Legitimated consumption: A socially embedded challenge for entrepreneurs’ value creation
Abstract
Purpose – This study addresses the general lack of detailed attention to the value co-creation process which happens in the consumers’ social environment. The aim of the paper is to extend prior understanding on new ways of creating value within an uncertain and complex small business environment where consumers are increasingly collaborating and constructing value within their own social environment that is not always visible to entrepreneurs.
Design/methodology/approach – We collected in-depth data from craft beer consumers that details consumers’ perspectives on value co-creation within their social context. Discourse analysis is used to examine the ways in which consumers create value within their social environment. Discourses are generated through in-depth, semi-structured interviews.
[bookmark: _GoBack]Findings – Our findings reveal that a significant part of the value creation happens outside the entrepreneurs’ control. Consumers seek to have social experiences which they want to experience individually but not alone. Accordingly, the legitimacy of a certain type of consumption creates a basis for consumers’ self-presentations and situational selves, on which value can be built.
Originality/value – Our study offers new insights into how contemporary consumers work together to co-create value. In addition, this study answers the call for scholarly attention to consumer-to-consumer value linkages to gain new understandings of socially constructed value and contemporary consumption behaviour, and reveals how entrepreneurs can benefit from this.
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Introduction
Current understanding about entrepreneurs’ value creation point towards a balanced and harmonious relationship, where controlling the uncertain business environment, and co-creation of opportunities with the network of stakeholders ensures novel artefacts and success for the entrepreneur. However, compared to larger firms, the small business environment requires essentially a different, more creative and versatile approach from managers (Fillis, 2002) when co-creating value.

In a small business context, the challenge to create novel business with scarce resources comes into play in particular when the market does not yet exist, or is being radically changed (Schindehutte et al., 2008). One particular characteristic of today’s highly competitive and constantly changing business environment is that increasing amount of new business opportunities originate from novel problems of the consumers. Consumers often make product choices according to a desire to identify with, or to avoid, particular idealized lifestyles and groups (Holt, 2002). The consumption of socially desirable commodities involves purchasing a product that represents value to both the individual and the reference group, and the brand also functions as a symbol of group membership and status (Wiedmann et al., 2007). The perception that certain consumption activities are legitimate, that is, “desirable, proper or appropriate” (Suchman, 1995: 574) is a precondition of the emergence of social value experiences. As such, “legitimacy implies congruence with some socially constructed system of norms, values, beliefs, and definitions” (Deephouse and Suchman, 2008: 55). Understandably, there is a need to find new ways of understanding consumers’ behaviour and their social environment, as new business opportunities are increasingly ‘talked into existence’ (Weick et al., 2005: 409). Fisher and Smith (2011: 346) have even argued that today’s companies should find ways to “let go of their authority so that consumers will hold on even tighter”. In this context, it is the market that provides signals to the entrepreneur regarding what value is needed, when it is needed and how it should be delivered. In this way, the market represents a control system that determines the success or failure of entrepreneur (Schindehutte et al., 2008).

In this study, we are ultimately interested in the co-creation of value as it is emerging as the new frontier in marketing and entrepreneurship. We refer to entrepreneurship as a process by which an individual, known as an entrepreneur, creates a new business that includes some form of novel method, service or product, based on opportunities and fulfilling the needs and wants of the market. This study addresses the general lack of detailed attention to the value co-creation process which happens outside the traditional control zone of the entrepreneur, in the consumers’ social environment. For this reason, we collected in-depth data from craft beer consumers that details consumers’ perspectives on value co-creation within their social context. We used interpretive methods to capture consumer-to-consumer interactions and experiences in detail, which help better understand how consumers work together to co-create value within their social environment, and the “value” that consumers create for themselves and others. This in-depth study develops new insights and understanding of the value co-creation process in which consumers are increasingly taking control.

Literature review
The fundamental nature of entrepreneurship is to enhance the emergence and creation of new and novel value (Bruyat and Julien, 2001). This means that something different needs to be created: a new economic entity centred on a novel product or service or one which differs significantly from products or services offered elsewhere in the market. However, for entrepreneurs, markets and customers are rarely well-known and well-defined, especially when those entrepreneurs are proactively changing the market or targeting non-existent markets, or novice-markets (e.g. Capitello, Agnoli, Begalli, 2015). In this context, entrepreneurs essentially create products and services under conditions of extreme uncertainty, with a number of unknowns.

Uncertain situations are not only unknown, but also unknowable, with unclassifiable instances and a non-existent distribution (Sarasvathy et al., 2003). In other words, whereas risk is linked to probabilistic outcomes, uncertainty is associated with a fundamental lack of information. Decision making under conditions of uncertainty is extremely difficult and entrepreneurs are known to apply creative decision making logic to that end (Fisher, 2012). For instance, entrepreneurs have been found to engage in a socially constructed iterative enactment process when forming opinions and making decisions under conditions of uncertainty (Alvarez et al., 2015).

The entrepreneur’s role in these extremely uncertain conditions is to make sense of the environment, perceive opportunities and bring them forward on a basis of idiosyncratic acts of cognition and imagination (Bettiol et al., 2012: 21). However, in order to understand how entrepreneurs produce or modify novel products or services, we have to look at the context in which these are accepted, because that is where the resources are embedded (Keating and McCloughlin, 2010).

Up until now, many scholars have considered “effectuation” (Sarasvathy, 2001) to be an appropriate theory for describing entrepreneurial action and an appropriate model for entrepreneurs who wish to act in uncertain environments and create products and services that have no established or predefined markets (Perry et al., 2012). However, although, effectuation reflects a human-centred, operant resource-based logic (Vargo and Lusch, 2004) which is co-creational (Jaworski and Kohli, 2006) and network-orientated (Achrol and Kotler, 1999), it lacks much-needed insight into the ways which value is perceived and co-created outside the control of the entrepreneur by market factors such as consumers.

In particular, as long as the markets are seen from the standpoint of an entrepreneur who is able to “control” the needs, wants and demand within the markets, one can only talk about what has been or is currently visible, but not about what is yet to come. Accordingly, the objectification of markets tends to overlook markets as social processes and is restrictive for the entrepreneurial domain (Gaddefors and Anderson, 2008). Therefore, markets should be approached from a more holistic and experiential perspective (e.g. Heinonen and Strandvik, 2009), as a part of an extended social context (Edvardsson et al., 2011; Epp and Price, 2010).

Following from this, value should be seen as ‘experientially and contextually perceived and determined’ (Grönroos and Voima, 2012: 146). Hence, value is formed in dynamic and multi-contextual circumstances (Lepak et al., 2007) and it does not exist before it is created (or emerges) within the social process (Grönroos and Voima, 2012).

Methodological choices
Research design
Scholars have suggested that it would be necessary to study the discourse between individuals and value co-creation as an on-going process and within a context that has specific characteristics (Bruyat and Julien, 2001). In response to this and to study in a meaningful way how consumers work together to co-create value, and the “value” that consumers create for themselves and others, we sought a research context that enables close investigation of their social environment. Therefore, we interviewed craft beer consumers in the authentic consumption situation. This context is particularly interesting, since the rise of the craft beer business and consumption have been said to reflect new phenomena which include the rise of gourmet, ecological and artisan-based products (Murray and O´Neill, 2012), and these consumers have been labelled as a new type of consumer: “craft consumers” (Campbell, 2005).

In this study, craft beer consumption provides us a context with divergent characteristics, which is also interesting from an entrepreneurial point of view. Firstly, niche markets dominated by entrepreneurs are putting the giants under pressure by challenging the existing rules of the markets. Furthermore, craft beer consumption links to a prevailing contemporary consumption culture in which consumers are demanding authentic, craft products and appreciating small business-based products and services. Last, craft beer consumption is social in nature, as the consumption situation is often shared and interactional, which also enables consumers to seek and find unique experiences.

We conducted the interviews in the craft brewery and selected the participants by using convenience sampling (Patton, 2002). We chose this approach because of the ease of their availability, but also to be able to talk to consumers in the authentic consumer environment. To conduct interviews we visited four craft breweries and based on voluntary participation formed groups in which we discussed of meanings of consumption and values behind craft-beer consumption. Groups consisted of 2-6 members each, both male and female participants. Altogether six of the participants were members of a beer society and eight had no membership of any beer societies. Their common feature, thus, was their enthusiasm and a long-term interest in craft beers (Table 1). In this kind of social setting we were also aware of group effect, and to increase the openness and honesty we conducted in addition to group discussions also individual discussions with group members. This kind of data gathering method is not uncommon within consumer studies: Hackley (2007) observed narratives constructed by a single respondent, Sitz (2008) conducted nine in-depth interviews with shoppers, and Roper and colleagues (2012) used luxury discourses from eight participants.

Insert Table 1 about here

Interviews were loosely structured, starting with broad questions, with subsequent questions arising through the dialogue between researcher and respondent. Thus, insight was allowed to emerge from the data. The informal interviews covered topics such as individual motives and values for consuming, attitudes towards craft consumption and relation to other craft consumers. Interviews were rather conversations than interviews, even though they were composed of broad thematic guidance questions to open and meditate discussion, such as: Describe those who consume this kind of products/services; Are all views of these kinds of products/services the same?; What is the relationship between users and non-users?; Is the consumption of these products related to other wider phenomena? We also had a set of contextual questions such as: Why did you visit this beer hall?; Why did you choose that specific craft beer?, as well as steering questions such as, Can you explain what you mean by that? The interviews were recorded and transcribed, omitting non-verbal dimensions of interaction.

It should be noted that this kind of data set and interview environment set certain limitations to this study. First of all, the interviews were gatherings of beer enthusiasts and groups of individuals in their own social circles, thus, the respondents are already part of a certain community. In group setting, individuals also tend to become influenced by one or two dominant people thus making the output very biased. To diminish the effect of group attendance and to give voice to the single beer consumer, interviews were conducted as both group and individual discussions. Secondly, in this kind of context, we understand how our presence as researchers may also influence the interviews which can be considered as morally judging: we were aware that in this situation, persuasive skills were being employed on us, the interviewers, in the sense that the respondents felt a need to justify their behaviour in terms of alcohol drinking and socially accepted behaviour. As interviewers, we followed a neutral role, not being detached, but interacting and supplementing the semi-structured question framework when necessary.

Data analysis
Our study leans on the premise that the social reality is discursively constructed and maintained. We interpret consumption behaviour as textually constructed discourses (Kozinets, 2008; Thompson, 2004) as we comprehend that the individuals are shaping social reality through language (Alvesson and Karreman, 2000). Accordingly, this approach allows us to focus on how language reflects the meanings that consumers give to their consumption behaviour. By focusing on the language of the consumer in the context of consuming craft beer in a group situation, it was clear that much of their discussion was conveying their experiences and interests around craft beer, but also their general values around consumption. As we look at value co-creation as social in its nature, discourses describe the social relatedness to individuals’ consumption. Thus, language and meanings are seen to provide a rich resource for making sense of socially constructed value and consumption behaviour which can lead to new business opportunities.

Our data analysis started by sifting through all of the collected data. We followed Fairclough’s (1995) model of discourse and analysed our consumer discourses on the linguistic, discursive and social levels. First, we paid attention to the linguistic texture of the conversations, observing linguistic features of grammar, pronouns, metaphors and metonyms. These linguistic features are linked to discursive practices in which subjects and objects are organised. Here, we focused on how different tensions and dualisms such as good/bad, positive/negative, admitted/incongruous were used in discourses. Following from this, we were able to infer the highest level of observations about social practices. Here, we were able to draw connections between linguistic and discursive forms of conversation. We searched for patterns of broader macro-level discourses that influence linguistic and discursive practices. We followed Edley (2001), who states that by reading the interviews over and over again, the researcher starts to find patterns across different discourses. At this point, we also systematically delineated common themes that helped in assessing these discourses (Gioia et al., 2013). The transcribed interviews were synthesised and then organised around common themes which fitted our interests. We independently sorted our data into common themes which were then agreed through discussion and comparison of our notes about the responses. Next, the data were examined for details relating to these themes. In the next section we illustrate how the identified common themes linked to our final discourses.

Findings
We identified two separate macro-level ideological discourses which created a dualism between social and individual consumption experience. These two interrelated main discourses, sense of belonging and sense of detachment, highlight that consumers seek to have social experiences which they want to experience individually but not alone. These main discourses also indicate that even though meanings are negotiated in a group of peers, consumers’ understanding of consumption is essentially individualistic (Nairn et al., 2008).

[bookmark: OLE_LINK1]By reading across and within respondents’ transcripts, it was clear that much of their discursive work was aimed at meditating the subjective nature of their consumption. On a very basic linguistic level, the repeated use of the personal pronouns (I and me) drew attention to this theme. These personal pronouns were very visible, fastening multiple clauses and sentences to the choices, opinions, definitions, actions and reactions of the subject. Subjectivity was particularly expressed in micro-level discursive contrasts between categories of the self and categories that others belong to. In this context, the discourses created a dualism between us/them, me/us and self/others. From this, we recognised three interrelated micro-level sub discourses: prominent-me, rival-me and new-me. These discourses express how individuals situate themselves in relation to others and how they describe their agency within the specific social group during certain consumption situations. In sum, Table 2 provides an illustration of common themes and discourses.

Insert Table 2 about here

Next, we present our findings by using “power quotes” to tell the story from the perspective of the respondents and the social context in which they are embedded (Pratt, 2009: 860).

Macro-level main discourses among the consumers
Experiencing, being and doing were clearly central components of consumers’ discourses. The respondents emphasised that the choice to consume and belong is strongly up to individuals’ own willingness and interests:
… even though my social reference group affects me, I always make the decision ultimately myself, 
I decide whether it is good or not …
… I’m not satisfied with the huge firms’ beers …

Respondents also emphasised consistently that the consumption of craft beers is perceived to be ‘normal’, a ‘logical choice’ or would ‘stand for good quality’. These descriptions lay the basis for sense of detachment discourses, as they can be interpreted metonymically to reflect consumers’ way of indicating that the consumption is for them a natural choice which is strongly up to individuals’ own willingness and interests.

Furthermore, individuals also thought that the consumption of a certain product or service is viewed as normal more widely within their own peers. The most common ways in which respondents invoked this were:
 trend; regular occasion; ordinary choice; no extra attention

These clauses indicate the way in which the respondents framed the nature of their consumption. To expand on this, these clauses were almost always connected to statements where the respondents described other craft beer consumers as similar and like-minded individuals:
… basically my circle of friends consists of people who are interested in the same things …
… we are like specialists …
…”beer nerds” …

Accordingly, respondents were reflecting an initial and constant act of evaluation, where the individuals were judging whether certain consumption behaviour was appreciated by their social reference group (Deephouse and Suchman, 2008). In this context, the respondents also justified their consumption to be social and approved:
… we often discuss and reflect what to drink and why …
… sometimes you may get a strange reputation if you talk too much about beers, but then in a group of friends you get a greater appreciation …
… the general attitude is positive, and it is reflected in my social reference group …

Time and again, respondents also emphasised that the consumption experiences were perceived to be stronger and more meaningful after they were shared with others. The respondents specifically spoke about how they share the consumption experience with others:
… it is nice to savour with friends who know a lot and share the information, and then the information is transferred from one to the other …
… I'm going to put this on Facebook and maybe on Twitter …

Through this kind of action, the respondents were signalling to others that the product or service is appreciated and approved within certain groups of similar individuals:
… all of them who buy other than the cheapest beer from the store are a certain type of individual...
… in the same way that the film club is a social place where you can discuss the movies, so our beer club is a place where we may discuss beers and meet like-minded people …

These implied our second macro-level main discourse, sense of detachment, as consumers continually referred to the consumption which is accepted and approved within a wider social context.

In summary, even if these two main discourses; sense of belonging and sense of detachment, seem to be paradoxical, they are, however, interrelated and as such imply legitimacy: ‘a generalized perception or assumption that the actions of an entity are desirable, proper or appropriate’ (Suchman, 1995: 574). In other words, these two intertwined discourses indicate that, ‘wants must be taken with reference to the group which the individual thinks of in his course of action’ (Schumpeter, 1934: 91). Moreover, through these two main discourses the individuals expose their personal consumption behaviour and their wish to behave in a way that is accepted and appreciated by others within the specific socially constructed environment (Suchman, 1995). Drawing on this, these main discourses can be seen as broader macro-level discourses that frame and influence discursive and linguistic practices (Fairclough, 1995), which emerges more specifically in consumers’ micro-level sub discourses.

Micro-level sub discourses among the consumers
The prominent-me discourses reflected, fundamentally, the need of signal to “outsiders” a high societal position or membership of a certain social group. Here we perceive that respondents were trying to achieve a status that reflects ‘socially constructed, inter-subjectively agreed-upon and accepted ordering or ranking of [actors] or activities in a social system’ (Washington and Zajac, 2005: 284). In these narratives, respondents were clearly creating a dualism between us/them. This segregation reveals that certain objects are coveted for their social-symbolic value, which places the consumer in a particular social circle. In this context, these consumers seek to gain status from being a member of a certain group. However, the respondents were not as conscious of the class implications of their choices. Their consumption behaviours and patterns are due more to their habitus and lifestyle than a sentient action. Drawing on this, the respondents stated that it is increasingly common to consume craft beer only in certain social circles:
… of course, these others from our beer society will affect me, but not really other outsiders …
… micro brewed beers are for those who are willing to pay for it …
… you might even compare this to a wine hobby or maybe to golf, but still this is our very own kind of thing, you cannot draw any correlation curve between them...

In addition, the respondents strive to gain status from the acquisition and visual display of specific products in the presence of others. The creation of status, in this context, depends on the consuming behaviours of a group which over time also helps to build individuals’ own identities through the regular use of recognised signs and symbols:
… micro brewed beers are totally different compared to so-called “mass beers”- these have their own character, which indicates that they are high quality …
… micro brewed beers are finer and better, they are not cheap, weakly produced or essences, but they are therefore worth the money...

This indicates that the consumers clearly seek to consume offerings attached to certain symbols that are recognised, understood and appreciated by their social reference group to create their desired identity over time.

Rival-me discourses implied the nature of a ranking system and also emphasised differentiation between consumers, but were still based on the assumption that the consumers’ aim is to impress others and create a positive self-image. It was clear that with the discursive dualism between me/us, the respondents were linking these narratives strongly to the need to build a certain reputation within their social group. Here, reputation, first and foremost, reflects an individual’s achievement and self-presentation (Deephouse and Suchman, 2008) through their consumption behaviour. For example, within the group situation when the respondents were talking about their former consumption experiences, they started ranking their individual achievements:
… travelling is the thing which suits my style and I always searched for pubs which offer a wide range of local quality beer s…
… we visited a local micro-brewery once, but then I've been there many times afterwards …
… I just brag only to my like-minded friends and others I tell more generally about the experience …

New-me discourses were clearly linked to a desire to be individual and avoid mass-produced experiences. Clearly, these discourses also highlighted the importance of having an opportunity to make unique consumption choices. In this context, uniqueness was associated with both an individual’s wish to be the first to consume a product and the rejection of a particular product when it is perceived to be consumed by the broad mass of people (Vigneron and Johnson, 1999).
… I’m not satisfied with mass-produced beers …
… to me the “stamp of the craft” always indicates the unique and interesting feature of the beer …
… even if someone says something good about some beer label, I'm not going to buy it right away, 
I want self-discover my own beers …

However, for all the respondents, the social reference groups helped the individual to justify uniqueness as valuable, while an individual’s desire for uniqueness was strongly associated with the creation of an independent but also interdependent identity (Shukla, 2012). Thus, a consumer’s desire for uniqueness can be seen as reflecting a wish to develop a distinctive personal and social identity through the acquisition and utilisation of certain offerings. The most common way in which respondents invoked this was by dualism between self/others:
… even though my social reference group affects me, I always make the decision ultimately myself, I decide whether it is good or not…

Through the sense of new-me, the respondents were explicitly focusing on distinction through consumption, presenting themselves in a unique way, without necessarily considering the idea of membership (prominent-me) or ranking (rival-me).

The connection between consumption discourses and value co-creation
In our study, we explored socially constructed value creation from the point of view of consumers and took part in the discussion around entrepreneurs’ value creation. The findings emphasise the wider understanding of consumers’ social environment and value-based business opportunities. Our findings strengthen the previous views on value co-creation, adding that it is particularly based on socially embedded values, and providing insights on a layered structure of value co-creation. In summarising our results, we can categorise the findings into three observations (Figure 1).

Insert Figure 1 about here

[bookmark: OLE_LINK2][bookmark: OLE_LINK3]The observations are illustrated in the figure and show our discussion around how legitimacy, social environment, prestige and value co-creation exist in relation to each other.

Observation 1) The legitimacy of a certain type of consumption creates a basis for consumers’ self-presentations and situational selves.

[bookmark: OLE_LINK4]Central to the contemporary notion is that boundaries between consumption behaviour and lifestyles have become tangled, and consumers are increasingly constructing their identity through consumption (Cherrier and Murray, 2007; Kozinets, 2001). Individuals pursue the goal of a socially fulfilling life (Addis and Holbrook, 2001; Carù and Cova, 2003) and expect consumption to directly or indirectly create value and experiences that are incorporated into their social spheres (Beverland and Farrelly, 2010; Gentile et al., 2007). Accordingly, the ultimate goal in our respondents’ consumption behaviour seemed to be achieving legitimacy. In general, the legitimacy of a certain type of consumption created a basis for consumers’ self-presentations and situational selves, on which values can be built. Firstly, the search for legitimacy was expressed by positioning the self with like-minded friends and those who share the same interests and value similar consumption products. When consumers identify with a social group, which has a positive image, they tended to select products that most clearly signal membership of it (Fennis and Pruyn, 2007). The respondents were also judging whether certain social situations and reference groups would legitimise their own perceptions of certain values. At the same time, the normative evaluations prevalent in their reference groups shaped and co-created new, individual values. This emphasises the fact that value is strongly rooted in social contexts. The rationale is that value is derived from alignment with different social reference groups and situational expectations, evaluations and reactions (Taylor et al., 2011). Thus, consumption is not seen merely as an act of buying, but as a process and a way of life that creates new social bonds and feelings of belonging to, or of distinguishing oneself from, a group.

Observation 2) Individuals situate themselves in relation to the social environment and their situational self.

[bookmark: OLE_LINK5]While suggesting that legitimacy serves as a necessary condition of consumption, we also recognise that consumption behaviour has a strong situational character. Our findings suggest that consumer’s self-presentations – their image of themselves – differs according to situations and is dependent on the other consumers. The ways in which respondents situated themselves in relation to others and how they described their agency within the specific social group, during a certain consumption situation, revealed that they had different situational selves (prominent-me, rival-me and new-me). Thus, these situational selves are a basis for an individual’s social identity, which in turn is a part of their self-presentation, which results from perceived membership in a group. Drawing upon this, our findings indicate that the different situational selves reflect consumers’ desires to represent membership, achievement and individuality through consumption. Moreover, the respondents’ consumption choices were motivated by the influence of the social situation. Based on this, we argue that the social environment sets a basis for value creation, and entrepreneurs should focus on the individual’s situational self rather than individual self-presentation.

Observation 3) Contemporary consumers are looking for prestige.

Our findings anticipate and engage a discourse of consumption through explicit and implicit references to prestige. In this context, prestige means a certain type of exclusiveness and “affordable luxury”, which highlights a contemporary search for individuality and creativity which is essentially socially constructed (Vigneron and Johnson, 1999). Drawing upon this idea, prestige value characterises a prevailing postmodern consumption phenomenon of a valuable consumption experience that can be everyday but not everything. Based on our study, prestige value is socially constructed and lies at the intersection of exclusivity and mass consumption, and is assumed to be ‘desirable, proper, or appropriate’ (Suchman, 1995: 574) in the consumer’s broader social context (Tynan et al., 2010). Following from this, we can state that prestige describes the value that contemporary consumers are looking for and already co-creating within their social environments. Thus, we claim that by understanding how prestige is formed within consumers’ social environment, entrepreneurs can “turbocharge” the value co-creation process, see beyond the visible and mitigate uncertainty. Therefore, prestige is something that entrepreneurs should seek to create.

Reflections and implications for future research
This study set out to explore socially constructed value and contemporary consumption behaviour in the craft business environment. Our study offers insights into how contemporary consumers make sense of value. It is noticeable that the current consumption culture clearly sets challenges for entrepreneurs and value creation. Understanding what consumers appreciate and their values sets a basis for entrepreneurs to find solutions which create competitive advantage within the changing business environment. In addition, with this study we answer the call for scholarly attention to firm–consumer value linkages and add to the previous knowledge by bringing consumption to the entrepreneurship literature to gain an understanding of socially constructed value and contemporary consumption behaviour. Based on our findings, we argue that there is a need to reconsider entrepreneurs’ value co-creation process, looking beyond the organisation and innovation into the creative co-creation social environment of the markets.

The contribution of this work is threefold. First, this study shows the relevance of social relations and importance of social acceptance. Our findings suggest that this is about legitimacy, which reflects a precondition for consumers’ situational self-presentation and prestige value. This means that consumption must be socially appreciated by social or situational others in order to create value for consumers. From this standpoint, entrepreneurs need to have an actual understanding of their consumers, which requires their strong involvement in direct relations with those consumers. Secondly, we were able to identify three interrelated situational self-presentations, which together with legitimacy are antecedents to prestige value. Furthermore, we can state that prestige value describes the kind of value that consumers are socially creating within their social contexts. Third, this study points to an important interrelationship between entrepreneurs’ value creation and contemporary consumption behaviour, as both of these processes are inherently social and creative. We found that rather than offering products and services to consumers, value creation should include collective creativity, co-producing and co-consuming, not just a product or a service, but also an identity and a style of living. Moreover, the craft business has a significant role to play in this postmodern trend, as it stands against the anonymity of mass-production and for novel, personalised experiences and creative entrepreneurship.

From a practical point of view, there is a clear need to develop practices that will empower entrepreneurs with the skills to make more nuanced evaluations of consumers. Therefore an important challenge for future research is to explore the role of prestige in different situational, social and entrepreneurial contexts. Moreover, further research should try to better grasp the links between entrepreneurial sense-making regarding consumers and the performance of firms in which the entrepreneurs have a holistic sense of contemporary consumers. One way to do this is to invest more time in understanding the new type of consumer, rather than satisfying the traditional ways of dealing with their customer needs.

Conclusion
Despite the growing need to understand socially constructed consumer value, it is still an emergent research topic. Our study contributes to marketing and entrepreneurship research by providing a much-needed consumer-based view of value co-creation as we have focused on how value is socially constructed within consumers’ social context. We suggest that entrepreneurs’ awareness and understanding of the social embeddedness of consumer behaviour has become a crucial asset in successful business. Finally, we offer a framework in which legitimacy, social environment, prestige and value co-creation exist in relation to each other. We believe that our framework provides new and valuable insights for further research and the application of the prestige concept in that research.
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