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Awesome and inspiring (for me personally)…

helps sell



Concept Visual
A visual summary of your research story that can inform, 

inspire, orient, and expand your paper’s readership.



FAQs



1. What’s the difference between a
concept and a roadmap visual?

2. Everyone talks about visuals. But 
do I even need one in my paper? 

3. Are there basic templates for
concept visuals in our field?

4. How do I position the consumer/
consumption in my visual?

Frequent Student Questions



Outline Visuals (OV)
aka “roadmap models” organize your findings section

vs.

Concept Visuals (CV)
aka ”conceptual models” illustrate your theorization

NOTE: A CV can also serve as an OV,
e.g., Ustuner and Holt (2007), JCR 

1. What’s the difference between a
concept visual and an outline visual?



Gopaldas 2014, JCR

Outline Visual Ex. 1: A Visual Outline
of the Study’s Findings



Outline Visual Ex. 2: The Evolution of
Botox Cosmetic’s Brand Image (2002-2010)

Giesler 2012, JM



Because OVs are typically
functions of CVs, let’s focus

on how we can build CVs.



Does my theorization
lend itself to a visual?

Make a visual but don’t 
include it in the paper.

Yes,
CV

No
CV

Did the AE/reviewers 
ask me to create a CV?

Would a CV help me 
organize my thinking?

I’m not
so sure.

Yes,
CV

No 
CV

Do I have a
theorization?

2. Do I even need a concept visual?

YES
NO

YES

YES

NO

NO NOYES



3. Are there CV templates or genres?
To answer this question, I analyzed concept visuals in the last 28 years of culturally 

oriented consumer research publications in JCR, JM, JMR, CMC, and Marketing Theory. 



A. CV Dimension Development
B. Basic CV Template Overview

3. Are there CV templates?



What causes what?

How do things
unfold over time?

3.A: Developing Dimensions



What causes what?
How do things

unfold over time?

D1: Variance vs. Process-Based Theorizing
3.A: Developing Dimensions



Download at mgiesler.com/research

More on Variance vs. Process-Based Theorizing



One level 
of analysis?

Multiple levels
of analysis?

3.A: Developing Dimensions



Macro

Meso (Market)

Micro

D2: One vs. Multiple Levels of Analysis
3.A: Developing Dimensions



Concept Visuals: Four Basic Templates
3.B: Basic Template Overview

Intra-Level

Variance-Based Process-Based

Cross-Level



Concept Visuals: Four Basic Templates
3.B: Basic Template Overview

PathfindersComparatives

TransformationsInterplays

Intra-Level

Variance-Based Process-Based

Cross-Level



Where does the consumer/
consumption live in the visual?

What’s the first thing you see or 
the first message you take away?

What role did the visual play in
organizing the authors’ thoughts?

Ask Yourself



Impact of Cultural Discourses on
Cognitive Elements of Goal Striving

Fischer, Otnes, and Tuncay 2007, JCR

Comparatives



Relationships between
Liquid and Solid Consumption

Bardhi and Eckhardt 2017, JCR

Comparatives



Market System Dynamics as a Corrective to
Three Salient Scholarly Marketing Biases

Giesler and Fischer 2016, MT

Comparatives



How to design

Comparatives

Pick categories of X (X=discourses, 
practices, etc.) for comparison

Pick two or more
structuring dimensions

Pick a takeaway message: contrast, 
continuum, balance, imbalance, etc.

Visual elements: 
tables, 2-by-2, 2-by-3, arrows, etc.



The Evolution of Motives for High-Risk Consumption
in Relation to Risk Acculturation and Experience

Celsi, Rose, and Leigh 1993, JCR

Pathfinders



Legitimation Stages and Framing Strategies

Humphreys 2010, JM

Pathfinders



How to design

Pick your focal construct
(e.g., legitimacy, risk experience)

Pick dimensions, and stages/phases
that shape your focal construct over time

Pick a takeaway message: growth, 
decline, stagnation, variation, etc.

Visual elements:
2D, 3D graphs, boxes, arrows, etc.

Pathfinders



The Process of Collective Value
Creation in Brand Communities

Schau, Muniz, and Arnould 2009, JM

Interplays



The Ideological Field of Technology:
A Semiotic Square

Kozinets 2007, JCR

Interplays



Hegemonic Memory Making

Brunk, Giesler, and Hartmann 2018, JCR

Interplays



The Consumer AI Experience

Puntoni, Reczek, Giesler, and Botti 2020

Interplays



How to design

Pick cross-level categories
(e.g., scripts, discourses, institutions,

practices, identities, etc.)

Establish types and directions of
(relationships among) categories

Takeaway message: spanning field,
tension/contradiction, interaction etc.

Visual elements:
bubbles, gearwheels, semiotic 

squares, contrasts, etc.

Interplays



A Process Model of Assembling
Nature for Romantic Consumption

Canniford and Shankar 2012, JCR

Transformations



Consumer Responsibilization
as a Governmental Process

Giesler and Veresiu 2014, JCR

Transformations



Transformations

Market-Mediated Multiculturation

Veresiu and Giesler 2018, JCR



Misalignment of Practice Elements
Causes Drag or Rush

Woermann and Rokka 2015, JCR

Transformations



How to design

Pick focal transformation (e.g., timeflow, 
nature experience, consumer responsibilization)

Create a sense of change-over-time by assembling
co-constitutive relations among shaping constructs

sequentially (e.g., (counter-)clock, left-to-right)

Pick a takeaway message: continuity/
discontinuity, topological shifting, etc.

Visual elements: 
circles!, semiotic squares, arrows, boxes, etc.

Transformations



Concept Visuals: Four Basic Templates

PathfindersComparatives

TransformationsInterplays

Intra-Level

Variance-Based Process-Based

Cross-Level

3.B: Basic Template Overview



What broader CV template did
I draw inspiration from for my CV?

Where does the consumer/
consumption live in my CV?

What’s the very first thing I wanted 
the observer to see/take away?

Slides at: mgiesler.com

Exercise: Create a Concept Visual



Let’s all create…



Informative,
transformative,
captivating, cultural
consumer visuals of
stability and change.


