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This study investigates the ways that consumers’ orientations towards place, and more specifically their notions of home, influence consumption experiences and behaviors.  Place is a fundamental aspect of consumers’ lifestyles that structures and organizes consumer identities and behaviors (Cuba and Hummon 1993; Sherry 2000, 1998; Thrift 1997).  However, research on the influence of consumer’s relationship to place on consumption has been scarce (Sherry 1998; Thompson and Tambyah 1999).  This study focuses on one such important relationship to place, home.  Prior work suggests that home represents a fundamental structure of orientation in time and space (Dovery 1985; Rapoport 1995) as well as a salient aspect of the extended self (Curasi et al. 2004; McCraken 1989; Tian and Belk 2004).  Current social conditions of postmodernity and globalization have transformed conceptualizations of home (Beck 2000; Feathersone 1995).  However, prior consumer behavior research employs an outdated conceptualization of home as affixed to place, typically identified with the house or the homeland, and in which the consumers’ display a permanent affective connection to a place.  Despite a few recent studies suggesting the blurring of boundaries between the private and the public spaces (Miller 2001; Venkatesh 2001), consumer research generally assumes that home can be experienced only in salient and private, non-commercial places. 


In contemporary times of continuous geographical mobility and globalization, the marketplace is playing an increasing role in the construction of home.  We examine home and dwelling under one such social condition, global geographical mobility, focusing on dwelling in mobility among highly mobile global professionals.  This substantive context allows the examination of the ways that consumers deal with threats to their sense of home.  The theoretical frameworks guiding the study are based on a) social sciences research of mobile populations, such as nomads, gypsies, military dependents, seasonal migrants, etc., and b) the phenomenological perspective on home.  The study was conducted through 35 semi-structured interviews with highly mobile global professionals.  The sample constitutes an extreme case of a consumer segment that continuously dwells on the road professionally.  We sampled professionals that are cosmopolitans and are mobile for more than 60 percent of the time annually.  


 Findings from analysis of interview transcripts suggest that mobile professionals experience mobility as a disorienting experience in time and space as well as a threat to salient aspects of their identity.  As such, dwelling on the road in commercial spaces such as hotels, airplanes, business lounges in airports, etc, evolves coping strategies to create and sustain a sense of home on the road.  This study identifies three dwelling strategies used.  First, mobile professionals engaged in several appropriation practices to gain control over foreign environments, such as hotel rooms. For example, they stay in the same global hotel chain, preferable the same room; or choose to stay in hotels with a similar architectural or decoration style as their home-places; or personalize foreign environments with possessions and objects that will transport the familiar spatial order of home into the foreign space.  Second, mobile professionals attempt to impose their rhythm of home into the foreign space through either maintaining personal daily rhythms by acting out personal rituals, habits, and routines; or extending the domestic rhythm through nostalgic consumption and telepresence.  Third, mobile professionals strive to create a sense of personal origin, history and identity anchoring disrupted by global geographical mobility.  The data suggest that mobile family heirlooms and possessions become salient and symbolize personal roots that mobile professionals lack in mobility.  Mobile professionals become adapt at forming quickly personal connections in commercial spaces with service providers temporarily.  Such commercial friendships substitute permanent local connections disrupted by mobility.

In conclusion, this study finds that mobile professionals’ “setting-up and breaking-down” dwelling patterns challenge fundamental structures of orientation and self-identity embedded in the concept of home.  In response, these contemporary nomads adapt by employing particular personal and marketplace resources and deploying them in distinctive consumption practices as part of their dwelling projects.  The study suggests that homemaking practices involve appropriation practices of integration (Holt 1995), imitation, and extension.  Further, global servicescapes created by standardization marketing strategies constitute a particular type of dwelling resource utilized by mobile professionals.  This study makes a contribution to the study of home across social sciences by introducing an alternative notion of home as a process, a set of homemaking practices that generates a structure of orientation and groundness.  Homemaking practices in mobility are a way of acting out cognitive models of home-as-order (Dovery 1989) situated in consumers’ past and socio-cultural conditions.  The cognitive model of home-as-order structures consumption of certain dwelling servicescapes.  For example, the study argues that hotel atmospherics should construct iconic authenticity (Grayson and Shulman 2000) to home-as-order notion as well as forge commercial friendships (Price and Arnould 1999) with mobile professionals.  The study also argues for the value of standardized services and servicescapes in the dwelling industry as substitutes for familiar home spaces.
References upon request!

