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Abstract-

Drawing on institutional theory and discursive psychology, this article elucidates
how actors use emotion discourse to undermine the legitimacy of consumer
practices. Based on an empirical investigation of the bullfighting controversy in
Spain, our work shows how activists engage in the production and circulation of
compelling emotional prototypes of their adversaries. Such emotional prototypes
constitute the discursive foundations of a pathic stigma, which, once established,
taints the identity of the social groups associated with the practice. Our work
frames the centrality of pathic stigmatization as a cultural mechanism mediating
the relationship between emotion discourse and the subsequent delegitimization
of consumer practices. We make three key contributions to the literature: we
advance a rhetorical perspective on emotions and ther role in
deinstitutionalization processes, we further develop the theory of marketplace
sentiments by showing how sentiments operate downstream; and we provide
evidence of the sociocultural mechanisms under pinning the emotional vilification,
ster eotyping and stigmatization of consumer collectives.
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