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ABSTRACT 

Using ‘alternative hedonism’ and ‘digital virtual consumption’ as examples, we extend existing theories of consumer imagining in terms of temporal location, triggers and outcomes. We argue that understanding this complexity will enable marketing practitioners to respond more effectively to changes within the content of the consumer imagination. 

INTRODUCTION

Daydream, fantasy, anticipation, nostalgia, reminisce, regret, and worry are all terms that might relate to the imagination. Our ability to differentiate between such terms indicates different functions and types of imaginings. Any of these terms may be used in place of imagination, but they may also help to differentiate between, albeit closely related, concepts. The imagination is taken to be our overall ability to experience things in our mind in the absence of their material presence (Casey 2000), it is responsible for a variety of mental activities (Thomas 2004), and unlike night dreams, the imagination is under voluntary control (Currie and Ravenscroft 2002). Yet this complexity of the imagination is not well covered in consumer research. 

Academics have noted that market goods and experiences are good to daydream with (e.g. see Campbell’s 1987 ‘modern autonomous hedonism’). Yet our suspicion is that there is value in developing a more complete model of the consumer imagination that makes the range and scope of imaginative spaces available – the ‘structures of the consumer imagination’ – more transparent; that recognises changes in such structures over time, and; that therefore allows for new perspectives on markets and on consumer culture. That is our first aim here, but more than this, we note a criticism that as the market has structured the imagination it has done so in a way that has produced excessive and damaging over-consumption that has ultimately lead to a financial crisis based on consumers wanting to buy ‘too much trivial stuff’ (see Barber 2007) or alternatively, a sense of boredom and ennui (Shankar, Whittaker and Fitchett 2006). The current global recession is likely a time of reflection where structures of the imagination that define the relationship between consumption and ‘the good life’ are subject to change, especially towards more sustainable living (e.g. see Shi’s 1985 review of similar sentiment in the recession of the 1970s). In this moment of collective reflection on our consumer society we note two possible trajectories: Soper’s (1998; 2007) analysis of ‘alternative hedonism’ and Molesworth and Denegri-Knott’s (2006), (see also Denegri-Knott and Molesworth, 2009 [forthcoming]) view of ‘digital virtual consumption’ (DVC). However we also see both of these as potentially limited in their focus on positive, future orientated imagining and we therefore use our extended taxonomy of the imagination to further unpack the imaginative landscape of consumer matter.

THE EXPLICIT USE OF THE IMAGINATION IN CONSUMER RESEARCH

Holbrook and Hirschman (1982) were amongst the first to acknowledge that consumers experience pleasure through fantasy. Subsequent research suggests a general acceptance that individuals fantasise about things they would like to own and experience (Belk, Ger and Askergaard 2003; d’Astous and Deschênes 2005; Fournier and Guiry 1993). Research has also noted that consumers act on their dreams, they talk about them, search for information on desired commodities, and save towards their dream objects (d’Astous and Deschênes 2005).

An array of terms have been used to refer to pre-consumption imagining including; ‘day-dream’ (Campbell 1987), ‘pre-purchase dreaming’ (Fournier and Guiry 1993), ‘consumption visions’ (Christensen 2002) and ‘consumption dreaming’ (d’Astous and Deschênes 2005).  What these conceptualisations have in common is a future orientation and this leads to a dominant theory of the consumer imagination that is based on ‘desire’. Desire drives the creation of consumption based daydreams, which in turn intensify desire and motivate actual consumption as consumers seek to actualise or partially actualise what they imagine (Belk 2001; Belk, Ger and Askergaard 2003; Campbell 1987; d’Astous and Deschênes 2005; McCracken 1988).

According to Campbell (1987), McCracken (1988) and Belk, Ger and Askergaard (2003) consumer desire is created through meaning that we attach to goods - they symbolise a certain way of being: a better lifestyle; an enhanced identity, or; an idealised version of life, which we seek to realise through purchasing material goods. One attraction of this approach is that it may explain the process of endless wants and desires as possession of the desired good cannot live up to the embroidered pleasures created in the imagination (Campbell 1987; McCracken 1988). Disappointment causes us to renew our desire for a new object and so the process of creating pleasurable daydreams about desired goods starts over. Even if possessed goods do not ‘fail’ to live up to imaginings in this way Belk, Ger and Askergaard (2003) argue that once in possession an object can no longer be desired, and as desire is the sought after experience consumers must attach their desire to something new such that wanting and desiring rather than having becomes the consumer’s main focus.  

The concept of desire highlights the important role that consumer goods take on in structuring the imagination. We associate all sorts of life aspirations and events with goods and our consumer society stimulates such feelings, for example through: advertising, branding, retailing, packaging, window shopping, television, film, magazines, the internet, word of mouth conversing and observation of others (Belk 2001; Belk, Ger and Askergaard 2003; Falk and Campbell 1997; Featherstone 1991; Friedberg 1993; McCracken 1988; Stevens and Maclaran 2005). In other words much of our leisure and media use aids the construction and actualisation of consumption-related imagining. 

NEW CONSUMER DESIRES

A reflection on such positive, future orientated consumer imagination has prompted others to
consider developments in the ways in which the consumer imagination may be structured, and if we expect a relationship between the imagination and economic activity, these ‘trajectories’ may be significant for areas of future economic growth.  We consider two possibilities here.
Firstly, Soper (1998; 2007) explores ‘alternative hedonism’. Here the individual may come to imagine and then seek to actualise pleasures that are generally denied or even undermined by the market, possibly prompted by disillusionment that the market is capable of delivering on its promises of the ‘good life’. These reflections may therefore lead to resistance to the market and/or align individual desires with more civic and ethical possibilities. For example, a desire for more open, green spaces in cities – for fresh air and peace – may lead to support for public parks and to a political will to prevent commercial developments in green spaces. For Soper such sentiment in consumers may lead to the possibility for policy that is more sympathetic to green issues in general and therefore changes in economic structures. Such an analysis of individuals’ future-orientated, positive imagining also ties this work to a much larger body on voluntary simplicity (Doherty and Etzioni 2003; Elgin 1993[1981]; Schor 1998) where thinking about the ‘good life’ means imagining a society with less consumption. 

Alternatively Molesworth and Denegri-Knott (2006) note that the failure of the material marketplace to sustain pleasurable cycles of desire may encourage ‘escape’ into digital virtual spaces where online and console videogames and ‘game-like’ websites offer new desires and new forms of actualisation, such as trips to other worlds, ‘ownership’ of digital virtual luxury goods, and possibilities to live out exotic other lives.  Here we see a warning that individuals’ reflections on the failures of markets to sustain promises of the ‘good life’ may lead to retreat into further individualised and episodic lives rather than some re-engagement with civic and collective narratives of progress (Molesworth 2009). This is an implicit reference to a ‘market determinism’ where the market is looked to, to solve social problems. 

However both these discourses consider the consumer imagination in terms of future-orientated positive emotions only – i.e., what individuals desire and how it is elaborated in their imaginations. Our task now is to explore how the structures of imagining that are used here may be further conceptualised such that a fuller understanding of the complexities and nuances of consumer imaginings may be understood. 

THE IMPLICIT USE OF THE IMAGINATION IN CONSUMER RESEARCH

Other research has dealt with the consumer imagination in more implicit ways - i.e., often not using the term ‘imagination’, but noting elaborated thoughts, or worries about consumption.  For instance negative post-consumption thoughts have been explored as dissonance (Oshikawa 1969) and more recently as ‘buyer’s remorse’; post-purchase feelings of regret, generally in relation to how a foregone alternative may have had a better outcome (Tsiros and Mittal 2000). Alternatively satisfaction research focuses on how consumers’ feel regarding the outcome of a situation compared to the expected (read: imagined) outcome (Oliver 1980).  These areas of study present opportunities to compare imaginative and real experiences, and emphasise short-term reflective or past-orientated imagining.

Research has also been conducted on nostalgia as it relates to consumption (Havlena and Holak 1991; Holbrook 1993). Nostalgia is seen as positive reflection on past experiences, often from childhood, it is therefore also past-orientated imagining triggered by a variety of personally relevant stimuli (Holbrook and Schindler 2003). This is significant because it suggests that consumption experiences may ‘live on’ in our imaginations long after initial future-orientated desire has passed.  

Together these studies suggest the possibility of both positive and negative imaginings and a focus on both the past and the future. Thus, alongside Soper’s (1998; 2007) conceptualisation of ‘alternative hedonism’ with its call for future orientated positive imaginings to be ‘nudged’ away from the current focus on endless consumption, we might consider other anti-consumerist calls. For instance, those of Greenpeace or Adbusters that may focus on instilling a negative view of the future where the planet is damaged (especially for others) or where the consequences of consumption produce a bleak personal outlook (in the case of health information about obesity, drinking, or smoking, for example). Similarly we might consider that along with the desire for spectacular futures filled with the exotic noted by Molesworth and Denegri-Knott (2006) regular users of videogames may become nostalgic for ‘simple’ pleasures, or even for material experiences, or may regret time ‘wasted’ playing games (e.g. consider Caru and Cova’s (2003) review of a loss of contemplative time). Market activity may therefore result from the complex interactions of such positive and negative, past and future structures of the imagination. Broadening the scope of the consumer imagination may uncover other forms of imagining that take place throughout the consumption experience.

A BROADER VIEW OF THE CONSUMER IMAGINATION 

We now want to consider six key aspects of the imagination broadly identified by Singer (1966) whose work is drawn on by many nstance, r contradict. The  'o which an understanding of structures of the imagination may lead to attempts by marketers aresearchers. These are the importance of mental imagery and thought, bodily sensations and emotion, temporal setting and the degree to which imagined events are possible. 

Mental Imagery And Thought

Mental imagery is a representation of something in the mind and may incorporate sight, sound, smell, taste and touch (MacInnis and Price 1987). For example, we can picture what our living room looks like, the smell of fresh bread, the taste of strong coffee, the sound of a sports car, and we can imagine the warmth of a fire. A variety of researchers note that visual imagery is the most common feature of daydreaming, (Singer 1966; Klinger 1990) and perhaps it is this visual focus that allows the sorts of digital virtual experiences that Molesworth and Denegri-Knott (2006) note to be so compelling. In videogames players cannot feel, smell, taste or touch, yet the largely visual illusion produces desire. On the other hand, Soper (1998; 2007) notes that it is often the impoverishment of the broader senses in the commercial city that may encourage a desire for alternative hedonism. 

Daydreams also contain self-talk, or an ‘interior monologue’ (Klinger 1990; Singer 1966).  Klinger (1990, p.68) asserts that we ‘silently talk to ourselves’ the majority of the time, ranging from just a few words to full running commentaries accompanying the mental imagery we create. As a type of thought daydreaming may be distinguished from other kinds of thought such as ‘problem solving’ or ‘decision making’ on the basis that it does not seek to achieve a ‘mental result’ (Klinger 1990, p.18), rather the intention may be to escape reality and gain pleasure from our imagination (Campbell 1987). This leads to the consideration that different forms of imagining may have different purposes and we consider this below.  

Emotion And Bodily Sensations

It is established that ‘imagery produces physiological effects that mirror perceptual processes’ (MacInnis and Price 1987, p.474). Put simply; visualising an object or event, may arouse the same emotions and effect on the body as actually seeing the object or experiencing the event in material reality so that we react subjectively as if it were ‘real’ (Campbell 1987; Klinger 1990). Again, this aspect of the imagination may allow for DVC and is the basis for the imagination as a source of hedonism, or pleasure. We can also have subsequent emotional reactions that may conflict with how we felt during the daydream. For instance, you may feel happy and excited during a daydream about a holiday, but afterwards realise that it is unlikely to materialise due to various constraints and feel negatively (depressed, upset) towards it as a consequence (d’Astous and Deschênes 2005). These sorts of emotional reactions are very much classed as part of the imaginative experience (Christensen 2002). However this aspect of reflecting on daydreams is under-considered in consumer research and may have a significant bearing on actions taken by consumers to either modify their daydreams so that such negative emotions are not experienced, or to change their behaviours.

Temporal Setting

As we have noted in the review of consumer research, we have the ability to imagine objects and experiences from our past, present and future (see also Singer 1966; Klinger 1990; Giambra 2000). The temporal setting allows us to distinguish forms of imagination, for example, nostalgia and reminiscing are a longing for the past (Holbrook 1993) and anticipation and wishing refer to imagining the future (Belk, Ger and Askergaard 2003; Campbell 1987). Other terms are less easy to distinguish based on these criteria. A daydream, for instance, can be based in any temporal setting (Klinger 1990; Singer 1966) and can vary from mundane anticipation to elaborate wishes (Belk 2001; Cohen and Taylor 1976).  

However, Klinger (1990) notes that daydreams about the present actually make up the majority of daydreams, occurring when we imagine how the situation we are in may unfold in the next few moments. As such they are fleeting and unmemorable. This more mundane type of imaginative anticipation requires little elaboration because our expectations are based on routine (Campbell 1987). On the other hand both past and future orientated daydreams are considered to be more memorable because they involve more emotion and reflection (Klinger 1990). Here a greater temporal distance produces complex reflection on life that may include the more ‘superficial’ and routine imaginings such that it is possible that the daily ‘grind’ of negative thoughts produces larger daydreams that lead to the sort of resistance that Soper (1998; 2007) identifies. 

Level of elaboration and temporal location of a daydream denote different kinds of imaginative experience but whatever the temporal orientation, daydreams are grounded in real events and this may differentiate daydreams from fantasy (Campbell 1987).

Fantasy-like Embellishment

The use of the terms ‘daydream’ and ‘fantasy’ are used inconsistently across the literature, sometimes as synonyms (Holbrook and Hirschman 1982), sometimes with daydreaming as a form of fantasy (Klinger 1990; Rook 1988), and sometimes as significantly different (Giambra 2000) – which is our stance here. It may be useful to distinguish between fantasy and daydream according to the degree to which material reality is adhered to. 

Campbell (1987) stipulates three imaginative phenomena, each of which hold a different position on the reality–fantasy continuum (Christensen 2002). Imaginative anticipation is our expectations about ‘the way in which an existing course of events might develop’ (Campbell 1987, p.83), guided by our current reality and experience of the past. Fantasy on the other hand ‘by its nature is not reality’ (Christensen 2002, p.55), to the extent that fantasies are considered to be ‘incompatible with paramount reality…an alternative world’ (Cohen and Taylor 1976, p.73), which may involve impossibilities, such as possessing magical powers. Daydreams, however, sit in the middle and with pleasure as the guide they may be crafted to include events that are highly unlikely to occur in real life, that is, they may be embellished with fantasy (Campbell 1987; Christensen 2002). Such fantasy-like embellishment or abstraction (Shields 2003) refers to the stuff of fiction (e.g. films and books which daydreams can come to represent) in that it is not probable but may be hopeful. Pure fantasy represents no possibility of actualisation, which is problematic for the pursuit of pleasure (Campbell 1987). However this is possibly key to the idea of DVC, where videogames aid in the negotiation of ‘real’ experiences with fantasy embellishments, allowing fantasy to be actualised within the game (Molesworth and Denegri-Knott 2006).

The Triggers For Imaginative Experiences 

We have hinted that daydreaming in a pre-consumption context is often activated on demand and returned to and modified to become more pleasurable and vivid (Campbell 1987; d’Astous and Deschênes 2005) however, there are prompts and triggers that may cause an individual to direct attention away from paramount reality, so we also experience spontaneous, involuntary daydreams (Singer 1966). The assumption in psychology that daydreams are predominantly unintentional leads us to question how something spontaneous and involuntary can be considered elaborate and involved. When we look at how unintentional daydreams are triggered it becomes apparent that although they may not be indulged in deliberately – individuals may not consciously ‘schedule’ them – ‘their timing and substance…are definitely not random’ (Klinger 1990, p.76), because they are linked to our concerns and emotions.  

Daydreams are based on our goals and desires, whether major or trivial (Klinger 1990), and consequently may be triggered by ‘goal reminders’ (p.35); something associated with the goal, such as words, events or thoughts. When we come into contact with a goal reminder, at a time when we are unable to meet the goal perhaps because some kind of constraint prevents it, we react to it mentally as a daydream. This view seems well suited to daydreams and imaginings about current concerns (unmet goals and unfinished business) when daydreaming is said to help organise and remind us (Klinger 1990). For example, you see wine at the supermarket, which reminds you about a dinner party you are to host, which then sends you into a daydream about dishes you could serve and so on, but this pattern can also be extrapolated to more distant and important goals and desires. Molesworth (2009) notes how DVC may be a form of imagined escape to deal with dull experiences at work, problems at home, or even thwarted career aspirations. For example, a frustrating evening commute reminds the player about their desire to own and drive a luxury sports car, which leads to a session on a driving videogame on arrival at home. 

Stimuli may also be used intentionally by individuals to intensify their desire (Belk 2001; Belk, Ger and Askergaard 2003). Hence we also start to see that in an environment dominated by commercial messages, these form a significant amount of the triggers for our imagination and as Soper (1998; 2007) implies, calls for alternative hedonism are marginalised. We are surrounded and surround ourselves with commercial messages about things we can, might and should really want, and embracing technology seems to provide an easier solution to managing the imagination than resistance to material desires. 

Unintentional past-orientated daydreams are triggered by stimuli that we have an emotional bond with because they were once related to our goals (Klinger 1990). For example you may replay pleasurable experiences from a holiday for weeks or months after your return because certain stimuli remind you of the wonderful time you had. As many of these past experiences are themselves consumption experiences, the market is also well placed to remind us of these and this is a further ‘problem’ for alternative hedonism because it may too often be a yearning for something we have never experienced, or done so only fleetingly. We might see how both the Mini and Beetle brands have been created out of a sense of nostalgia for their original 1960s versions – even though both differ considerably from their originals – whereas the rejection of the consumer society at the same time finds little outlet today where every experience must be paid for. 

Purposes And Outcomes Of Imagining

It should be clear by now that as Klinger (1990) argues, the imagination has an important role and many uses in our lives. For example anticipation may be indicative of planning or rehearsing and a daydream may be pleasurable (Campbell 1987), while fantasy is indicative of escape (Cohen and Taylor 1976). 

Pleasure is central to future orientated imagining to the extent that Campbell (1987) recognises that we may experience greater pleasure in our imagination than in reality. Yet it is also evident that we can attain pleasure from past orientated daydreams that offer the opportunity to replay enjoyable experiences (Klinger 1990). We have also noted the potential for anticipatory consumption to be used for compensation (d’Astous and Deschênes 2005; Fournier and Guiry 1993). When constraints prevent us from achieving the stuff of our dreams, imagining provides compensatory pleasure. Purposive imagining is therefore a coping mechanism (Christensen, Olson and Ross 2004) or surrogate experience (MacInnis and Price 1987); we turn to our imagination to escape (Cohen and Taylor 1976) and the development of videogames and other DVC is seen by Molesworth and Denegri-Knott (2006) as the multi-billion dollar market response to such a need. Soper (1998; 2007), on the other hand, considers a retreat from the market as another possibility. During a recession constraints on consumption may become even more prevalent and as financial and employment worries, added to environmental concerns prevent consumers from making ‘unnecessary’ purchases we may see more of such imaginative ‘work’ as necessary. 

Daydreams about future events provide opportunities to explore and rehearse, which aids decision-making and planning (Christensen, Olson and Ross 2004). The imagination provides a valuable opportunity to play out various scenarios and imagine the consequences of several alternatives, and this feeds into the decision making process (Phillips, Olson and Baumgartner 1995). Planning, is also a benefit of imagining future situations and shares a likeness with Klinger’s (1990) organisation function of daydreaming; we can prepare, anticipate and organise ourselves through the use of images (Christensen, Olson and Ross 2004).  

The rehearsal quality of imagining lends itself to positive and negative events. As well as helping us figure out goals and desires that we want to pursue, worried and unhappy daydreams help us to plan and rehearse based on things that we fear and want to avoid (Klinger 1990). So along with alternative hedonism there may be useful imaginings about the consequences of over-consumption, and along with the escapism pleasures of videogames there may be reflections on in-game experiences that lead to consideration of aspects of the material world (indeed this is a common line in discussing the reflective, or persuasive aspects of games, e.g. see Turkle 1995). Past orientated daydreams in particular can provide lessons to learn; negative experiences of past events can teach us how to behave in the future or how we would behave differently if a situation arose again (Klinger 1990) and so we might wonder at the lessons individuals will take from the current recession as they reflect.  

A key point here is that unlike escapism and even the romantic pleasures of desire, the rehearsal, planning, learning and decision making processes of imagining offers motivation for action (Belk, Ger and Askergaard 2003; Klinger 1990); in this way imagining is essentially preparation for ‘real’ life. The stuff of daydreams, and of worries therefore constantly provides something for us to aim for, or aim to avoid.

A TAXONOMY OF CONSUMER IMAGINING

We have demonstrated that there are more aspects of imagining than have been explicitly considered in consumer behaviour research. The range of characteristics that have been discussed exist on a dimensional scale and present a variety of imaginative experiences that may be mapped according to four main elements; the temporal location, range of emotions experienced (positive or negative), degree of abstraction and level of elaboration. When these elements are experienced in different ways and combinations the outcome is different imaginative experiences, which constitute different forms of imagination. For example ‘pre-consumption daydreaming’ is set in the future, features positive emotions, is highly elaborated and may involve abstraction. Nostalgia also features positive emotions, is highly elaborated and may involve abstraction, but is set in the past. The temporal location is the distinguishing feature here. In addition we can also note the range of things that might prompt imagining, the purpose of different forms and the degree to which they might set goals for behaviour. Table 1 sets out a variety of imaginative experiences that constitute different forms of imagination related to consumer behaviour, based on the elements explained above. An issue here is the degree to which an understanding of structures of the imagination may lead to attempts by marketers and others (e.g. policy makers) to ‘manage’ these structures.

We have tried to capture a range of types of imagining that illustrate the elements, purposes and outcomes that we have identified, but it is clear that there may be other terms that could be added as synonyms or as discreet categories. We note the degree to which prompts are the day-to-day stuff of everyday life, or some more persistent ennui, or need to escape. We then consider the range of emotions that allows us to distinguish between positive and negative forms of imagining; temporal location considers a focus on the past or the future; level of abstraction captures the degree of fantasy-like embellishment possible, and elaboration denotes the intensity of an imaginative experience in relation to the mental imagery, thought, emotion and bodily sensations. From this we note the purpose and the outcome in terms of possible market behaviour. Finally we include examples from the literature to illustrate the types of goods and experiences that have been found to lend themselves to each form of imagining. However, it should be remembered that a broad range of products, services and experiences could be associated with all forms of imagining and our invitation to marketers is to give more consideration to the ways products interact with the imagination; how numerous forms of imagining may be experienced in relation to just one object.

This working taxonomy offers a broader, systematic overview of different uses of the imagination than is acknowledged elsewhere, including by either Soper (1998; 2007) or Molesworth and Denegri-Knott, (2006) and may be used as a basis to guide research that should endeavour to understand the variety of imaginative experiences related to consumption in greater depth. Although many of these terms may be used synonymously, here we have tried to separate them according to the characteristics reviewed. However, we note the complexity and the way prompts, purposes and outcomes may overlap or contradict. The imagination is highly situated, based on individual circumstance and past experiences. This has implications for the sorts of studies that may capture details of the structures of the consumer imagination.

Insert Table 1 about here  
Implications For The Trajectory Of Consumer Imagining

The consumer imagination is not just about pre-consumption desire as it is often presented in consumer research, although the reasons for the focus on positive future-orientated imagining is obvious (it is where our desire to buy and experience ever more in the market comes from and it is where the future may be glimpsed). However, our call is for a fuller understanding of the complex and contradictory nature of consumer imagination practices. In the current economic climate this is both timely and necessary in order to help marketers, by enabling them to respond more effectively to consumers’ worries, regrets, hopes and dreams, including perhaps desires for more sustainable consumption that allows alternative hedonism.  

A way to understand the scope of the consumer imagination is to study a range of imaginative phenomena as they occur in a consumption situation. To date research often focuses on categories of products in relation to a specific (imaginative) concept (e.g. studies of buyer’s regret and satisfaction have looked at the purchase of cars (Keaveney, Huber and Herrman 2007). While this gives research a context it may limit the scope of exploration possible with regard to imaginative forms. Our call is for research to trace the ebbs and flows of imagination practices, noting how they drift from one to another, for example from pleasurable pre-consumption daydreams that get embellished over time, to more realistic plans, to post consumption worry and disappointment and then to enjoyable reminiscences and finally nostalgia. What seems clear is that the same goods and experiences may move between these imaginative states such that a car that was once an exciting daydream may become that which is anticipated when the loan gets agreed, or that job is got. But this same desirable car may also then become the thing that produces angst (did we buy the right one with the right options?), and then worry (what if it gets damaged or stolen?) or even regret (as we consider its impact on the environment). Here disillusionment with the pleasure cars provide or promise may lead to a desire for alternative hedonism, or even for the pleasures of DVC. There may of course be many other trajectories and the issue is whether these support market based desires, or result in a rejection of the market as a source of pleasure altogether. Of course another possibility may be the Buddhist tradition of training the mind not to desire, (e.g. see Fromm’s 1976 call for a reflection on having and a focus on being).

We also need to consider prompts, purposes and outcomes of imagining. The problem for a resistance line of argument is that the prompts for a continued market focus may swamp calls for alternative hedonism. This is not just advertising, but the collective experiences of pleasure that consumers may draw from to construct new daydreams or to produce pleasurable nostalgia. Alternative hedonism may require not just new daydreams of non-market pleasures (a rejection of pleasurable consuming futures), but a rejection of the pleasures of a consuming past and inoculation against the ever-present calls of advertising, promotions and shop displays (e.g. consider the calls in Klein (2002), or on the Adbusters website). Understanding the consumer imagination in such circumstances may require sensitive phenomenological investigations that are able to capture the life-worlds and lived experiences of consumers (e.g., see Thompson 1997; Thompson, Locander and Pollio 1989)

For marketing the implications of such scope in the imagination may already be implicitly understood. Desire through daydreaming and fantasy is sought in order to drive sales; reminiscing and nostalgia may result in loyalty and more sales (especially of ‘retro’ products); regret and worry may reduce sales and loyalty for some, but energise insurance and other markets; the excitement of anticipation may lead to sales, but angst may prevent them. With consumer practices informed by elaborate imaginative activities we may also note the potential for new business models that exploit in new ways the imaginative spaces that we have described and speculate about how marketers could put this to use. For example, in order to sustain desire whilst waiting for a holiday or for delivery of a new car, businesses could point customers to various imaginative resources related to the purchase such as film, magazine, book or website recommendations – in effect encouraging various ‘approaching behaviours’ (d’Astous and Deschênes 2005). Post-purchase, positive reviews about the products could be sent in an effort to ratify the purchase and reduce the likelihood of dissatisfaction, along with recommendations for complimentary purchases. However there is also a social responsibility to consider the ways in which the marketing process helps to structure the imagination only in ways that encourage consumption, even trivial, or over-consumption. If we are to hope for more alternative hedonism (and less individualised and escapist DVC) there may be difficult policy issues relating to restrictions in advertising and promotion and in support of alternative daydreams (for example issues relating to planning of open and green spaces and of public goods in general) and as we noted at the start, the current recession - when there is a collective moment of reflection on our consumer society - may be a good time to consider these ideas in detail. 
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Table 1. Taxonomy of the Consumer Imagination





	Form of imagination 
	Prompts
	Emotion

	Temporal location
	Level of
Abstraction

	Elaboration

	Purpose
	Possible outcome
	Example product category

	Fantasy
	Boredom/ unpleasant experience
	Positive
	Not defined
	Very High
	Very high
	Compensation/ Pleasure/ Escape
	Escapism/
Digital virtual consumption
	Videogames and websites, e.g. World of Warcraft (Molesworth and Denegri-Knott 2006). Picturing oneself as as someone else e.g. someone from history (Campbell 1987)

	(pre-consumption) Daydream
	Marketing material/ Boredom/ Current concerns
	Positive
	Future
	High
	Very high
	Compensation/ Pleasure/
Explore/
Plan
	Consumption/ Resistance to consumption
	Cars, houses, holiday homes, travel experiences, expensive items of clothing (Belk, Ger and Askergaard 2003, d’Astous & Deschênes 2005)
Relocation, greater sense of community, more time (Soper 1998; 2007)

	Anticipation/
Expectation
	Immediate concerns
	Positive/ Negative
	Near future 
	Low
	Low
	Rehearse/ Decide
	Consumption
	Planning dinner, food shopping, getting petrol, going out to eat (Christensen 2002)

	Reminisce
	Familiar objects or events
	Positive
	Near past
	Low
	Low
	Pleasure/
Learn
	Formation of routine, or habit
	As nostalgia but less intense

	Nostalgia
	Objects and events from the past
	Positive
	Past
	High
	Very high
	Compensation/ Pleasure/
/ Learn
	Escapism/ Consumption
	Holidays, Souvenirs (Holak & Havlena 1998; Urry 2002)
‘Retro goods’, e.g. new VW Beetle (Rindfleisch, Freeman and Burroughs 2000). 

	Worry
	Current concerns/ Unpleasant experience
	Negative
	Future/
Past
	Low
	High
	
Plan / 
Avoid
	Consumption/ Resistance to consumption
	Cars, recreational possessions (Richins 1997)

	Buyers Regret/
Disappointment/
Dissatisfaction
	Immediate purchase/ or non-purchase
	Negative
	Near past
	Low
	Low
	Learn
	Consumption/ Non-consumption
	Cars, IT goods, restaurant experiences (Keaveney, Huber and Herrmanl 2007)
Branded Vs generic goods, engagement rings, gifts (Tsiros & Mittal 2000)

	Regret
	Objects and events from the past
	Negative
	Past
	High
	Very high
	Learn/
Plan
	Consumption/ Resistance to consumption
	As buyer’s regret but more long lasting/intense
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