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Consumption-oriented communities are groups of consumers who admire a common brand, product category or consumption experience, and who feel a social connection with other admirers.  According to some previous research on these communities, those who engage in a community’s focal consumption activity enjoy more (or stronger) psychological outcomes than “aspirants” who merely attend community events or read community-related media. However, other research provides a basis for predicting that so-called aspirants can enjoy the same outcomes as actual consumers. In this paper, we consolidate previous research by identifying three outcomes that have been linked to consumption-oriented communities and three activities that have been shown to lead to these outcomes.  Then, based on a survey of 247 respondents, we show that participation in the community’s focal consumption activity does not necessarily provided privileged access to the outcomes. Our results also provide a detailed view of which activities are more or less likely to lead to certain outcomes.

