are fulfilling the market needs and wants more 
efficiently. 
 
In this study, we would like to investigate postmodern values and demands towards 
consumption. 
 
We find this interesting since the mainstream tries to keep up with the trendsetters and we 
believe that there are already indicators of change in the trendsetters’ attitudes and values. 
The mass might adopt their attitudes and values and thereby creating new demands. It is 
therefore of great importance for companies, who target the mainstream as well as others, 
to look forward and prepare for what might come in the nearest future. 

3.2 The problem definition 
Based on our problem discussion, we have decided to answer the following 
question: 

 
What are the subculture Hipsters’ attitudes towards consumption? 

 

3.3 Thesis purpose  
The purpose with this thesis is to study the postmodern consumer and attitudes towards 
consumption from a consumer’s perspective. What waits in nearest future is always 
unknown and the only secure constant is change. How and when, no one knows. We 
believe it is important to see consumption and marketing in another perspective since 
existing models and pattern are likely to change. To study a specific group like Hipsters 
is one way to proceed, although it is not the aim in itself. They aim is rather to study a 
group of people who embrace postmodern values and lifestyle. We believe this study is 
important in the sense that as marketers, we need a broader view and knowledge of 
consumers’ value and beliefs and how to meet the future customer and we hope this study 
will add to that discussion.  
 

3.4 Limitations 
This study is done from a consumer’s perspective and implies that the focus is on the 
consumer and their attitudes, experiences and beliefs. Companies marketing strategies, 
communication and market experts’ opinions are not studied since that’s not classified as 
part of the consumer’s perspective.  
 
The study is limited to the consumption of clothes and accessories since those are 
classified as typical lifestyle products and include involvement from the consumer’s ego.  
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The study is limited to members of the collectivity Hipsters. The postmodern 
consumption patterns are very apparent amongst Hipsters and make them therefore an 
attractive group to use for investigating the phenomenon.  
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44  MMEETTHHOODDOOLLOOGGYY  
 
The following chapter will introduce the methods used to gain the needed data for the 
thesis. Choosing appropriate methods is very important for the results of the thesis and 
the following text will explain why the singular methods have been chosen.  

4.1 Scientific background 
This study is a qualitative research with a consumer perspective, based on both primary 
and secondary data. The qualitative research was chosen before a quantitative research 
because of the need for a deep understanding of the Hipster culture, which is impossible 
to measure in a quantitative research. A qualitative research also means that the research 
has a hermeneutic perspective. It means that the researchers have to interpret the 
collected data to see “behind” and understand the real meaning and to put the gained 
information into a context. When interpreting data like this, the interpreter him/herself is 
of great importance. The interpreter carries his/hers own pre-view or pre-understanding 
of the world which influence the analysis and interpretation and make the result of the 
study unique. This is sometimes considered a problem, since it’s difficult to repeat the 
study with exactly the same results and it’s also difficult to find the exact environment 
again30. It is therefore important to see the results of this study as limited to this particular 
situation but could also be used as a guideline in other situations.  

4.2 Previous researches and studies 
Previous research and studies are used here to give an understanding of the problem area 
and its context to relating subjects. The information is gathered from international 
databases, literature and websites and is previously collected for other purposes other 
than the problem at hand.31 The search for information started on the internet by using the 
search engine Google by searching for material about Hipster but it did not give good 
results. The most interesting information was on wikipedia.org which is a free 
encyclopedia that everyone can edit. Understandably that was not information that was 
usable but it gave a clear picture of common knowledge about Hipsters. Google.com 
offers special services called Google scholar where it is possible to search for scholarly 
papers. The first search words that were used were Hipsters and bohemians. The selection 
that was found was not large but gave some idea of the subject. The next step was to 
search through Stockholm’s University databases for online-magazines. The databases 
that were used were mainly JSTOR, Sage and Ebsco Host. Reading through articles, 
reference lists became a very efficient way of finding sources for relevant information. 
The main search words that were used for looking for articles in the databases were 
Hipsters, urban culture, youth culture, street wear, bohemians, anti-brand, postmodernism 
and subcultures. The databases turned out to be effective in the search for relevant 
academic papers for the research.  
 

                                                 
30 Gustavsson  (2004)  
31 Malhotra & Birks  (2005) 

14 



During the search for relevant information we came across the book “The Hipster 
Handbook” by Robert Lanham. In his book he describes the cultural ethos that he 
experienced as developing in his district in Brooklyn, USA. 32 Even though the book is 
written in a comic style we believe that the book is usable as a source. Lanham himself is 
an editor of the website freewilliamsburg.com an alternative online publication that is 
focused toward Hipsters and their cultural interest and therefore we believe that he is 
some sort of a self-trained expert on the subject. When writing the book, Lanham studied 
the phenomenon by hanging out at the local café’s and eavesdropping on the discussions 
of the hip of the town.33 As mentioned before Robert Lanham was nominated for the 
Margaret Mead awards for his book and he used a sociological method he calls 
"idiosyncrology" which he acclaims to be "the study and classification of individuals and 
groups of individuals based on their distinguishing behaviors and idiosyncrasies"34. If we 
look beyond the comic style of the text, a rather clear understanding of the phenomenon 
begins to emerge. The negative aspects are that the text is not of academic sort and 
therefore it is important for the researchers to use the book with critical mindset.   
 
Since information gathered from previous research was collected for purposes other than 
the problem in this research, their usefulness to the current problem is limited in several 
important ways, including relevance and accuracy. Therefore a primary data collection 
was essential.  

4.3 Primary data 
The primary data was collected by the researchers for the specific purpose of addressing 
the problem. The data collections were tailored for this process only. To get relevant and 
accurate information concerning the problem at hand it was necessary to conduct primary 
data research. Since the focus was on getting insight and understanding for the problem 
and the Hipster phenomenon, a qualitative research was the suitable choice. Qualitative 
research design is usually unstructured, exploratory, based on small samples and intended 
to provide insight and understanding. It is well suited for research on consumers’ 
attitudes and motives since it seeks to encapsulate the behavior, experiences and feelings 
of respondents in their own terms and context.35   
 
After evaluating different qualitative researches it was decided that depth interviews at 
respondents’ homes would be the most appropriate research method. It was considered a 
suitable method because such ethnographic interviewing is particularly effective for 
examining consumption since the informal conversation in respondent’s home parallels 
everyday situations in where they routinely talk about their likes and dislikes, their recent 
consumption experiences, and their dreams and hopes36. The disadvantages of depth 
interviews are that the results are susceptible to the interviewer’s influence and that the 
data obtained can be difficult to analyze and interpret37.  
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The aim of the study was to find out how the respondents consume clothes and from that 
derive the necessary information about their attitude towards consumption. The focus was 
on getting information about the respondents’ preferences and demands regarding high 
engagement products. A lifestyle product is an example of a high engagement product, 
and a product which shows the user’s personality and lifestyle. As mentioned in chapter 
4.11 Limitations, the focus is on typical lifestyle products, namely clothes and 
accessories. “Lifestyleproducts ”a term originally released by Alfred Adler to name 
pattern of behaviour decided by personality, motives and values. The term is often used 
when describing consumer behaviour as a base when designing consumer products and 
commercials (….)”.38 These are products with a high grade of engagement, they work as 
symbols and communicate a strong message about who the user is and who they want to 
be. Generally people have some kind of relationship with what they choose to wear and 
therefore it should be easier for respondents in the research to open up and discuss their 
thoughts regarding the subject.  

4.4 Pre-understanding 
After reading previous studies that were collected in the first phase of the study, it was 
decided that it would benefit the thesis if we, the authors, would experience the Hipster 
lifestyle in real life. It was therefore decided to conduct a pre-study on the subject. The 
destination was SoFo at Söder in Stockholm, which is a place well known for its second 
hand stores and street-wear culture. In the district we were sure we would experience the 
Hipster’s culture first hand. The experience of this pre-study can be found in Appendix 
A. 

4.5 Criteria for choosing respondents 
Respondents for this research were chosen on the basis of the previous description of 
bohemians and Hipsters. As stated before, one of the most apparent ways to recognize 
Hipsters, is by their way of dressing. They are creative and expressive in their style and 
don’t follow existing fashion trends, which are followed by the mainstream and they are 
preferable opposite to the convention.  
 
Another important criterion was their creativity and interest in art and culture. They 
should have an interest in more independent or unconventional labels in the art and 
culture field and preferably be using their creativity in some way. People with a creative 
and expressive profession were of particular interest, since it often means they do their 
own thing and don’t follow the ordinary lifestyle pattern. Individualism was also a 
keyword that should describe the chosen respondents, individualism in terms of doing 
their own thing, regardless of what other people think. Also the circle of friends was 
taken into consideration, since people often like to socialize in a group quite similar to 
themselves. 
 
Since it is sometimes more clear who are not part of the subculture than who are, it is 
sometimes better to talk about “non-members”, i.e. explain what something is, by telling 
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what it is not. In this thesis, people who showed signs of belonging to the mainstream or 
were not very personal in their style were not considered an appropriate respondent for 
the purpose in question. People with a strong interest in fashion who always wear in the 
latest trends, were also sorted out, since they were not considered to be individualistic 
enough.  
 
It is in subcultures nature, unfortunately, to not have a membership list and sometimes the 
members are not even aware they belong to a certain subculture. It was therefore clear 
from the beginning that it would not be possible to go around and ask if people were 
Hipsters or not. The researchers discussed extensively different ways to choose 
appropriate respondents. Members of subculture are often categorized by the things they 
consume. But since the researchers are not Hipsters themselves and did therefore not 
have the knowledge of items that are popular amongst Hipsters, they could not categorize 
Hipsters that way. Early in the process, ideas of criteria lists dawned, that is, to ask the 
respondents questions that would determine if they were Hipsters or not. But 
unfortunately that idea did not work in testing since it was not possible to get the right 
information from the test subjects, or they didn’t understand the questions. The questions 
were all of subjective nature and needed so much explanation that the researchers decided 
it would not work without affecting the respondents answers. Another negative side to the 
criteria list was that the respondents would get ideas about the study subject, which was 
considered a highly negative factor. The result was that the researchers would have to, 
based on their prior knowledge and the information they had gained throughout the 
process, use their own judgment in choosing respondents. That was considered the most 
appropriate approach since the characteristics of the Hipsters subculture are subjective 
and therefore cannot be materialized in specific objects, items or attributes that can be 
defined as existing or nonexistent. Therefore, the researchers had to use their own 
judgment based on the classification of the Hipster subculture acquired previously and 
can be read in chapter 2.3 Hipsters.   
 
The first two respondents were chosen from the researchers own social network. They 
were considered appropriate for the research because of their style and attitude. After the 
first interviews, the respondents were asked to identify other people with similar 
characteristics, the so-called snowball sampling. This method of finding respondents is 
called snowball sampling and is often used when looking for a person with a desired 
characteristic which is rare in the general population39.  

4.6 Number of respondents 
Depth interviews have many good qualities but a negative aspect of them is that they are 
both time and work consuming. It is therefore not common to have many respondents in 
such researches. The number of respondents in this research was set according to the so-
called abductive reasoning. It means that the researcher starts to search for information 
and when there is a saturation of information, i.e. when information starts to repeat itself, 
there are enough of respondents40. In this research, the saturation appeared after seven 
respondents.  
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4.7 Support tool for the interviews 
To get the best results from the interview it was decided to use a support tool for the 
interviews. Various tools were considered, and after both collages and clothes had been 
valued, it was decided that the most effective way would be to get respondents to pick 
their favourite clothes. The respondents where then contacted and asked to pick out three 
pieces of clothing from their own wardrobe which they liked particularly well and which 
express their personality. The aim of that action was to let the respondents show their 
attitudes and prior behavior through privately owned clothes but also to function as 
something concrete to discuss around during the depth interview. Start the process by 
asking the respondents to pick their favorite clothes is also a way to help them to gather 
some thoughts about the subject, before the actual interview begins. Almost everyone has 
their favorite clothes and therefore the method should not create any problems for the 
respondents. It is also not time consuming and the respondents don’t have the opportunity 
to create a picture of themselves which is not truly honest since the clothes represent prior 
buying behavior.  

4.8 The depth interviews 
The depth interviews were performed at the respondents own homes. As discussed in 
chapter 2.1 Postmodernism, postmodern consumer research attempts to view the 
consumer within the context of everyday life and so the decision to conduct the 
interviews at the respondents own home, was partly built on that. The decision was also 
based on the fact that a home environment is usually a relaxed atmosphere and therefore 
could help both the interviewers and the respondents not to be influenced or disturbed by 
other people during the interview. It should enable a relaxed and appropriate atmosphere 
to discuss topics such as their values, opinions and behavior, which are all valuable when 
studying their attitudes. When introducing the purpose of the interview it was made clear 
to them that it could not be discussed in detail until after the interview, so that their 
answers would not be influenced. This was decided in order to decrease the possibility 
that the respondents could adjust their answers, to increase the odds of them opening up 
and expressing themselves as well as to prevent that they should feel displeased by the 
subject. According to Robert Lanham, Hipsters don’t like to be categorized and that is 
due to their strong sense of individualism41. The respondents were also informed their 
identity would stay anonymous so that they would not hesitate to open up and talk about 
subjects that could be sensitive for the public.  
 
The interviews were conducted in more of a conversation style than plain interview with 
questions and answers. The conversations lasted approximately 1.5-2 hours. The 
interviewers had prepared a topic guide (that can be found in Appendix B) which they 
went through with the respondents and then tried to probe the subject by asking follow-up 
questions. The follow up questions were not prepared, but followed the flow of the 
interview and were meant to catch interesting thoughts and ideas and probe them. 
Probing the respondents’ answers is very important when obtaining meaningful responses 
and uncovering hidden issues42. Both interviewers kept an eye on the topic-guide to make 
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sure all issues were tackled and one interviewer made sure that the computer was 
recording the interview and fully functional. The interview sound files were later 
normalized and a summary was created from those sound files. The interview summaries 
can be found in Appendix C. Since the interviewer in this study have no documented 
experience from performing interviews, a test interview was performed as an exercise. 
The test interview helped to see if the topic guide was satisfying as an interview guide but 
also for the interviewers to practice probing the questions. 

4.9 Analyzing data 
The problem of analyzing qualitative data is to try to make sense out of data that is not 
expressed in numbers. The first step of analyzing the data from the depth interviews was 
data-reduction. Then the sound files, notes and pictures that were taken were edited and 
all important information collected in an interview summary and other information put 
aside. The second step of analyzing the data was coding. That process included 
organizing, managing and retrieving the most meaningful bits of the interviews. That was 
done by putting “labels” or codes to the data to make it more understandable. The third 
step was data display which involves summarizing and presenting the results of the 
collected data. The fourth step was to look for verification for the results and was that 
done by finding support for similar results in the secondary data that was gathered in the 
beginning of the research process. 43  

4.10 Critic to methodology 
Robert Lanham’s book The Hipster Handbook is used in this thesis but it does not 
comprise of academic text. It is written in a lighthearted style but even so it is considered 
by the authors of this thesis that it is relevant for the subject. As discussed before it has to 
be kept in mind that the book is not a scientific writing.  
 
Since the researchers had to use their own judgment based on the classification of the 
Hipster subculture when choosing respondents, that judgment can always be biased from 
their prior experience and attitudes and that might influence the results. Such a judgment 
has to rely extensively on the hermeneutic perspective.  
 
During the interviews a topic-guide was used to make sure that all the interviews would 
cover the same subjects. Though these actions were taken to ensure the research 
reliability it is not possible to secure it completely because of the study’s nature. Since it 
has a hermeneutic perspective the researchers’ prior experiences and attitudes can always 
influence the results.  
 
To increase the study’s validity the researchers choose a research method that would fit 
the problem area as closely as possible. But since the problem area is in the respondents’ 
attitudes, values, behavior and feelings it is difficult to get real and profound measures 
with quantitative instrument. Since the results are based on the respondents willingness to 
give access to the information there exists a danger that the respondents will give false 
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information in some way. This can happen if they don’t understand the instructions or if 
they are not willing to be honest.  
 
Since this is a qualitative study it is not possible to generalize the results but it is possible 
to view them as signs or warnings of a possible change in consumer behavior.   
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55  TTHHEEOORRYY  
 
The following chapter provides the thesis with a theoretical background and academic 
tools for analyzing the gathered material in the depth interviews. As stated before the 
postmodern consumer researchers try to examine the consumer behavior in a de-centered 
context instead of examining it with unifying theories.44 The researchers turned therefore 
to numerous fields for theory input. The chapter includes concepts from sociology, 
psychology, culture theory, consumer behavior theory and other relevant concepts.   

5.1 Subcultures 
Subculture is a “culture club” where people gather based on their preferences and tastes. 
It’s a subgroup of society that has a set of shared beliefs and values, a unique jargon, 
modes of symbolic expression and they share a commitment to a particular product class, 
brand or consumption activity. They are formed by people that have been socialized in 
similar conditions, e.g. similarities in parents, peer groups, education, jobs, exposure to 
mass media, and tend to have a similar cultural understanding.45 As an example religions 
are often defined as subcultures, but subcultures can also be conceptualized around 
specific music and styles people use to show their identity and group belonging46. 
Through the music and style experience, people become part of a group and that group 
belongingness is often called a subculture. 
 
A subculture can also be what Pierre Bourdieu calls a field. A field is emerging when 
people with the same believe and attitudes are fighting about symbols and objects they 
have in common. They can fight about what is good taste and what is not, what is right or 
wrong within the field, but never about the importance of the issue, which is what keeps 
the field together. Bourdieu calls this “the production of faith”.47 This is related to 
authenticity, when members of the group start to question who the authentic members are 
and who are not. For example in Wilson’s article the true artist (good) is opposed to the 
bohemian (bad), and the true bohemian (good) is against the fake bohemian (bad) and 
then the bohemian (good) is against the masses (bad)48. 

5.1.1 Climbing up the hierarchy 
In sociology, it is often argued that subculture “comes into being outside the corrupting 
reach of the mass cultural marketplace”49. The distinction between the subculture and the 
mainstream is an essential part of a subculture. Instead of talking about “members” it is 
sometimes more clear who are not part of the subculture than who are.  
 
Within the subculture there often exists a hierarchical social structure and the members of 
the subculture use aesthetic outlook to both advertise their higher status in the hierarchy 
                                                 
44 Malhotra & Birks (2005) 
45 Holt (1997) 
46 William (2006) 
47 Bourdieu (1993) 
48 Wilson 
49 Smith-Lahrman (1996) p.927  

21 



and to keep the lower orders in line. They use the aesthetic outlook as an instrument of 
domination and power over others in the hierarchy.50 The symbolic capital they gain 
when being high up in the hierarchy, gives them a crucial source of power which they can 
then again use against others that hold less power, e.g holds a lower position in the 
hierarcy. The person with more power can try to change the other persone’s actions and 
behaviour. Such behaviour is called a symbolic violence51. This also explains how the 
members with more power or high-status members function as opinion leaders52.  
 
The subcultures style might also be imitated by a much larger audience and may even 
become imitated and commercialized for mass consumption. An emerging factor of 
importance within ethnographic studies is the internet. Through the internet it is possible 
to participate in subcultures which would not be possible otherwise. This also means that 
they can be spread out all over the world but still be very close and influence each other.   
 
To become a member of a subculture of consumption people often have to enter at the 
bottom of the status hierarchy and undergo a process of socialization53. The socialization 
transforms the individual’s motives for involvement and deepens the commitment of the 
subculture and its ethos.  
 
The hierarchy is as well related to an aspiration group. An aspiration group is the one the 
individual wishes to belong to and identifies with, those at the top of the hierarchy. It’s 
not necessarily a person they meet face-to-face but could be a music star, movie star, 
football player etc. The aspiration group influence the individual with new behaviour and 
lifestyles, attitudes and self-concept and also creates a pressure to conform, which affects 
the individual’s choice of products and brands. 54 This pressure is connected to the trickle 
down theory. The trickle down theory by George Simmel helps to understand the social 
hierarchy and its importance for new trends in the society. Subordinate groups are trying 
to adopt status symbols from the superior group (the aspiration group), for example rich 
people and the avant-gardes. They do this because it is a way to climb higher on the 
social ladder. Symbols from superior groups are slowly moving down on the ladder, 
while the counteracting factor is that the superior groups want to make sure they are not 
imitated by subordinates and are therefore always adopting new symbols. This works like 
a spiral which pushes new trends forward in a constant movement.55 The theory has also 
been described as an upward "chase and flight" pattern created by a subordinate group 
that "hunts" upper class status leading to that the superordinate social group moves on in 
a hasty flight to new ones56. 
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5.2 Social Proof 
Various behaviour researches seem to point in the same direction; people tend to behave 
and act in the same way they see others do. Instead of valuing each situation individually, 
people tend to evaluate an action more appropriately if others are performing the same 
actions57. The rule of social proof is used in many different ways. Advertisers or 
salespeople often inform customers that “this is the fastest growing product on the 
market”, as a way to convince the customer instead of talking about the product’s 
qualities. It works like social evidence and people seem to believe that they will make 
fewer mistakes if they follow the general rule; when many are doing something, it’s the 
right thing to do. This, though, is not the rule for everyone. For some individuals, anti-
conformity is highly valued.58 These people struggle to not buy what happens to be in 
fashion and they can spend a lot of time making sure they look different and un-stylish. 
The paradox lies in that they have to be updated of trends and fashion to be able to do the 
opposite.  
 
The principle of social proof works best under conditions of uncertainty and similarity.59  
Uncertainty means that if an individual is hesitant with what to do, he or she will look at 
other people and follow their behaviour. Similarity means that people prefer to follow the 
behaviour of other similar individuals, people with similar opinions, personality, 
background and/or lifestyle. But people also tend to follow the behaviour of their 
aspiration group. 

5.3 Individualism 
In social psychology the concept of individualism is described as: “the concept of giving 
priority to one’s own goals over group goals and defining one’s identity in terms of 
personal attributes rather than the group identifications”60. In the western world the self-
concept has a strong position in psychology and assumes that the person will be enriched 
by believing in the power of personal control and personal possibilities rather than to 
conform to other’s expectations. Everybody should be true to them, do their own thing 
and love other people, but must first love themselves.61 Cultures native to Asia, Africa, 
Central and South America show a greater interest and value in collectivism and their 
identity is defined more in relation to others62. In literature and music, they celebrate 
those who, despite temptations to act selfishly, remember who they are and do their social 
duty. 
Western literature and music shows the individualistic thinking by celebrating self-reliant 
individuals and making them the hero instead of the characters who fulfil other’s 
expectations. A psychologist (Rogers 1985) explains individualism by saying: “The only 
question that matters is ‘Am I living in a way which is deeply satisfying to me, and which 
truly expresses me?“63.    
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5.4 Consumption 
Consumption behavior theory covers many different aspects. It covers the processes that 
concern selection, purchase, use or dispose of products, services, ideas or experiences to 
satisfy a need and desire. Consumption behavior is an ongoing process, not a process that 
starts with paying for products or service and ends with receives goods. The whole 
process includes the elements that influence the consumer, before, during and after a 
purchase. The consumer is usually considered the one who identifies a need or desire, 
decides on the purchase and then uses the product. It should be noted that there are more 
people involved in the consumption process, such as the influencer who can provide 
recommendation with or against products. 64   

5.4.1 Needs and wants 
The forces that drive people to buy and use products can sometimes seem quite 
straightforward, but other times consumers may be unaware of what drives them to 
choose one product over another one. To understand consumers’ choices it is important to 
understand the motivation that drives them. The goal of marketing is to satisfy 
consumers’ needs but that insight is useless unless it is possible to discover what those 
needs are and why they exist. 65

 
A motive, or combination of motives, is the underlying reason for people’s behavior or as 
the definition states: “Motivation is an internal state that activates goal-oriented 
behavior”66. That means that the motivation is what causes people to behave like they do.  
It occurs when the consumer recognizes a need and he/she wants to satisfy it. When the 
need surface a state of tension exists that drives the consumer to reduce or eliminate the 
need. The result of fulfilling the need is the consumer’s goal and the desired end-state. 
Then the want becomes a particular form of consumption that is chosen to satisfy the 
need67.  Unfortunately for researchers the motives are not easily seen or measured, 
especially because the consumers may not be aware of the actual need/want they are 
trying to satisfy. Because of that some purchase decisions are not the result of deliberate, 
logical decisions. Therefore researchers often have to infer consumers’ motives.68   

5.4.2 Desires 
Desire is an important concept when understanding consumer behavior. The definition of 
desire is “Desire: to wish or long for consumers goods which contribute to the formation 
of consumers’ self-image; also refers to the sociogenic nature of needs”69.  The difference 
between desires and motives is that desires turn the focus away from needs and wants and 
towards the thrill of desiring. It opens up a better understandability for consumers’ 
insatiability. It captures as well the seductive spirit and the deep feeling involved in 
consumer good’s contribution to consumers’ self images. Since emotions, bodily 
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cravings, unruly passion and pleasures are so vital to the experience of desiring, desire 
reintroduces the bodily aspect of motivation without lowering it to biogenic needs.70

 
The society plays an important factor for desires as well, even though they are on a 
psychological level. The concept of society is central when understanding desires and 
desire refers then to the sociogenic nature of needs.71 Research has shown that desires are 
more profound than wants,  that desire is cyclical and almost insatiable, and that what is 
desired is not the consumption in itself but more often various kinds of social relationship 
mediated by the consumption experiences.72  

5.4.3 Values 
In general terms a value is a belief about an attractive end-state that exceeds specific 
situations and guides people’s behavior73. The difference between values and attitudes is 
that values do not apply to specific situations only, but are more general. People’s values 
are very central in their consumption since many products are consumed because they 
help attaining the consumer value-related goals. But when people’s behaviors look 
similar, their underlying value system can be very different. The degree of how similar 
people’s value systems are depends on individual, social and cultural forces.  People with 
similar belief systems have the tendency to seek others with similar beliefs, so that the 
social networks overlap and as a result believers tend to be exposed to information that 
supports their beliefs.74 Specific values that motivate people vary between cultures, but 
within every culture there is a set of underlying goals that most members of the culture 
agree are important.75  

5.4.4 Self/product congruence 
The saying “You are what you wear”, reflects the belief that people’s things are part of 
what they are. It is true in a certain perspective since many of the props and settings 
consumers use to define their social roles in a sense becomes a part of their selves. Which 
leads to consumers demonstrating consistency between their values and the things they 
buy? They show tendency to choose highly expressive social products in consistency to 
how they want to be viewed by others (the ideal self). But when buying everyday, 
functional products the actual self is used as the comparison standard.76  
 
The definition for the extended self is “a self created by the external objects with which 
one surrounds oneself”77. That means that people consider external objects as part of 
themselves. It helps them create their own identity and those objects together create the 
extended self. Clothes are a part of the consumers extended self on an individual level. 
That means that clothes are part of people’s personal belongings that define themselves.78
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5.4.5 The consumption/production of symbols 
Clothes’ basic role is to keep people warm and has the function of a second skin. While 
other animals have their fur, people wear their clothes for protection. Clothes also have 
another role and that is to define people’s character to the surrounding world. Marshall 
McLuhan writes in his book Media (1964), that people use their clothes to speak out a 
message about individual values and attitudes79. It works as a medium to proclaim the 
group belonging, political values and as a reaction to our time. It can be viewed that 
clothes have become a medium for people’s personalities and that people have started to 
wear their personalities instead of clothes. Objects are expressive and tell who you are to 
those who don’t know you80. 
 
Post-modern perspective on consumption is that by consuming, the consumer produces 
symbols which then create a cultural meaning81. How people dress, live, eat, their 
interests etc., are cultural codes and give a meaning to the personal symbolic project. It 
creates a pattern which is communicated to other people, and they interpret these 
symbolic boundaries which include, exclude, bring people together and deny others to 
participate82.  
Products and objects can also be viewed as a bridge to the ideal lifestyle83. When people 
are aspiring to an ideal lifestyle, consumption of a product associated with this subculture 
or lifestyle can be the link and the approach to move the consumer closer to the ideal. It 
works like a first step into a desired stage and lifestyle. 
 
When the distance between the individual and the ideal lifestyle decreases, the hunt for 
exclusiveness and authenticity becomes stronger84. Exclusiveness in terms of what is rare 
and which wealth alone cannot obtain, and authenticity in terms of what signifies certain 
things, more than having a function. The authenticity is experienced when there is one 
unique object of something, the only one in the world, the original, which can’t be valued 
in money. Authenticity is therefore also the opposite of mass production85. The 
encyclopaedia Britannica explains the word authenticity as something worthy of 
acceptance or belief as conforming to or based on fact. It is as well explained as 
something made or done the same way as an original not false or imitation and as real and 
actual. And finally it is as well defined as to be true to one's own personality, spirit, or 
character.86 This description is related to the concept of provenance; which is used for the 
origin or source of the object. In art history it is used as the ownership of the valued 
object.87 When the provenance of objects is discussed, their authenticity is valuated and 
estimated as legimate or not. Which leads us to the use of patina in subcultures, since the 
patina arrives from the objects provenance and gives products its authenticity and 
therefore also its owners a legimate social status.  
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Patina is a tool sometimes used by higer statused people to separate themselves from 
individuals with lower status. Patina is the small signs of age that accumulate on the 
surface of objects. They undergo a gradual movement away from their original pristine 
condition and as they come into contact with other objects of the world and its elements, 
their original surface takes on a surface of their own. As objects are minutely dented, 
chipped, oxidized, and worn away, they begin to take on a “patina”. For example, new 
silver plates without patina, gives the owner a visual claim to high standing. But if patina 
is added it gives the symbol (the silver plate) more depth and shows that the claim for 
high standing has foundation. It is a sign it has been in the family for long time and 
therefore gives its owner more authenticity when claiming a high status. Patina serves as 
a kind of visual proof of status since the message that is given with “patina” is not to 
claim social status but to authenticate it. It suggests that existing status claims are 
legitimate. By using the patina strategy the subculture can separate ingroups from 
outgroups, higher status to lower status. Patina’s status symbolism is often better known 
and understood by those with long-standing claims to status then those without creating 
an “Invisible ink” strategy. “Invisible ink” strategy is often used by groups to come to 
terms with status forgery. The subculture then cultivates certain kind of knowledge (of 
music, authors, clothing etc.) and make then crucial and most telling signs of belonging. 
This is often invisible to others and therefore easy to identify individuals who don’t 
belong to the group or are at a lower level of the hierarcy. The outsider only needs to 
mention the wrong composer or band as his/hers personal favorite. Immediately he/she 
has announced their own “outgroup” status as plainly as if they had placed a sign around 
their necks saying “not one of us”. That person would though be completely unconscious 
of the error made and its consequences.88   

5.5 Scarcity 
The scarcity principle is when people value things greater when their availability is 
limited.89 Research shows that people are more motivated by the thought of losing 
something than by the thought of gaining something of equal value.90 In business the 
principle of scarcity is often used as the “limited-number” tactic. If a customer is 
informed that there is possibly no more pieces of the product or maybe only a limited 
number available, the interest for the product immediately increases and the customer is 
often more willing to quickly make up his mind buying it, in case the seller can find a last 
piece.91  
 
There are two psychological factors that influence the principle of scarcity. First, people 
believe that things that are difficult to get are better than those that are easy to get. The 
availability often helps people to decide the product’s quality. The second factor is that 
people don’t like to loose their sense of freedom, something that occurs for example, if 
there is a product shortage and the buyer can’t decide if to buy the product or not. The 
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need to retain his/her freedom makes him/her desire the product more and pushes him/her 
to a quicker decision.92  
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66  AANNAALLYYSSIISS  AANNDD  RREESSEEAARRCCHH  
 
In the following text the respondents’ different discussion topics have been summarized 
and to enhance the readers understanding a few quotes from the interviews have been 
added. Because of the nature of the research and its topic it was decided that it would 
suit the purpose better if the research and the analysis would be combined together, since 
it gives the reader a clearer understanding of the topic. The abductive reasoning93 was 
gained after 7 interviews and the interview sound files summed up to 11 hours of 
interviews. A summary of the interviews and introduction of the respondents can be found 
in Appendix C.  

6.1 If they are not unique, I will make them that way 
Many of the respondents expressed an attitude that clothes produced in large quantities 
are less attractive than garments produced in limited quantity. One respondent tried to 
explain why he doesn’t prefer mass produced products by saying: “it’s also fun if it’s not 
mass produced, it’s more organic and not so static94” and another one said: “clothes 
lose energy when thousands of people are wearing the same thing95”. The respondents 
talked about how mass produced products are less fun to use, that vintage clothes are 
attractive because they know they won’t find other people on the street wearing the same 
thing, how it gives them an uncomfortable feeling to find other people wearing the same 
thing as them and how brands’ special editions are much more accepted than the main 
collection. 
 
Early on in the research process the respondents’ passion towards the scarcity of their 
clothes emerged and it became one of the most evident topic in all the interviews. This 
trend conforms to Cialdini’s theory of scarcity96, when things are valued more if their 
availability is scarce. The respondents valued clothes higher that were in a limited 
number or unique. Even though mass produced products are nice, they automatically 
becomes less attractive because it’s easy to get them and because many other people 
made the same decision. This is as well an indicator for anti conformity97 since the 
respondents have a need to distinguish themselves from the mass and by using clothes 
which are unique or rare, it helps them keep a distance from the masses.  
 
Many of the respondents had bought mass produced products but had a tendency to 
change them so that they would become more special and less recognizable as mass 
production. They often referred to the idea of making the clothes their own. The change 
often included details that were added and made the garment special. One respondent 
who changed the buttons in a coat from H&M puts it: “the buttons are a signal that it is 
exclusive and not made in thousands of pieces like the first button from H&M98” and two 
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other respondents changed their clothes in a more creative way with very obvious stitches 
in a contrast colour, just to distinguish it from the mass and another one had painted a 
picture and written words on his clothes. They considered it also possible to “take over” 
the garment by cutting of the neck label or using it a lot. When the garment had been 
used a lot it had taken the form of their bodies and even grown holes, and it made the 
garment unique, it became theirs.  
 
Changing the clothes so they become their own design is clearly a part of the scarcity 
affect99, since if the products are not unique enough, the consumers make them that way. 
It is as well the self/product congruence100 at work since through the changing process 
the product becomes more a part of them. The respondents often called the process “to 
make the clothes their own”, referring to the idea that the producer was no longer the 
designer, but themselves. The clothes therefore become part of the extended self, and as 
they are “designed” unique by the consumer, they become symbols of the consumers own 
attitudes towards uniqueness.  
 
According to the respondents answers the clothes scarcity didn’t have to be linked to 
money or high prices. The focus was not on the product’s uniqueness because it was so 
expensive that very few could allow themselves the luxury. Instead, the respondents in the 
research explained their interest in vintage clothes because they have to search and make 
an effort to find something they like and when they find it, they know it’s unique because 
no one else can go to the same shop and be sure to find the same thing. They expressed 
similar feeling towards small designers and shops that sell clothes from certain popular 
designers, only produced in few numbers. One respondent say she doesn’t need expensive 
stuff. She is looking for something different, and something people can’t buy for money. 
She said that instead of the economical status, she is rather looking for a creative or 
artistic status. 
 
In many ways the respondents described the search for attractive clothes as treasure 
hunting. It is important to understand the motive that lies behind the respondents 
behaviour of searching for such treasures/products. In this case it is clearly higher status 
of the hierarchy that triggers the consumer to reach for the desired end state. The 
consumer has to know where to look for the treasures and where to get information. 
Through their treasures (the products found) they could then produce symbols101 that 
expressed their social status within the hierarchy that exists in the subculture. Such a 
status could clearly not be gained by economic status but by respect for creativity or 
artistic abilities. The overall values among the respondents were that economic status is 
irrelevant, but the respect that can be gained for creativity. They treasure hunters can then 
express their status within the hierarchy, since the higher they are, the better information 
they get and therefore find better objects to produce symbols that signify their high status. 
This conforms to the trickle down theory102 since the lower ranked members of the 
subculture adopt symbols (information on products) from the higher ranked members in 
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an attempt to climb up the social hierarchy. In George Simmel’s theory the higher 
ranking members try to defend their position by continuously moving forward, but in our 
research we found a new aspect to this where the members actually try to hide their 
source of symbols. The shop Beneath in Stockholm is on purpose located where it is hard 
to locate. Interestingly enough, our Icelandic respondents knew the shop and are 
acquaintances with the owners.  

6.2 I’m trying to be myself 
It was very obvious the respondents in this study didn’t find it very attractive to wear the 
same clothes as other people at the streets and they talked a lot about the importance of 
having personal clothes. Through their clothes they said that they express who they are, 
their feelings etc. One respondent said that she doesn’t understand styling tips in 
magazines since everything should start with the personality and that clothes are a way 
to be creative and express feelings; “you can express feelings in many other ways, but 
this is my way”103. The respondents also discussed  the importance of distinguishing 
themselves from other people and said it was because they are individuals and they want 
to wear “their own” clothes. One respondent states; “It’s quite important to distinguish 
from other people because it’s important to recognize yourself in the group104” and she 
continues saying that it’s kind of strange that everyone wants to look the same and that 
she doesn’t want to belong to this look-alike thing which she thinks can lead to the 
loosing of herself, and she continued with “I don’t want to push myself down like 
that!”105 Another respondent stated “it’s printed into the society that people should be 
alike and that people dress to transfer the attention away from the 
personality”106.Although the respondents didn’t find it attractive to wear the same 
clothes as others, they stated that it is more important to be true to yourself than to try to 
stand out from the mass. One respondent said; “I’m not trying to stand out from the 
crowd; I am trying to be myself! It is difficult to be yourself if everyone else is dressed the 
same way as you.”107  
 
This kind of behaviour is a typical anti-conformity108 behaviour since the respondents 
were trying to distinguish themselves from the mass by not doing or dressing the same 
way. By making other choices then the mass, they focus on their individuality and put 
their own character and identity in the centre. This strong focus on being true to oneself 
and the belief that the person will be enriched by personal control instead of following 
others are both typical features of individualism. It is also very apparent how the 
respondents produce symbols by the way they consume their clothes. They produce 
symbols that are supposed to stand for their individual identity and communicate it to the 
surrounding world. According to McLuhan they are wearing their character instead of 
their clothes. 109
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6.3 What I don’t know doesn’t hurt me 
This study didn’t focus on ethical issues but they were sometimes brought up by the 
respondents. Some respondents mean they would never buy clothes if they knew it was 
made by child labor. Nike was often brought up as an example of a bad company which 
has done a lot of negative things. One of the respondents gave an example of this when 
his band was given Nike shoes to promote; he didn’t use them because he didn’t want to 
help a company like Nike. But the ethical issue was not as important when it came to 
products they like or already own. One respondent said that if he would find out his 
favorite sweater was produced by child labor in India, it would affect him, but not make 
him stop using the sweater because if he stopped using this sweater it would mean he 
would need to stop using so many other products as well; “Such things are all around us 
and we don’t want to know about it”110. Then he said that the creator of his favorite 
sweater would have to do something seriously disturbing, for example child molesting, 
for him to stop wearing the clothes, but that was mainly because his sweater has a 
childish print on it and the child molesting would change the concept of the garment as 
innocent and sweet to something really sick. One respondent said that if her favorite 
designer would use child labor, she would not stop wearing her clothes “because if they 
(the children) wouldn’t work for them, they would just be in another factory. It would 
really have to be big, so I would stop wearing the clothes… I would personally have to 
start disliking the designer”111.  Respondents also continued the discussion by saying that 
as long as they are not aware of the information that companies behave badly in 
business, it’s ok to use their products. Even the respondent who didn’t want to wear Nike 
shoes said:  “You can’t know everything”112.  And if the company tries to fix what they 
did wrong, it’s also ok; “as long as they are honest and don’t have this double moral 
about things, the company is ok”113. 
 
It was clear that the respondents’ values were important when choosing which products to 
use but only up to extend that they had been fed information about what products are bad 
or which companies have negative image. Their ethical values were strong but in certain 
circumstances their individualistic behavior114 seems to overwrite those values. If they 
did not know about companies’ wrongdoings, or they liked the company, it was possible 
to justify their actions. The respondents’ didn’t seem to search for this kind of 
information because they don’t want to know, since the knowledge would mean they 
would then have to stop using products they like. So as long as they don’t know about 
unethical behavior, they will not take it into consideration when consuming. The 
description of their opinions, that they have to dislike the designer personally (and that 
they categorize that as big), so they would stop using his/hers design, it’s a way of saying 
that the negative feelings have to be on a personal level, and very near to them for them 
to stop using garments. All of this is a very strong indication for an individualistic 
(individualism)115 attitude and values, since it is their own feelings and experience are 
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prioritized over the societies well being. The baseline seems to be that they know from 
social proof that they should care about ethics, but when it comes down to it, it really 
doesn’t matter that much.  

6.4 Don’t feed me! 
People on the street, friends and other interesting people have a great influence for new 
ideas and inspiration when buying clothes. “People around you influence your style a 
lot”.116 One respondent stated that he has spent a lot of time with anarchists and believes 
it might have influenced him in his style. The guys in his band are inspiring each other 
very much and they also pick up influences from other bands in the music business. 
Another one said “I get my inspiration to clothes from everything. But much more from 
the street than the TV because the street has more diversity than the TV“117. TV and 
movies where also mentioned by some respondents as a source for inspiration. Some 
respondents said that people get inspired unconsciously from everything around them. 
One respondent also expressed that she doesn’t understand all these styling tips in 
magazines since everything should start with the personality and not follow what Ebba 
von Sydow (a Swedish fashion editor) says is nice and cool and other respondents made 
fun of the TV shows Sex in the City, as that would be a ridiculous place to get ideas from.  
 
It seems that the respondents have a need to discover things around them by themselves. 
They don’t want to have a concept presented too clearly for them, like in a magazine or in 
commercials, since it means that they are fed by someone else’s taste. It’s not considered 
very attractive and they prefer to make their own effort, search, choose and pick out what 
suits them and their personality. Their inspiration seemed to be a sensitive or a difficult 
subject, and perhaps that is understandable because of the individualistic118 subculture 
they live in. Perhaps they don’t realize where they got their inspiration from and perhaps 
it was hard to express that they aspired to someone else when they strive for acceptance 
in a subculture based on individualism. The thought crossed our minds that they did not 
want to give the keys to their position of the hierarchy, and the reason they were reluctant 
to give information about where they get inspiration. None of the respondents mentioned 
magazines as a source for inspiration, instead, they focused on sources where they could 
explore and judge what feels right. This conforms to the previous discussion about 
individualism that they want to create a personal style, not a pre-packed style and the 
searching (treasure hunting) is an important part of this process. This behavior is as well 
connected to the search for authenticity119, since the respondents don’t want products and 
service that is fed to them but they prefer to seek the “real thing”. This behavior is 
probably linked to the idea that they want themselves to be considered as authentic 
among the subculture. Similar to Bordieu’s field120, this subculture wonders what is good 
and what is bad, what is right and what is wrong and if the respondents will start to accept 
products that are “fed” to them (bad), they might loose their status in the hierarchy and 
they will be considered wannabe’s. The baseline is that they are looking for their own 
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symbols, which have to be true and authentic, to signal their character and emotion to the 
surrounding world.  

6.5 Fairy Tales and souvenirs 
Early in our interviews it became very clear that the story behind every garment was of 
great importance for the respondents. They described the memories and thoughts 
connected to their clothes in a very passionate way. The story was often linked to how 
they acquire the object and very often the story was connected to the person that made it, 
or how they themselves had changed the garment. It was either a souvenir from their lives 
or a memory of a “fairy tale” that was the story of how the clothes were created.  
 
One respondent was particularly clear about her attitudes toward what she wants in her 
clothes: “I want to have my clothes unique and I want to have a history behind every 
piece of clothing I have. When the clothes are mass produced they loose their story”121.  
She then continued explaining why the story was so significant: “The story is so 
important because we are all our own story and we are making it all the time. Therefore 
our things need to have their story as well, who makes it, creates it, designs it etc. It is 
important that the story behind it is a beautiful idea, some sort of a philosophy. It is just 
so much more fun, when the things have their own story”122. Another respondent 
described his thoughts by saying “Mass produced clothes loose the soul, and the soul 
comes from the person that strives to create the product”123. 
 
As an example of that, the respondent mentions a designer from Serbia. She considers the 
designer as a nice person with a warm heart, and the idealism behind her design is 
beautiful which shines through the design. Everything is also produced in Serbia to create 
job opportunities for people in her country and her parents are the ones that pack each 
and every garment and send it abroad. This “story” behind the designer’s products makes 
them more appealing to her. The respondents also talk about the importance of the 
designer or the producer and the importance of the philosophy and ideal behind the 
product. One respondent stated that he likes the philosophy and ideas behind the unique 
things vs. mass production because someone has put the energy and power to create it.  
 
Other examples that were mentioned by the respondents were a shoe brand that only 
produces handmade shoes in US or merchandise from a music band that have a very 
special lifestyle and only produce things in US to make sure there is no child labour 
involved. “Mass produced clothes loose the soul, and the soul comes from the person that 
strives to create the product”124 and “clothes from for example H&M is more 
anonymous, you don’t know anything about the person who designed it and it’s also 
made by  many different people”125. 
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But the uniqueness in clothes is worth nothing if the philosophy and ideal don’t follow. 
One respondent says that unique things inspire him and give him more pleasure than 
mass produced things, and that he is willing to pay more for unique things as long as they 
have something behind them. If there is nothing behind them, they can just as well be 
mass produced. Another respondent says that he wants to support “cool” people and two 
others say that they would never buy clothes from someone they don’t find to be a nice 
and  good person. 
 
All the respondents in this study talk about the history, memories and the soul in clothes. 
They state that old things have a history and a life behind it, which makes it magic and 
clothes which are linked to memories makes them more special. One respondent also says 
; “personal clothes don’t have to be very special, even a white shirt can be very personal 
depending on the moment you bought it, like linked to feelings, maybe a present from 
someone. That is what makes it personal, something that has a kind of special value for 
the person”126. Also the process of buying something is of importance. “It was quite 
difficult to find this brand at this time…” says the curator student and she continues to 
say that it was finally found in a small shop in Stockholm. It is now about seven years ago 
but it is still her favourite cardigan, due to the history.  
 
It seems that knowing the designer, about his or her philosophy and lifestyle and having 
some sort of relationship to this person makes the products more attractive compared to 
mass produced products where the consumer doesn’t know the maker of the product. 
Positive ethical values seem to have the effect that it can help to create the story around a 
designer or producer which is transferred to the clothes. If the consumer knows about this 
positive ethic, it can have an effect on them. That is, they want to know if the product is 
produced by people who get a decent salary, hand made or the profit goes to charity. It’s 
a part of the story around the clothes which gives it “energy”, a “soul” or a more personal 
feeling. This is an interesting paradox to the prior discussion of the relevance of ethic. 
But ethical values seem only to be relevant to the respondents when creating the history 
behind the garment.  
 
This crave for history behind their clothes and objects seems to be a search for 
authenticity127. When the market is overflowed with mass produced they try to find the 
“real thing” in their consumption. They want their clothes to be made out of good will, 
that they know personally the maker of the object or that they have some sort of a 
personal relation to him/her, because then they can be sure that their clothes are the real 
thing. And if they don’t find such a product, they take another product and change it 
themselves, giving it its own background and history. This is as well a sign of the 
individualism, since their own experience and knowledge about the product they are 
consuming is so very important. Their own feelings and ideas are what defines the 
product, and makes it to what it is.  
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77  RREESSUULLTTSS  AANNDD  DDIISSCCUUSSSSIIOONNSS  
 
In the last chapter of this thesis the results from the study will be presented. Following 
the results is a discussion about our conclusions from analysing the material and what it 
might bring to the future. The chapter ends up with suggestions for further researches 
and critic to the study.  

7.1 Results 
The problem definition that was stated in the beginning of the thesis was: 
“What are the subculture Hipsters’ attitudes towards consumption?”  
 
The most obvious and most interesting attitudes we came across in this study was the 
Hipsters constant strive for uniqueness. This search for uniqueness is closely linked to the 
individualism that is so rich in the Hipsters’ attitudes and consumption. The Hipsters’ 
consumption is concentrated around themselves, the experiences and feelings they get 
from their clothes, the symbols they are producing and the history they are creating. The 
only thing that would stop them to use clothes was if their personal relationships with the 
garment creator would be damaged.  
 
In general the Hipsters’ attitudes towards consumption are focused on the products 
authenticity. They are seeking the real thing as well as seeking the reality amongst mass 
produced products. That authenticity is communicated through the products uniqueness, 
scarcity and the history that lies behind the product (souvenir or a fairy tale). They don’t 
desire the consumption itself but the social relationship mediate by their consumption 
experience128. The modern western world is full of mass produced products, and the 
distance between the consumer and the producer/creator is getting greater and greater. 
When our parents were young, they would use clothes made buy their mothers, buy egg’s 
from Mr. Andersson the chicken farmer, the dinner table was made by grandpa and the 
milk was from Ms. Lindström’s cows. Such close and personal relationship between 
consumer and producer has almost disappeared in the modern world and we belief that 
the Hipsters are seeking for similar relationships through their consumption.  
 
We believe that Hipsters are a subculture that rejects the modern impersonal consumption 
society and tries to fight it by establishing relationship (artificial or real) with other 
people via their consumption. Hipsters are a subculture that doesn’t consume for the sake 
of consumption; they consume to connect to others.  

7.2 Discussions 
The postmodern consumer is paradox and in our thesis their behavior and attitudes often 
contradicted each other. One of the paradoxes that came up was that at the same time the 
postmodern consumer is so personal and trying to connect to others through their 
consumption, they try to take a stand from the mass with their individualism. Therefore 
they are both trying to have a more personal connection with people at the same time as 
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they are trying to distance themselves from them. This paradox is a small taste of the 
paradox the Hipsters live in, the paradox between being individualistic129, and still 
following other members of the subculture, through social proof130, up the ladder of the 
hierarchy131. Striving for the acceptance of others at the same time, strive for being 
independent.  
 
The whole process of looking for the clothes fairy tale or turning the clothes to a souvenir 
is a good example of how the consumption process is an ongoing process. It begins with 
the idea to want to fulfil a desire, the search for the solution, the consumption, the 
experience of consuming the product until the dispose of the product. What begins as a 
simple garment becomes throughout the process so much more to the consumer. It 
becomes a symbol for who they are, a symbol for their place in the hierarchy, their 
relations to others and a souvenir for their life or a memory for a beautiful fairy tale.  
 
We wonder if clothes, filled with such magic, might work as a shield in the everyday life 
and if it is easier to get by in the anonym modern society when wearing such clothes. 
How does it feel to wear not only cloths or symbols of your character, but to wear your 
whole existence and relationships?  
 
The respondents focus is clearly on the products authenticity. The consumers seek 
symbols that are authentic132 and can indicate their social status. A garment, which is a 
souvenir or has a fairy tale, gives the consumer a symbol that communicates that he/she is 
a high ranking member of the community. The garments provenance and its patina133 
give it the true authenticity it needs for gaining power, and that symbolic capital134 allows 
the consumer to control others in the social hierarchy.  
 
Products don’t seem to be estimated by their brand or quality, but they are estimated by 
their provenance and patina, and therefore their true authenticity. That’s where the real 
value lays; it lays in the authenticity135 not in the product itself. In a mass production 
community, as we live in today, there is no scarce of quality products with nice 
aesthetics. Nice clothes and shoes can everyone get and that’s why the authenticity 
becomes so important. That is what seems to be scarce136 at the market and therefore 
becomes more desirable. The authenticity of the product becomes the “invisible ink”137 in 
the society, and it keeps the distance between the masses and the hipsters.   
 
Today, marketing has focused very much on creating images around products. Such 
images often don’t have a solid base in reality, and are often created as what products 
should communicate not what it actually stands for. It’s just an image (a picture, a frame, 
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an idea) but it seems like the future consumers is asking for something more real and 
deeper than that. They want something more authentic and real, not just an image.  
 
The important question for the future marketers is: will the hipster consumer behavior 
spread to the rest of the public? After our research we believe that this behavior and 
demand will spread and the question is when and how. The last 150 years the bohemians’ 
have introduced new trends that the mass has then later adopted, pushing the bohemians 
further down the road of inventing new trends138. Hipsters are clearly a new breed of the 
bohemian culture and after hundred’s of year when the mass has followed their path, we 
don’t see anything that should stop this trend from trickling down to the mass. We even 
belief that the process has begun since we see various indicator of the process has begun. 
For example the usage and buying of second hand clothes is getting more and more 
mainstream. Even H&M has responded to this demand by starting selling second hand 
clothes in a few shops and by doing so they have started to add patina to their products. 
Supermarkets have started to introduce the story of their products, oranges are from a 
certain area in Spain and red wine is called a certain name due to the history behind the 
winery. They have started to understand that the products value lays in the products 
provenance and authenticity.  
 
Company may very well be affected by this trend, especially when the public starts to 
demand more personal and intimate relationship with the producers of their clothes. But 
understanding the changes of the market are vital, because without the understanding it is 
almost impossible to really fulfill the consumer’s wants. Such companies can only fiddle 
around in the dark, hoping to stumble on to the right solution and no company wants to 
leave their faith to luck. We belief, in the nearest future, consumers will start to demand 
more personal products and more personal companies. How companies can or will 
answer that demand is a subject for another thesis.  
  
Another interesting topic is what Hipsters will do when the masses have adopted their 
consumption behavior and attitudes. Through the trickle down theory139 the Hipsters are 
bounded to continually move forward towards new trends, as the masses closes in on 
them. Will they become more and more extreme in their search for authenticity, or will 
they turn themselves towards something else? Perhaps accepting mass production again 
as an acceptable production? At this point, our thoughts are just speculations but the 
nearest future will reveal to us those answers.   

7.2.1 Future researches 
During the thesis process many questions have surfaced and many of them would fit well 
as potential thesis subjects. This is highly interesting subject and it has kept the 
researchers fully motivated throughout the whole thesis process.  
One of the attractive subjects that have appeared is to test the hypothesis that this 
phenomenon of authenticity is spreading to the mass, trickling down from the hipsters to 
the public. In connection to that theme another interesting subject would be to study the 
fairy tales and souvenirs in more depth and therefore study the patina and the provenance 
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of products in more depth. Further more it is important for companies and organizations 
to learn how they can prepare themselves for such a change, and their supply to the 
market. It will be a challenging project for companies, that is, if it is possible to begin 
with, to change the mass produced products to more personal products.  
How Hipsters increase the gap between them and the masses would be a valuable 
research topic since it might forecast how the masses will start to behave further down the 
road.  

7.2.2 What have we learned during the process? 
This thesis has been highly interesting for the authors and kept them truly fascinated 
throughout the process. It is strange how an interesting subject could ease the thesis work 
and smooth the stress related experiences. The whole process has been one big learning 
experience for the researchers. We have become much more conscious of consumers 
behavior and of how clothes are used as symbols, frankly so much that we had a hard 
time shopping clothes since the mind couldn’t stop analyzing clothes as symbols. We 
have gained much deeper understanding on the postmodern consumption and how it can 
be used regarding other theories of the consumption behavior. The experience and 
knowledge of subcultures has as well opened our eyes and really given our understanding 
depth, to the extend that it will help us greatly in our future work.   

7.2.3 Critic to research 
Like all thesis this thesis has both strengths and weaknesses. One of its weaknesses is that 
the two researchers are not experienced interviewers and therefore might more 
experienced interviewer be able to get more deep information from the respondents.  
The method for deciding on relevant number of respondents was saturating criteria but if 
the interviewers had been more experienced they could have gotten more information 
from each and every respondent. That could have lead to increased number of 
respondents. Because of the nature of the hipster subculture it was as well a difficult task 
to locate the right respondents for the study and the researchers therefore depended much 
on their own judgment and that might have affected the thesis outcome. And at last but 
not least this study is not a quantitative study so it can not be generalized, but it gives 
certain indicators of possible changes on the market.  
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