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Heimat - Anchor in a Globalized World

Abstract

In globalized environments consumers tend to feefarmity, loneliness, and estrangement.
Striving for belongingness and identification comg&us rediscover “Heimat”, a term without
exact equivalence in English or French. Local miznsebuild new product and
communication strategies ¢teimatwithout much theoretical basis and empirical rssul
This study provides insights into multi-sensoryneésits used in individual construction
processes dfleimat Heimatturns out to be the construction of a virtual space familiar
natural and social context that is a part of coregimself, which allows mental balance and
self-determination. Marketers who udeimatto differentiate from global competitors should
provide consumers with room for self-determinatonl should refrain from new economic
or social pressures for their target customers.

Key words: natural environment, social relationships, seledsination, multi-sensory
experiences, multi-sensory gtag



1. Introduction

Globalization has changed the nature of social(Kjeldgaard, Csaba, & Ger, 2006). People,
technology, money, images, ideas (Appadurai, 1986hsumer goods, and cultures of
consumption (Ger & Belk, 1996) flow globally. Inishworld with plethora of consumption
alternatives a growing number of consumers feekssiwe demand, conformity, loneliness,
and estrangement (Augée, 2012). In their pursutigddngingness, identification, and security
(Eigler, 2012) consumers can either turn to glatdd-cultures sharing similar meanings of
consumption-related symbols like brands, produetsd consumption activities (Alden,
Steenkamp, & Batra, 1999) or turn leimatas the cognitive and emotional opposite of a
globalized world (Peterlini, 2009). In German-spagkparts of Europe, increasingheimat
has become an integrative part of product developraed communication of regional and
local brands seeking differentiation from globahqgmetitors. Such differentiation is built on
shaky grounds because there is hardly a sharedratadding of whatHeimat means to
consumers.

The termHeimathas no direct equivalent in English. It has neithersame meaning as
home, home country, homeland or spiritual home.m&er (1992) definetieimatas the
immediate, subjective and daily experienced livemyironment which provides familiarity,
safety, emotional security and satisfying socidlatrenships to individuals becoming
accustomed to social, cultural and natural dimerssiof theirHeimat over time. Depending
on the prevailing perspective of authors, howetee, termHeimat encompasses diverse
aspects such as a specific geographic area ototgr(Bausinger, 1980; Bulow, 1969), a
landscape and its nature (Bredow & Foltin, 198Dbkia belonging and marginalization
(Brehpol, 1953; Huber, 1999), religion and spirittya(Sagara Ritter, 2012), culture, values,
and mentality (Endres, 1967), stereotypes, tradiimd rituals (Huber, 1999), mother tongue,
dialect, and literature (Améry, 1970; Huppauf, 20@Mmotions and nostalgia (Bernet, 2007;
Schlink, 2000), identity (Huber, 1999; Mitscherlich965), or childhood memories (Bloch,
1974; Turcke, 2006).

Literature agrees on the role of memories relatmfprmer experiences as prerequisite
for an individual’s notion oHeimat(Bloch, 1974; Huber, 1999). Following Barsalou 42y
memories of experiences are multi-sensory and oatam experiences of taste, smell, touch,
sound, sight, and emotions stored non-consciouslyndividuals’ minds. While extant
literature acknowledges the multi-sensory influeonehe individual construction d¢feimat
(Irchenhauser, 2009; Maurer, 2011; Olliges, 2018re is no published empirical research
on how consumers effectively construct their indidal Heimatin a multi-sensory manner.

To understand how consumers construct their indalitieimat multi-sensorially, the
authors conducted an empirical study with 15 Gersmeaking consumers in Tyrol, a
culturally homogeneous province of Austria. Sinadtirsensory knowledge is largely stored
on a non-conscious and non-verbal level this kndgaeis difficult to access via conventional
knowledge retrieval methods (von Wallpach & Kreyz2013). The authors thus applied
Multi-sensory sculpting (von Wallpach & Kreuzer,13), a projective technique that builds
on findings of embodied cognition research (Bansalb999) and allows eliciting multi-
sensory meanings

The findings show that the social and natural disiears ofHeimatextensively treated
in literature do effectively exist in consumers’nas and are strongly interrelated. Social and
natural dimensions oHeimat reinforce or constrain a supplementary dimensiewen
discussed in literature befordeimatinside the individual consumer. This third dimemsof
Heimat comprises the process of self-discovery and regcphysical and mental balance,
which got lost because of economic, social or comgion pressures. InneHeimat
encompasses the potential of being alone withalinig lonely and distracted by man-made
stimuli. Additionally, inneHeimatallows consumers the feeling of being self-detagdi



This research contributes to extant knowledge amieg consumer behavior in a globalized
world by (1) showing how the dimensionskéimatdiscussed in literature are interrelated in
individual multi-sensory constructions; (2) poimgito the importance of physically as well as
mentally experienced individual freedom for the stouction ofHeimat and (3) identifying
individual and social practices leadingHeimatrelated meanings.

The paper first presents a review of the discussfddeimatin German speaking literature
compared tohome Then, a Multi-sensory sculpting study providesights in the ways
consumers construct their individual meaning H¢imat In the discussion the authors
highlight the contribution of this research to est&nowledge on consumer behavior in a
globalized world, point out some managerial imglmas for local and regional marketing,
acknowledge limitations of the empirical study, afifér suggestions for future research.

2. Literature review

The notion of “home” seems to come closest to tlamifold meanings oHeimatin
German literature and arts. Following the mainsirelterature, the concept of home
characterizes the emotional relationship betwedivitiuals and places, which is loaded with
meanings (Altman & Werner 1985). Home is eithetaxg (house) for self-development and
family life or the place of origin that people idéy with (Fog-Olwig, 1998). McHugh and
Ming (1996) use the term home-as-identity to chiarége rootedness, a part of the self,
which is affiliated with a place (homeland). Glakation and the use of new media have
resulted in a more mobile notion of home (BardhiA&ould, 2006; Venkatesh, Kruse, &
Shih, 2001) as well as in home’s potential pubtingtruction. Salient relationships, cherished
possessions, temporal and spatial patterns becoane mmportant than place (Bardhi &
Arnould, 2006). Bardhi and Askegaard (2009) defwoene as a social concept of home-as-
order that people use for their orientation in tisgace and social environment.

Literature treatingHeimatis characterized by a great diversity of perspesti which
exist in parallel or have dominated at some pamtsne. Historically, the term finds its roots
in the indo-germanidieim (camp), the gothidhaims (village) and the Old High German
heimuoti (home) (Kluge, 2002Heimat first meant a specific location that representsal t
natural environment where a person lived. At thel e&f the Middle Ages so-called
Heimatrechte(home rights) were established. People who posdelssxd belonged to the
local community and had the right to be cared fdvrem falling sick or poor (Neumeyer,
1992). During industrialization in the late "L&nd the 19 century when more and more
people lived in tiny flats and worked in highly nh@mistic production environmentdgimat
became romanticized. It became an idyllic placegend leisure time, providing resort and
rootedness in nature, where every-day problemsdatiexist (Bausinger, 1984). From the end
of the 19" century to the end of the Second World War, thanimey ofHeimatturned into
fatherland, misused for nationalistic purposeseAthe great wars, many people who were
forced to leave their former locations rediscoversiimatas a cognitive means of gathering
for the feeling of security and belongingness (Huh899). At the end of the last century the
rather conservative meaning bfeimat gave place to a more future-oriented perspective.
Heimatbecame a place to live, which has to be activedteted against harmful ecological
and cultural influences from “outside” (MitzscheHi 1997).Heimatwas seen as a place to
satisfy the need for activity, stimulation, and tiedinition of identity (Huber, 1999).

Besides seeingleimat as a place similar thome,literature discussebleimat from
social and temporal perspectives. From a sociapeetive, the social space (Endres, 1967)
constituted by the relationships with others inpacsfic location, is the core dfleimat
Following Mitzscherlich (1997), this social spaseable to satisfy three basic human needs:
community (social embeddedness and affiliation),nticd (action-ability, creation,
opportunity to leave traces) and coherence (makemgse of the world). As a social space



Heimatis continuously in the making (Kupke, 2006). Timeo#ional value of the social space
(Heinze, 2006) is mostly felt when being away (Br2007; Schlink, 2000). As Huber
(1999) points out, however, in a virtual world pkop social spaces may exist independently
of locations. Social media have reduced the impedaf locations and physical closeness to
the meaning oHeimat

The temporal view seeldeimat grounded in childhood. Memories of local accents,
smells and sounds, rain or heat coin the first egpees ofHeimat (Huppauf, 2007; Maurer,
2011). Socialization in a local environment creadelslitional experiences that allow the
construction oHeimatwhen individuals feel at a loss and reflect tlobitdhood experiences
in later years (Irchenhauser, 2009; Turcke, 2008 reflection tends to romanticize the
stored experiences (Améry, 1970; Moosmann, 198iMglng for security and belongingness
attributed to childhood is accompanied by stron@tezns. Heimattakes a utopian-nostalgic
character (Huber, 1999).

SummarizingHeimathas different meanings depending on the speciast of
literature. Authors largely agree on the importaotceulti-sensory memories of former
experiences for the meaningtdéimatto individuals (Bloch, 1974; Huber, 1999). Accogli
to embodied cognition research (Barsalou, 1999; &m 1994) people store their
experiences in the form of perceptual states inatityespecific regions of the brain. These
perceptual states contain information on what coresa have consciously and non-
consciously touched, felt, smelled, tasted, movenlyed, talked, and heard (Barsalou, 1999;
Damasio, 1994). Retrieving experiencesleimatis piecing together bits of information
from modality-specific or episodic memory (Schad&ehddis, 2007). This retrieved
information is not a literal recollection from pa&stperiences, but can contain false memories,
present experiences, as well as imagined futuretey8uddendorf & Corallis, 2007) and is
bound by local culture and situational contextsréBbou, 1999). Despite the fact that most
authors mention the importance of multi-sensory s for the individual meaning of
Heimat to the best of the authors’ knowledge there ipulgished empirical research on how
consumers effectively construct theieimatin a multi-sensory manner. Therefore, the
empirical research presented in the following afions first contribution to a deeper
understanding of the individual, multi-sensory damgtion ofHeimat.

3. Empirical study
3.1. Sample and methodology

Since the meaning dfleimat might vary depending on regional culture, the gtud
focuses on members of a particular culturally hoemegpus, Austrian province, namely Tyrol.
Sample size was determined according to the ptmcgé theoretical saturation: Data
collection was completed once no more new mearangse (Charmaz, 2006). The sample
consists of 15 Tyroleans (see Table 1) who, exteptparticipants, have grown up in the
region and have been permanent residents since.

Table 1: Sample Structure

Respondent | Sex | Age| OccupationEducation Location | Foreign Exp.
MSS1 m 32 employee university country Australigy.
MSS2 m 54 employee high school country  none

MSS3 f 25 student high school town France, 1 yr.
MSS4 f 35 architect university town USA, 1 yr.
MSS5 m 23 paramedic middle school town none

MSS6 f 60 farmer middle schoo]  country none

MSS7 f 22 nurse college country UK, 0.5 yrs
MSS8 f 24 student university town in Tyrol syrs




MSS9 f 50 medical ass.high school country | none

MSS10 m 78 retiree apprenticeship countty  none
MSS11 f 25 student university town France, 0 y
MSS12 m 35 employee apprenticeship  town none
MSS13 m 28 student university town UK, 0.5 yrs
MSS14 m 26 student high school town none
MSS15 f 40 employee high school town none

Exploring the multi-sensory dimensionstdéimatimplies tapping knowledge that has
been acquired via an array of multi-sensory expegs over time. Eliciting knowledge
stemming from various sensory experiences requnethods which (1) are able to stimulate
those senses that have been involved in the ofigkmeerience (Damasio, 1994) and (2) allow
respondents to express themselves metaphorichHy,i¢, in a format that resembles their
cognitive representations. Via metaphors consurirderstand and experience one kind of
thing in terms of another” (Lakoff & Johnson, 1980,5). Metaphors support consumers in
structuring, interpreting, and expressing non-cmms; multi-sensory memories (Zaltman,
1997). Since verbal metaphors can express only ts paof multi-sensory  knowledge
(Johnson, 2009), also non-verbal metaphoric exjmesée.g., via pictures, sounds or
materials) is needed (cf. Davidson, 1979).

In order to satisfy these conditions this study li@gpMulti-sensory sculpting, a
projective technique that allows retrieving mukiasory knowledge via verbal and non-verbal
metaphors (von Wallpach & Kreuzer, 2013). Respotslare provided with a large selection
of materials (e.g., cotton, glass, fruit aromascesy different sweets, as well as different
music/sounds from iPods) that are able to stimulaesenses (e.g., vision, smell, touch, taste,
audition) that might have been involved in origie&periences with the research object.

Researchers encourage participants to screen tiegiats to select those materials they
associate wittHeimat and to combine these materials into sculptures tépresent what
Heimat means to them. The sculptures are non-verbal, phetial expressions of multi-
sensory mental images regardiHgimat that serve as “stimuli for projective interviewing
(Heisley & Levy, 1991, p. 257). In a long, unstuwretd one-on-one interview researchers pose
grand-tour questions to encourage respondentspiccate single materials constituting their
sculptures, the materials’ arrangement, and thdptsces' overall meanings via verbal
metaphors. This procedure supports respondentsirfiacéng deeper, subjective levels of
meaning via emic verbal interpretations of theinaseulptures (cf. von Wallpach & Kreuzer,
2013). Researchers take pictures of respondentijtaces and tape-record as well as literally
transcribe the interviews.

Data analysis focuses on detecting verbal and eopal metaphors as well as their
underlying meanings. Two researchers independemtilyze the verbal data material and
identify verbal metaphors and their meanings. Rebeas continuously relate these verbal
metaphors to non-verbal metaphors (materials irstimpture the verbal explications refer to)
in order to gain a rich understanding of the resigots’ multi-sensory construction of
Heimat Researchers aggregate the results as illustiratéigure 1 and Table 2.

3.2. Results

Data analysis resulted in the identification ofercore dimensions dfleimat the
social-, the natural-, and the inneleimat These three dimensions are interrelated and
involve several consumer practices that lealdgonatrelated meanings.

Figure 1: Dimensions ofHeimat
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The social dimensiondescribes the social relationships of consumeass ¢hn span
across different regions and countries, and prowderence for identification with various
social groups (e.g., family, friends, regional arational society). The identification with a
specific social group, however, strongly dependstlo@ context in which respondents
construct their individual meaning éfeimat “Generally, | am Tyrolean and not Austrian.
Austria has many parts in which mentality diffdrdo not have strong positive emotions with
Austria. However, when | am abroad, then | am fixgstrian and then Tyrolean”.

Within the social dimension ofeimat respondents describe various practices like
sharing common experiences, rituals and traditionaring practices or honorary
appointments. These various practices lead to mgarhat are important to consumers like
belongingness, solidarity, wellbeing, comfort, andch valued safety. These meanings are
expressed by means of soft materials like wooltoogtfeathers, and fur that should
symbolize“the cozy plunge into a stable network of relatibips that | can rely on and that
provides me with security across different stages situations throughout my life”.

The natural dimensiorof Heimatis very diverse relating to landscape and wildlife
biodiversity, geographic spaces and territory, alen cities and villages, food offerings, and
the sheer inexhaustible amount of natural resouaseslable. This natural dimension of
Heimatfinds multi-sensory expression via diverse makeife.g., wood, stones, bird singing,
smells; see Figure 2) stimulating human sensesglss proprioception and thermoception.

Figure 2: Examples for sculptures representing théhree dimensions ofHeimat

Multi-sensory sculpture: Multi-sensory sculpture: Multi-sensory sculpture:
Social dimension of Heimat Natural dimension of Heimar Inner dimension of Heimat



In their narrations, respondents describe the abhtemvironment from their very first
conscious experiences in childhood to their peroapdf today. Passed-on experiences as
well as parents’ and grandparents’ practices hedirtimprints with respondents and led to
respectful conduct with the natural environments®eces from the natural environment
allow respondents engaging in various do-it-yodir§PlY) practices (e.g., cultivation of
vegetables and seeds, handicraft) contributing @ébf-determination and perceived
independence from global companies. One responstaits:Large companies have too
much influence on food production. Regional farnkexrge cultivated seeds from early on, not
the large ones. We lose our independence if weotipreserve our natural resources.”

Highly appreciated experiences and intense monresfgondents have in/with nature
allow them to escape everyday life and related Iprob. Rootedness in nature thus
contributes to recreation and personal freedom p&efents use verbal and non-verbal
metaphors emphasizing their intense experiencesnell, sound, and emotions (e.flhe
sunshine leads to this particular smell”, “I heahd sound of water”, “This feeling of
achievement when standing on top of a mounjain”

Finally, the third dimension ofleimat relates to the individual, implying feelings of
inner peace and being oneself: experientliegmatwithin oneself. This experience is based
on the comfort felt in the social environment ahd tootedness made possible by the natural
environment. Practices for finding inner peaceudel overcoming inner forces via meditation
and intense experiences in nature; enjoying calsnméhout being distracted by man-made
stimuli; or being concerned only with oneself witthdhaving the feeling of loneliness.

Practices related to the innéteimat lead to relief, freedom, inner balance, and a
slowdown of everyday life consumers long for beeaas$ felt social and technological
pressures (e.g., job, society, technology, conswmkure).“When | experience nature | can
breathe deeply. Then | know that | belong to my¥¥étirk-related thoughts disappear! There
is no need to consume anything like music and AdfEng around, or things like that”.

Additionally, being oneself and experiencing inpeace allows respondents to
discover the very natural functions of body andanidarmonizing multi-sensory
perceptions, felt emotions, and thoughts via défepractices (e.g., walking barefoot through
the woods, enjoying the loneliness and view on amtain top, increasing mindfulness),
which often fall victim to rational thinking, tecblogy, and progress. Respondents want to
escape their role of being passive receivers wispect to work and consumption; they want
to actively determine their lifé¢l want to escape daily routines and electronic ides, find
back to my origins in this loud worldIh the sculptures respondents use different mddeona
symbolize the inner dimension Heimatlike candle light representing inner warmth, water
symbolizing self purification, or a scale made afog and stones representing inner balance.

The social, natural, and inner dimensionsH&imat relate to practices and meanings
respondents associate with each single dimensiableT2 describes each of the three
dimensions of Heimat identified in this researcd anmmarizes the practices and meanings
associated with each dimension.

Table 2: Dimensions oHeimat, related practices and meanings

Dimension Description Practices Meanings
Desc_:ribes_ the social — Shared experiences - Belongingness
relationships of - Rituals and traditions | — Comfort/wellbeing

Social %onsF;_mer_s and Lhe - Caring practices ~ Security/stability
ldentification wit — Honorary appointments — Solidarity
relevant reference — Sociability
groups.




Describes the natural | - Respectful dealing with — Conservation of
landscape including wildlife nature
nature, cities and — DIY with natural - Self-determination
Natural villages. resources -1
ndependence
— Experiences in nature | — Freedom
Describes the focus on| - Meditation - Relief
the self, the relationshig - Enjoying calm - Inner peace
between rationality and| - Overcoming inner - Easiness of life
Inner emotions, and the ability  forces - Slowdown of life
to enjoy solitude. — Mentally re-
experiencing
childhood

4. Discussion

This research contributes insights to extant liteeaon the meaning ¢dleimatby (1)
showing how the social and natural dimensionsHeimat discussed in literature are
interrelated in individual multi-sensory constrocis; (2) pointing out the importance of inner
Heimat—a dimension that has not been discussedtenature before; (3) identifying
individual and social practices leading to speaifieanings that characterize each of the three
dimensions.

Consumers construtteimatvia three complexly interrelated dimensions: theia,
natural, and inner dimension. In line with extatgrature, individuals associate the social
dimension closely with the embeddedness in antaifin with relevant social groups (cf.
Huber, 1999). Within these groups, consumers recgipport leading to feelings of
wellbeing and comfort. The natural dimension ofrhiai provides individuals with intense
multi-sensory experiences that give them feelirffgpatedness and freedom. Literature
discussed rootedness in terms of romanticizing $Baer, 1984; Moosmann, 1980) and the
need to actively defend nature (Mitzscherlich, )996day, consumers associate nature more
with recreation as a prerequisite for experienanmgr peace and consistency with one’s self.

The importance of inner peace and of having thediven to be oneself highlights the
role of an individual dimension in the constructmiiHeimat—a part ofHeimatthat exists
only in the bodies and minds of individuals. Sosjadce must provide enough freedom to
allow consumers to be authentic. Natural space proside sufficient diversity to be
physically non-coercive. The levels of freedom pded by natural and social environments
determine the opportunity for individuals to mehtals well as physically leave and come
back to these environments. The experience of itybilows consumers more intensely
appreciating theiHeimat In this senséleimatseems to be strongly related to the
construction of the postmodern self (Gubrium & Heils, 1994). Globalization and affluence
allow consumers to choose freely from a very langeber of ways to construct their selves
in a continuously changing individual manner. A¢ #fame time consumers can fully
appreciate this freedom only if they know wheramgchor their salient self. The construction
of Heimatmay provide such an anchor.

5. Managerial implications

If well established, the concept éfeimat can provide a quality seal for local and
regional brands. A cue indicating the origin ofgwots can provide consumers with valuable
information with respect to product evaluations.chloand regional brands wanting to
successfully integrate the concepiH#dimatinto their branding activities should considerttha



not all dimensions of Heimat, related practices arahnings identified in this research may
fit with each brand’s positioning. Brand managenteat to thoughtfully select and connect to
meanings and practices that support the desiredirasition.

Consumers show strong positive emotions, when eéxpeng physical, social, and
inner freedom within theiHeimat Thus, brands that want to successfully diffeaatitheir
offerings by relating them to théeimatof potential customers should refrain from resimig
that mobility, for instance, by customer retentiomeasures. In order to effectively
differentiate their brands from global competitotsands should also avoid forcing
consumers into pre-determined structures by folige@istablishing specific local patterns of
interpretation or behavior. Providing consumershwvtlie opportunity to actively co-create
brand-related content, ideas for new products andirelated real life experiences may
contribute to consumers’ feelings of self-deterrtioraand ultimately\Heimat

6. Limitations and future research directions

There are some limitations to this research progdipportunities for future research.
The empirical study focused on the German tel@imatand thus gathered data exclusively
in a German-speaking context and in one provincAusiria. Future research should aim to
explore if or to what extent the constructH#imatis bound to Germanic culture. The sample
this research relies on is limited to consumersnfra culturally homogeneous region in
Europe. Generalizations can thus not be made. Henvéwe study provides a fruitful ground
for replication in other geographic and/or cultuaedas. Furthermore, the findings provide a
valuable basis for the development of a quantiasiwale to measure constituent dimensions
of Heimatand their importance to consumers. Based on satdhldcal and regional brands
will be able to segment potential customers ané-fune their branding activities. This
research provides first insights into the inner efision ofHeimat Future research may be
more closely interested in the relationship betwé#®n constructions oHeimat and the
individual self. Furthermore, exploring potentialationships betweerdeimat and the
country-of-origin effect could be relevant for aeata as well as for brand management.
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