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Working consumers: Co-creation of brand identity, consumer identity, and 

brand community identity 

 

ABSTRACT 

The creation of identity, in terms of both consumer identity and brand identity, is a core 

topic in marketing theory. Based on participant ethnography of Yes Edinburgh North & 

Leith, part of Yes Scotland, the national referendum campaign supporting Scottish 

independence, this paper explores identity co-creation among three entities: The brand, the 

individual consumer, and the brand community. The findings suggest that the interactions 

among these entities co-create their identity, primarily through the actions of highly 

motivated working consumers. This paper identifies the main dialectic relationships and 

shows how the effects move beyond the dyads to affect the other entities, including the 

symbols used in the process of co-creation. The paper concludes with a discussion of the 

implications for brands, individual consumers, and brand communities. 
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as is possible, their pre-conceptions do not bias either the data collection or analysis (Belk, 

Fischer, & Kozinets, 2013; Glaser 1978).  Member checks and Grounded theory coding 

methods addressed these concerns (Glaser, 1978).  The data were initially open coded, in 

which all meanings are examined before moving to a selective coding phase as the core 

categories begin to emerge. Finally, axial coding examined the relationship between the 

codes (Glaser & Strauss, 1967). The analysis focuses on the three sets of dyadic relationships 

that can be formed between the three actors, the brand, the working consumers as individuals 

and the brand community in which the working consumers participate. It is not uncommon to 

examine small networks by examining the links between dyads (Lacoste & Johnsen, 2015) 

and this is the approach that this study adopts. Both members of the research team 

triangulated the analysis and ensured a clear chain of evidence to support interpretations 

(Belk, Fischer, & Kozinets, 2013). The emergent findings were then checked with YENL 

volunteers to make any required adjustments. The participant researcher also accounted for 

their pre-conceptions and performed member checks (Glaser & Strauss, 1967). 

 

4. Findings 

4.1. The Yes Scotland organization and brand 

Yes Scotland was an alliance negotiated among the Scottish National Party (SNP), the 

Scottish Greens, the SSP, and individuals with no party allegiance. By polling day, Yes 

Scotland comprised 314 local geographically bound groups, had an e-mail list containing 

40,000 volunteer and participant names, and comprised of 11 sectoral organizations. The 

group also worked alongside other groups, such as National Collective and WFI, and 

established movements, such as the Campaign for Nuclear Disarmament. Fluidity was 

significant between members and the actions of the various community sub-groups. 
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The findings of this study are relevant for practitioners in various contexts. The Yes 

Scotland brand (and the brand developed by YENL) has similarities to other brands, such as 

service brands, other political brands (Marland, 2003), and brands or causes that recruit 

activists to support their focal identity (Kozinets & Handelman, 2004). Yes Scotland 

developed the promise and delivered its actual essence, to a large extent, at the touch points 

between the consumers and the brand. The working consumers supporting the brand were 

dedicated people highly involved in the creation and delivery of the brand promise. 

Therefore, the findings of this study should generalize to other situations in which working 

consumers are involved in communities of brands and given the opportunity to create, or at 

least deliver, part of the brand promise, such as charitable organizations and other consumer 

movements.  As the identity of the brand, the individuals supporting it and the brand 

community are co-created by each other practitioners need to consider how best to manage 

the process of brand identity co-creation. This will include what symbolic materials to make 

available, how to facilitate relationships between the entities and how to position and use 

brand signals produced by the working consumers. They must also consider how to manage 

working consumers and brand communities who they perceive may be damaging the central 

brand. 

This study focuses on a political brand for a cause for which followers have high interest 

and evaluate thoroughly because of its long-term influence on their lives (Peng & Hackley, 

2009). The working consumers of the brand believed that the achievements were, to some 

extent, a personal reward and, in working for the campaign, they supported not simply its 

goals but also their own beliefs. However, this factor is a limitation of the study. Although 

individuals participating in brand communities and contributing to the brand as working 

consumers tend to have high involvement, engagement, and identification with the brand 
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Appendix A. List of informants 

Pseudonym Data Characteristics 

Sarah Interviewee Mid 40s, no political party membership, artist. YENL. 

Steven Interviewee Early 50s, SNP member, marketing consultant. YENL.  

Isabelle Interviewee Early 50s, no political party membership, part time. Yes Dalkeith. 

John Interviewee Early 60s, SNP member, retired doctor. Yes Edinburgh West.  

Fergal Interviewee Mid 40s, no political party membership, self-employed builder/IT 

consultant. Yes Edinburgh West. 

Hazel Interviewee Early 60s, no political party membership, retired artist. Yes 

Gorebridge. 

Jackie Interviewee Early 50s, ex-Labour party member, freelance researcher. YENL. 

William Interviewee Early 50s, no political party membership, (ex-Communist and 

Labour party member), translator. YENL. 

Siobhan Interviewee Mid 40s, Green party member. YENL. 

Catherine Interviewee Mid 40s, SNP member, office manager, Yes Edinburgh East. 

Donald Interviewee Early 30s, no political party membership, nurse. Yes Edinburgh 

South. 

Nick Interviewee Mid 40s, SNP member, charity worker. Yes Edinburgh South. 

Ruaridh Observation Mid 40s, SNP member, lecturer. YENL. 

Peter Observation Early 50s, SNP member, research scientist. YENL. 

Stewart Observation Early 30s, Green party member, graphic artist YENL. 

Joanna Observation Late 40s, SNP member, Tour guide, YENL 
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Appendix B. Use of the Yes brand at a street stall 
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Appendix D. Leith notables leaflet 

Side A 

 

Side B 

 

 

 

 

 

 

 

Side B 
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Table 1 

Data source summary 

Data Source N 
Participant observation 34 months 

Observational field notes 161 
Depth interviews 12 

E-mails 4512 
Planning documents 6 

Photos of events and activities 879 
Videos of events and activities 32 

YENL Facebook site 1 
YENL Twitter account 1 

YENL webpage 1 
Direct mail materials produced by Yes Scotland, YENL, other Yes-supporting 

groups 
65 
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Fig. 1. Co-creation of brand, individual and brand community identity 

 

 

Fig. 2. Yes Scotland font and design 

 

 

Fig. 3. Twibbons added to Facebook profile pictures 
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Fig. 4. First YENL meeting 

 

 

Fig. 5. Initial YENL branding, 7/5/13  

      

 

 

 

 

Fig. 6. Start of a rally supporting independence (21/9/13) 
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Fig. 7. Fiona graphic 

 

 

 

 

 

 

 

 

 

 

Fig. 8. End of the march supporting independence (21/9/13) 
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Fig. 9. Co-creation of brand, individual and brand community identity 

 

 


