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Zusammenfassung

Der Beitrag befasst sich zuniichst mit einer Genealogie der akademischen Konsu-
mentenforschung. AnschlieBend geht es um die Nutzlichkeit der Soziologie fiir die
schung anhand klassischer Theoreme der Soziologie. Der letzte

Konsumentenfor
Abschnitt geht sehr verknappt auf den aktuellen regionalspezifischen Stand der

Konsumsoziologie ein.
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4. Bettman's Information Processing Model of Consumer Choice

Bettman (1979) in his model describes the consumer as possessing a limited
capacity for processing information. He implicate that the consumers rarely analyze
the complex alternatives in decision making and apply very simple strategy.

In this model there are seven major stages.
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The Experiential Aspects of
Consumption: Consumer Fantasies,
Feelings, and Fun

MORRIS B. HOLBROOK
ELIZABETH C. HIRSCHMAN*

This paper argues for the recognition of important experiential aspects of con-
sumption. Specifically, a general framework is constructed to represent typical
consumer behavior variables. Based on this paradigm, the prevailing information
processing model is contrasted with an experiential view that focuses on the
symbolic, hedonic, and esthetic nature of consumption. This view regards the
consumption experience as a phenomenon directed toward the pursuit of fanta-
sies, feelings, and fun.

The TouristGaze

Elizabeth C. Hirschman & Morris B. Holbrook

H edon ic This paper defines hedonic consumption as those
facets of consumer behavior that relate to the
multisensory, fantasy and emotive aspects of

co nsu m ptio n . product usage experience. After delineating these

- concepts, their theoretical antecedents are traced,

Emer In followed by a discussion of differences between
g g the traditional and hedonic views, methodological

implications of the latter approach, and behavioral

conce pts' propositions in four substantive areas relevant to

hedonic consumption—mental constructs, product

M th d d classes, product usage and individual differences.
e 0 S an Conclusions concern the usefulness of the he-
donic perspective in supplementing and extend-

Pro pOSitions ing marketing research on consumer behavior.
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Consumer Culture Theory (CCT):
Twenty Years of Research
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This article provides a synthesizing overview of the past 20 yr. of consumer re- ti!,
search addressing the sociocultural, experiential, symbolic, and ideological aspects ‘;1
of consumption. Qur aim is to provide a viable disciplinary brand for this research s ;-:"i-‘,
tradition that we call consumer culture theory (CCT). We propose that CCT has 1 5ﬂ Bemard Cova*Robert V Kozinets = Avi Shankar

fulfilled recurrent calls for developing a distinctive body of theoretical knowledge
about consumption and marketplace behaviors. In developing this argument, we
redress three enduring misconceptions about the nature and analytic orientation
of CCT. We then assess how CCT has contributed to consumer research by
illuminating the cultural dimensions of the consumption cycle and by developing
novel theorizations concerning four thematic domains of research interest.
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Consumer culture theory
(and we really mean theoretics):

Power

CRAIG J. THOMPSON*

Marketplace Mythology and Discourses of

While drawing from general cultural myths, marketplace mythologies are tailored
to the competitive characteristics and exigencies of specific market structures,
providing meanings and metaphors that serve multiple ideological agendas. | il-
lustrate this conceptualization by analyzing mythic narratives that circulate in the
natural health marketplace. | propose that a nexus of institutional, competitive, and
sociocultural conditions that engender different ideological uses of this marketplace
mythology by two types of stakeholders: advertisers of herbal remedies and con-
sumers seeking alternatives to their medical identities. | discuss the implications
of this theorization for future analyses of consumer mythologies and for theoretical
debates over whether consumers can become emancipated from the ideological
influences exerted by the capitalist marketplace.
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Welches Verbraucherleitbild
konveniert den Verbraucherwissenschaften?

Vorhandene Verbraucherleitbilder (Auswahl):
e Der glaserne Verbraucher
e Derinformierte Verbraucher
 Der manipulierte Verbraucher
 Der moralische Verbraucher
e Der mundige Verbraucher
e Der politische Verbraucher
e Der verantwortliche Verbraucher
e Der verletzliche Verbraucher



Reflections

Consumer Culture Theory (CCT):

Twenty Years of Research

ERIC J. ARNOULD
CRAIG J. THOMPSON*

This article provides a synthesizing overview of the past 20 yr. of consumer re-
search add the i . experiential, .andid icalaspects
of consumption, Qur aim is to provide a viable disciplinary brand for this research
tradition that we call consumer culture theory (CCT). We propose that CCT has
fulfilled recurrent calls for developing a distinctive body of th tical k led

about consumption and marketplace behaviors. In developing this argument, we
redress three enduring misconceptions about the nature and analytic orientation
of CCT. We then assess how CCT has contributed to consumer research by
illuminating the cultural dimensions of the consumption cycle and by developing

novel theerizations cencemning four thematic domains of research interest.

he past 20 yr. of consmmer research have produced a
flurry of research addressing the sociocultural, expe-
riential, symbolic, and ideolog
In this article, we offer a thematic overview of the moti-
vating interests, conceptual orientations, and theoretical
agendas that characterize this research stream to date, with

al aspects of consumption.

a particular focus on articles published in the Jowrnal of

Consumer Research (JCR). Owing to the length constraint
of this forum, we regrettably cannot give due consideration
to the full spectoum of culturally oriented consiumer research
that appears in other publication venues such as the Ewro-
pean Jownal of Marketing; Culture, Markets, and Con-
stamption; International Jowrnal of Research in Marketing,
Jowrnal of Consumer Culnure; Jowrnal of Marketing; Jour-

s

*Eri¢c J. Amould is E. J. Faulkner Professor of Marketing and Director
CBA Agribusiness Programs, 310 C CBA. Department of Marketing, Uni-
Nebraska-Lincoln, NE 65588-0492, e-mul {eamould2@unl edu)
Craig J. Thompson is the Gilbert and Helen Churchill Professor of Marketin
University of Wisconsin=Madison, 4251 Grainger Hall, 975 Uni Y A
enne. Madison, WI 53706 e-mail (cthompson@ bus.wisc.edu). We thank
Dawn lacobucei for the oppormunity to orchestrate this reflection on the field
and Soren Askegaard, Russ Belk, David Crockett, Susan Dobscha, Fuat Firat,
Guliz Ger. Kent Grayson, Doug Helt n Kates, Al Mudiiz, Jeff Mumay.
Hope Schau. John Sherry. and Alladi Venkatesh for thoughtful commentary
on earlier versions. Most of all, we thank onr many colleagues who have
mspired owr thinking on matters of culnwe and consumption.
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nal of Material Culture; Research in Conswmer Behavior:
and a host of books and edited volumes. Accordin
thematic review is by no means mtended to be exhaustive
or all melusive.

Over the vears, many nebulous epithets characterizing this
research tradition have come into play (i.e.. relativist, post-
positivist, interpretivist, humanistic, naturalistic, postmod-
ern), all more obfuscating than ¢l Each fails to sig-
nify the theoretical commonalities and linkages within this
research tradition. They either place too mmch emphasis on
methodological distinetions or they mvoke overly coarse and
mereasingly irrelevant contrasts to a presumed dominant
consumer research paradigm. A more appropriate and com-
pelling academic brand would focus on the core theoretical
interests and questions that define this research tradition.
Accordingly. we offer the term “consumer culture theory™
(CCT).

This CCT 1s not a unified, grand theory, nor does it aspire
to such nomothetic claims. Rather. it refers to a family of
theoretical perspectives that address the dynamic relation-
ships between consumer actions, the marketplace. and cul-
tural meanings. While representing a plurality of distinet
theoretical approaches and research goals, CCT researchers
nonetheless share a common theoretical onentation toward
the study of cultural complexity that progranunatically links
their respective research efforts. Rather than viewing culture

© 2005 by JOURNAL OF CONSUMER RESEARCH, Inc. ® Vol 31 @ March 2005
All rights reserved. 0093-5301/2005/3104-001 7510.00

e Der Konsument ist prinzipiell ein ,,agent”,
ein Handelnder, der zumeist Kontrolle tbt.

e CCT legt explizit Wert darauf, den Aspekt
der ,, agency” zu befordern (Solidarisierung).

e ,Enabling”“ und ,Empowerment” sind
wichtige ethische Grundiiberzeugungen in
dieser Forschung (ebenso im ESA
Consumption Research Network)

e ,Consumption“und ,,Consumer“-Sein sind
Uberaus positiv besetzt, gerade wegen der
,agency“-Dimension.

* Die meisten Studien untersuchen hoch
aktive Konsumenten, meistens aus der
nordamerikanischen Mittelschicht, bei einer
Unmenge von Aktivitaten.
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The Experiential Aspects of
Consumption: Consumer Fantasies,
Feelings, and Fun

The
‘Romantic Ethic

and the Si)irit of
Modern Consumerism

MORRIS B. HOLBROOK
ELIZABETH C. HIRSCHMAN#*

This paper argues for the recognition of important experiential aspects of con-
sumption. Specifically, a general framework is constructed to represent typical
consumer behavior variables. Based on this paradigm, the prevailing information
processing model is contrasted with an experiential view that focuses on the
symbolic, hedonic, and esthetic nature of consumption. This view regards the
consumption experience as a phenomenon directed toward the pursuit of fanta-
sies, feelings, and fun.

Elizabeth C. Hirschman & Morris B. Holbrook

[ ]
H ed 0 n Ic This paper defines hedonic consumption as those
facets of consumer behavior that relate to the
multisensory, fantasy and emotive aspects of

co nsu m pti o n : product usage experience. After delineating these

- concepts, their theoretical antecedents are traced,

Em er In followed by a discussion of differences between
g g the traditional and hedonic views, methodological

implications of the latter approach, and behavioral

conce pts' propositions in four substantive areas relevant to

hedonic consumption—mental constructs, product

M th d d classes, product usage and individual differences.
e 0 S an Conclusions concern the usefulness of the he-
donic perspective in supplementing and extend-

PrOPOSitions ing marketing research on consumer behavior.
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Gegenstand

Gegenstand:

e Fiktionen/Fantasien/Imaginationen
e Geflihle/Stimmungen (,,moods”)

e Utilitarismus plus Hedonismus

Methoden:
* |nterpretative Turn
e Net/Ethnography
* |ntroversion

Theorien:

e Discourse Analysis

e Existential Psychology
e Phanomenology
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Erik Cohen 1979
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The Experiential Aspects of
Consumption: Consumer Fantasies,
Feelings, and Fun

the EXP erience
Eco nomy

MORRIS B. HOLBROOK
ELIZABETH C. HIRSCHMAN*

This paper argues for the recognition of important experiential aspects of con-
sumption. Specifically, a general framework is constructed to represent typical
consumer behavior variables. Based on this paradigm, the prevailing information
processing model is contrasted with an experiential view that focuses on the
symbolic, hedonic, and esthetic nature of consumption. This view regards the
consumption experience as a phenomenon direcled toward the pursuit of fanta-
sies, feelings, and fun.
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»EXperiential Consumption”

,Consumer Fantasies, Feelings, and Fun“:
Innerpsychische Phanomene, Emotionen und Hedonismus

Holistische Erlebnisse/Erfahrungen (physisch & psychisch & sozial)

Marketing driven (AuRenaufsicht) ¢ » Consumer driven (Innenansicht)
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Multi-sensorial: Sensualistic ¢ > Cognition-Emotion, Meaning, Reflection
Entertainment / Spectacle ¢ > ldentity / Simulation
Utilitaristic (Non) or Experiential ¢ > Universalistic (both)

Extraordinary (,,Peak Experiences”) ¢ » Ordinary & Extraordinary



Alles , Experiential Consumption®, oder was?

How to facilitate immersion in a
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The
Romantic Ethic

and the Spirit of
Modern Consumerism

., T he individual 1s both actor and
audience In his own drama, “his
own’ In the sense that he constructed
It, stars In It, and constitutes the sum
total of the audience.”

(Campbell 1987: 78)

Konsum findet dort statt, wo man
sich selber als Konsument erlebt, ob
beim aktiv oder passiven Konsum,
gleichsam als Schauspieler und
Zuschauer zugleich.
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Der Homo consumens als
(sich selbst) erlebender Konsument

Liquid Modernity/
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Obl’(;)inov

Tvav Aleksandrovich
EGoncharoV

Oblomowerei: Mit diesem Ausdruck, der aus dem
Russischen stammt (russisch: oblomowschtschina),
bezeichnet man eine Haltung, die von korperlicher und
geistiger Tragheit zeugt, eine lethargische, tatenlose
Tagtraumerei. Er geht zurlick auf den vollig passiven, nur
seinen Gedanken nachhangenden adligen Gutsbesitzer
Oblomow im gleichnamigen Roman des russischen
Schriftstellers Iwan Aleksandrowitsch Gontscharow (1812-
1891). Das literarische Vorbild dieses Typus ist die in der
russischen Literatur der 1. Halfte des 19. Jh.s geschaffene
Figur des »lberflissigen Menschen« (russisch: lischni
tschelowek). Sie erhielt in der friihen Erzahlung »Tagebuch
eines Uberfllissigen Menschen« des russischen
Schriftstellers Iwan S. Turgenjew (1818-1883) durch die
Figur des Tschulkaturin, der von sich selbst sagt, er sei »ein
Uberflissiger Mensch und weiter nichts«, ihre spater zum
literaturgeschichtlichen Terminus gewordene Bezeichnung.
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