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Consumer Culture TheoryConsumer Culture Theory
Consumer culture is the central construct. Consumer culture is the central construct. 
Consumer culture denotes a social arrangement in which Consumer culture denotes a social arrangement in which 
the relations between lived culture and social resources, the relations between lived culture and social resources, 
between meaningful ways of life and the symbolic and between meaningful ways of life and the symbolic and 
material resources on which they depend, are mediated material resources on which they depend, are mediated 
through markets. through markets. 
CCT explores CCT explores 
–– the reciprocal relationship between social and cultural contextsthe reciprocal relationship between social and cultural contexts

and the purchase and consumption behaviors in which are and the purchase and consumption behaviors in which are 
embeddedembedded

–– the heterogeneous distribution of consumption meanings,the heterogeneous distribution of consumption meanings,
–– The reciprocal relationship between selfThe reciprocal relationship between self--hood and consumer hood and consumer 

cultureculture
–– the multiplicity of overlapping cultural groupings emergent the multiplicity of overlapping cultural groupings emergent 

within the broader sociowithin the broader socio--historic frame of globalization and historic frame of globalization and 
market capitalismmarket capitalism

–– and the various modes of interaction between consumers, and the various modes of interaction between consumers, 
firms, and other stakeholders in the marketplacefirms, and other stakeholders in the marketplace



DemythologizingDemythologizing
Myth 1: Consumer Myth 1: Consumer 
culture theorists study culture theorists study 
weird contexts. weird contexts. 

Myth 2: CCT research Myth 2: CCT research 
is a of limited is a of limited 
relevance to a broader relevance to a broader 
theory of theory of 
consumption.consumption.

Myth 3 CCT does not Myth 3 CCT does not 
address the concerns address the concerns 
of managers and of managers and 
public policy makers.public policy makers.



Sources of CCT Sources of CCT 
early early BaudrillardBaudrillard: the : the 
semiotic field semiotic field 
BourdieuBourdieu: resource : resource 
endowments and endowments and 
deploymentdeployment
De De CerteauCerteau: Practices: Practices
Douglas and Douglas and IsherwoodIsherwood: : 
categories and blueprintscategories and blueprints
G. G. SimmelSimmel: subject: subject--object object 
cultivationcultivation
V. Turner: ritual actionV. Turner: ritual action
G. McCracken: the G. McCracken: the 
movement of meaningmovement of meaning



A Brief HistoryA Brief History
PeriodsPeriods
19801980--1990: Paradigm shift1990: Paradigm shift

19901990--2000: Exploration2000: Exploration

20002000--: Theoretical and : Theoretical and 
strategic codificationstrategic codification

Some People Who Did ItSome People Who Did It
Anderson, Belk, Hirschman, Anderson, Belk, Hirschman, 
Holbrook, Holman, Levy, Holbrook, Holman, Levy, 
O’GuinnO’Guinn, Olsen, Peter, Rook, , Olsen, Peter, Rook, 
Sherry, Solomon, Sherry, Solomon, WallendorfWallendorf, , 
ZaltmanZaltman
AskegaardAskegaard, , BouchetBouchet, Elliot, , Elliot, 
Ger, Ger, HeisleyHeisley, Holt, Joy, , Holt, Joy, 
McAlexanderMcAlexander, Mick, Murray, , Mick, Murray, 
OtnesOtnes, , OzanneOzanne, Peñaloza, , Peñaloza, 
Price, Price, SchoutenSchouten, Scott, , Scott, Stern, Stern, 
ThompsonThompson + anthropology+ anthropology--
inspired consultants and inspired consultants and 
consulting firmsconsulting firms
Allen, Baker, Crockett, Allen, Baker, Crockett, 
Fournier, Fournier, GeislerGeisler, Grayson, , Grayson, 
KatesKates,  ,  KozinetsKozinets, , MaclaranMaclaran, , 
Muniz, Muniz, SchauSchau, Schroeder, Schroeder



Opportunities for the Development of Opportunities for the Development of 
Consumer Centric TheoryConsumer Centric Theory

–– Resource based theory of consumer Resource based theory of consumer 
actionaction

–– ResourcesResources
LudicLudic: : MultisensoryMultisensory consumer consumer 
experienceexperience
Social: C2C marketing, Social: C2C marketing, 
communications and influence; communications and influence; 
commercial collectivities; commercial commercial collectivities; commercial 
relationshipsrelationships
Utopian: Commercial Utopian: Commercial retropiasretropias & & 
ErewhonsErewhons, including cyberspace, including cyberspace
Moral: Moral calculus Moral: Moral calculus 
Economic: Folk economics, debt as a Economic: Folk economics, debt as a 
cultural systemcultural system

–– Dialectic of consumer resistance and Dialectic of consumer resistance and 
strategic corporate appropriationstrategic corporate appropriation

–– Cultural theory of brandingCultural theory of branding
–– ConsumerConsumer--centric theory: diffusion, centric theory: diffusion, 

retailing, etc.retailing, etc.
–– The left side of the bell curveThe left side of the bell curve
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Questions?Questions?


