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Abstract 
In this thesis, I explore and conceptualise how resonance can be market-
mediated. To do this, I unravel the theoretical context of past-themed 
consumption and marketing. My exploration is based on five standalone papers 
that all investigate past-themed consumption and marketing. Two of these 
papers are empirical and employ the context of the Danish vintage cycling 
community. Three papers are conceptual. The findings drawn from all these 
papers reveal how market-mediated resonance is created through play. 
Specifically, I identify four types of play: communal play, ideological play, 
material play, and temporal play. These serve as gateways for consumers to 
experience resonance. The contribution of this thesis is threefold. First, it 
introduces resonance theory to consumption and marketing theory by 
identifying play as the gateway between consumption and resonance. Second, 
it refines resonance theory by offering a more nuanced understanding of how 
resonance can be market-mediated. Third, it contributes by showing that 
consumers turn to the past during societal turmoil because the past is a resource 
for experiencing resonance. 

 

 

Keywords: Resonance, Past-themed consumption, Past-themed marketing, 
Nostalgia, Play, Consumer resistance, Consumer resonance. 
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Chapter 1: Introduction 
Informant: Maybe you’ve seen what people do with glasses. You know 
someone gets a glass and they go like (imitates gently hitting a glass 
while making a sound) and steel frames do that as well. If you flick the 
long top of a frame it goes (imitates sound of gently hitting a glass). 
And if you just lift it up two centimetres, drop it onto the floor it goes 
(gentle sound). It’s alive. Whereas the carbon bike it just dumps down 
and stops. The steel bike, it almost vibrates.  

Interviewer: And why is that nice?  

Informant: Because it’s… uh, yeah, you’re right, I don’t really know 
why, but just talking about it makes my hair stand. 

 

Excerpt from an interview with a vintage cyclist where he explains how he 
feels when a steel bike vibrates. Could it be resonance? 

This compilation thesis shows how resonance can be market-mediated in the 
conceptual context of past-themed consumption. This preamble is a meta-
analysis of the papers in which I expand on existing theoretical conclusions 
from the standalone papers.  

1.1 Rewinding Time 
To set the scene for my exploration of resonance, it is useful to briefly look at 
how consumption has become a dominant human practice that permeates 
society and our lives (Baudrillard, 1998/1970; Lukács, 2017; Sassatelli, 2007; 
Slater, 1997). The past has become a particularly pertinent playground for 
consumption in the sense that people want to engage with the past through 
consumption. This is shown by how many consumption and marketing 
phenomena today draw heavily on the past. Vintage clothing has become a 
status marker (Jacobs, 2020); many chart-topping songs use samples from the 
past (Ruggieri, 2021); old Panini cards of footballers from the 1980s are being 
sold for large sums (Foster, 2021); a practice like knitting has re-emerged as a 
hobby among the youth (George, 2020); and even ABBA have made a 
comeback! All of these are examples of how people find meaning in 
consuming the past. Wherever we see consumption, marketing is not far away.  

Past-themed marketing is here understood as commercial activities which 
appropriate cultural material from the past. The marketing of the past thereby 
becomes a way to attract consumers who desire the past. The roots of this 
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frenzy for the past are the focus of this thesis. However, before specifying my 
line of enquiry, it is first necessary to understand the broader context of the 
thesis. This is why in the next section I will introduce the way in which the 
thesis relates to the consumer society and the implications of the emergence of 
the consumer society. This will set the scene for the overall topic of the thesis, 
which will be specified later in the purpose section (Section 1.4). 

1.2 Setting the Scene 
Consumption has become omnipresent in most (Western) societies 
(Baudrillard, 1998/1970; Lukács, 2017; Sassatelli, 2007; Slater, 1997). People 
have been transformed into consumers who find meaning in consuming 
products, services, and practices (Arnould & Thompson, 2005; McCracken, 
1986). They do so to build identity (Belk, 1988); be part of consumer 
collectives (Muniz & O'Guinn, 2001; Schau, Muniz, & Arnould, 2009; 
Schouten & McAlexander, 1995); and to express ideological stances 
(Askegaard, 2006; Holt, 2006; Holt & Cameron, 2010; Kozinets & 
Handelman, 2004). This has the consequence that society has converted into a 
consumer society (Baudrillard, 1998/1970). However, as society is constantly 
changing, this is reflected in how people consume. This is a response to how 
society is being governed by an escalatory logic of acceleration (Husemann & 
Eckhardt, 2019; Rosa, 2013). For some, this leads to a state that can be 
characterised as alienation (Rosa, 2016). When experiencing this sort of 
societal turmoil, certain consumers tend to turn to the past for moral stability 
(Brown, Kozinets, & Sherry, 2003).  

From the perspective of this thesis, consumers are in search of resonance. I will 
return to this central point later. However, before problematising and 
unravelling resonance, I wish to provide a more elaborate explanation of the 
background for the thesis. 

A key premise behind consumption’s dominance in society is the ability of 
consumption to offer meaning for consumers (Arnould & Thompson, 2005). 
This movement of meaning between consumption and consumers operates via 
culture (McCracken, 1986). Specifically, the meaning transfer plays out in a 
dialectical relationship between consumption and society (Holt, 2002). This is 
exemplified by the ways in which successful brands are reflections of societal 
developments (Holt, 2004, 2006; Holt & Cameron, 2010). This relates to the 
axiological goal of consumption. Historically, consumption was meant to fulfil 
functional needs. However, the circulation of objects has existed for thousands 
of years (Mauss, 1954/1990; Sahlins, 1972; Weiner, 1985) and in that sense 
parallels contemporary capitalist society, as it is also organised through 
circulation of objects. Moreover, this earlier circulation of objects showed how 
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objects also contain symbolic value. That objects, or in other words, products, 
have symbolic dimensions consequently challenged an earlier notion that 
products only fulfil functional needs (Levy, 1959). This change in perspective 
has led scholars to view consumption as not only serving functional and 
practical purposes but also concerning consumers’ search for fantasies, 
feelings, and fun (Holbrook & Hirschman, 1982).  

This search for fantasies, feelings, and fun relates to how consumption is a way 
of communicating through symbols. Specifically, consumption has been 
compared to a language because consumption can be understood as a way of 
encoding messages that other consumers then decode through meaning 
systems (Baudrillard, 1994, 1998/1970; McCracken, 1990). This means that 
products are no longer defined purely by their use but also by what they signify. 
The consequence of this is the emergence of the sign economy, where 
consumers and brands exchange signs in an intricate system of symbols 
(Baudrillard, 1994, 1998/1970). So, this means that although consumption is 
masked as simple fun, it is also about who can win the most desirable signs. 
According to Baudrillard (1998/1970, p. 94), this means that consumption has 
become ‘a ludic abstraction of competition’. So this system of signs is no 
longer about what consumers need but rather what they desire (Belk, Ger, & 
Askegaard, 2003). Enmeshed in this consumer desire, ‘consumption represents 
a site where power, ideology, gender, and social class circulate and shape one 
another’ (Denzin, 2001, p. 325). This is a result of how consumption objects 
become containers of ideological agendas (Askegaard, 2006; Holt, 2006; Holt 
& Cameron, 2010). Here, Holt (2002, p. 80) writes that ‘Consumer culture is 
the ideological infrastructure that undergirds what and how people consume’. 
Overall, the implication is that consumption is something that conveys 
meaning to consumers by appropriating cultural signs and, furthermore, that 
consumption is masked as fun but can also have ideological dimensions.  

As consumption is a reflection of societal developments, it is noteworthy that 
a range of social scientists have highlighted how people express a scepticism 
towards contemporary society (Baudrillard, 1998/1970, 2000/1969; Bauman, 
2000; Rosa, 2013, 2016). Furthermore, it should be added that much of this 
scepticism is related to the market. This is interesting because, as shown 
earlier, market resources usually feature prominently as a source for meaning-
making. Ritzer (1996) has explained how society is characterised by a 
‘disenchantment’, which refers to society being perceived as dull and boring. 
According to Ritzer, this stems from what he terms ‘McDonaldization’. This 
encompasses the ways in which society is shaped by an increased focus on 
efficiency, calculability, predictability, and control – or processes of 
rationalisation, which make people disenchanted. The ‘growth society’ might 
be understood as a result of this disenchantment (Baudrillard, 1998/1970; 
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Rosa, 2013, 2016). This relates to how society has been structured in a way 
that necessitates constant growth. This constant growth has been 
problematised, as it not only relates to achieving growth but also to maintaining 
a status quo (Rosa, 2013, 2016). This creates a need to ensure optimisation not 
just for society and businesses but also for individuals, which Rosa refers to as 
a compulsion to accelerate. This results in what he calls a ‘frenetic standstill’, 
meaning that there is a constant push to accelerate despite society being unable 
to make structural changes (Rosa, 2013). The inertia of being unable to do 
something about the increasing acceleration results in alienation. This, in turn, 
has implications for how people experience increased levels of stress and a 
general discomfort in their lives, which is exemplified in how people are 
struggling to establish an identity (Bauman, 2000). This means that people’s 
identities become fragmented (Brown, 1995) and require identity-work to re-
acquire an identity (Belk, 1988). Individuals try to resolve this fragmentation 
by interacting with the market and using consumption to create an identity.  

This is, however, a paradox, as people are simultaneously expressing distrust 
with the market. The distrust relates to how marketing is contributing to 
making society hyperreal (Brown, 1995; Firat, Dholokia, & Venkatesh, 1995), 
which denotes how the real has been skewed to an extent where it has become 
nothing but an abstraction of reality (Baudrillard, 1994). Consequently, one 
layer of the disenchantment is rooted in the ways in which the market has 
complicated consumers’ search for authenticity. This complexity has been 
outlined in earlier research showing how some consumers are now deliberately 
searching for the inauthentic, to achieve something that – paradoxically – at 
least simulates authenticity (Hietanen, Murray, Sihvonen, & Tikkanen, 2020). 
In that sense, some consumers have become defeatist about achieving 
authenticity. Here, it could also be noted that some researchers have argued 
that capitalism is breaking down as primary ordering system (Fisher, 2009). In 
a marketing context, this has been termed ‘terminal marketing’, which denotes 
how market actors have given up and no longer want to be faced by the bleak 
realities of contemporary society (Ahlberg, Coffin, & Hietanen, 2022). For 
some, this has resulted in a sense that the future seems cancelled, which ensures 
a state of total apathy with the world (Ahlberg, Hietanen, & Soila, 2021).  

This is all contributing to what Rosa (2016) calls a ‘mute relationship’ with the 
world, which means that the world no longer speaks to these individuals. From 
this perspective, some people have entered a state of existential crisis rooted in 
feeling alienated from the world (Rosa, 2016). In other words, the world no 
longer makes a lasting impression on people by changing them in some way. 
However, people are still desperate to find meaning through consumption, 
which might be why they go to extreme lengths to establish a meaningful 
relationship with the world. This could be exemplified by people participating 
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in extreme running races with the goal of inflicting pain upon themselves. This 
has an impact on the sceptical relationship they have to the world, as ‘pain 
disrupts this relationship with the world’ (R. Scott, Cayla, & Cova, 2017, p. 
38). Regardless of the root of societal turmoil, it seems that there is a general 
agreement that contemporary society can be characterised by at least certain 
groups of people being in a state of alienation. All these reasons contribute to 
how these people no longer find meaning in the present form of consumption. 
The question remains: what happens when present consumption no longer 
supplies the world with meaning as it used to? 

Research suggests that consuming what the present has to offer no longer 
quenches consumers’ thirst for meaning, so some consumers are now turning 
to the past as a source for meaning (Brown et al., 2003; Brunk, Giesler, & 
Hartmann, 2018; Goulding, 2001; Hartmann & Brunk, 2019; Stern, 1992). One 
idea here is that this is because the past represents a time when consumption 
provided them with meaning and thereby gave them coordinates to navigate 
life. In other words, the past provides consumers with the moral stability that 
they seek to counter their experienced alienation (Brown et al., 2003).  

Consumer research has elucidated how people construct their meaningfulness 
by interacting with different temporal orientations (Brown et al., 2003; Brunk 
et al., 2018; Goulding, 2001; Hartmann & Brunk, 2019). Research on time has 
also elucidated how temporality does not exist as a singular understanding but 
rather exists as multiple co-existing temporalities (Adam, 1995; Gell, 1992; 
Zerubavel, 2004). Moreover, people’s temporal beings are important, as ‘our 
relationship to them constitutes part of who we are’ (Adam, 1995, p. 15). It is 
therefore the case that people navigate between these temporalities to make 
sense of their lives. This is where consumption once again becomes important 
because consumption objects can help navigate past, present, and future 
(Robinson, Veresiu, & Babić Rosario, 2022). The past instils the object with 
power and inalienable wealth, which creates stability and continuity (Türe & 
Ger, 2016). From this perspective, the past can also become a guiding beacon 
for navigating the future (Cantone, Cova, & Testa, 2020; Hartmann & Brunk, 
2019). 

As consumers use past-themed market offerings to negotiate contemporary 
society, it underlines the importance of studying consumers’ complicated 
relationship to time. Rosa (2013, p. 61) states that ‘time cannot simply be 
placed next to culture, structure, nature, and personality, since it is rather a 
central and constitutive dimension of them’. With this argument it becomes 
increasingly clear how time plays an important role for people. However, when 
this is added to the earlier argument that consumption is a reflection of societal 
developments, it suggests the necessity of studying past-themed consumption 
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in its sociocultural context. This will help unravel why some consumers have 
turned to past-themed consumption in search of meaning while being in a state 
of alienation. 

However, as consumers pursue meaning, the frenzy for the past also presents 
difficulties for consumers. This relates to how they might experience 
ideological misalignment when drawing on various temporal frames, all the 
while struggling for relevance in the present. The problem of synchronising 
time frames has been highlighted previously by time researchers (Adam, 1995) 
and is also an issue in the context of consumption. This is why it is not enough 
for consumers to simply draw on the past; they must also be reliant on being 
able to negotiate the time frames in terms of ideological suitability for the 
present. This will be necessary if the past-themed market offerings are to 
quench the desires that emerged as a result of alienation due to societal turmoil.  

Previous research has repeatedly shown how market-mediated pastness is 
attractive in times of societal unrest (Brown et al., 2003; Brunk et al., 2018; 
Goulding, 2001; Hartmann & Brunk, 2019; Stern, 1992). As we saw earlier, 
the current period can also be characterised by the experience of various forms 
of societal unrest. This has led to consumers expressing doubts about the 
meaningfulness of contemporary marketplace offerings, which has once again 
resulted in consumers deep diving into a bonanza of past-themed consumption. 
Marketers have also learned that past-theming their offerings seems to hit a 
nerve with consumers. 

While it is interesting to learn how consumers turn to past-themed market 
offerings in times of societal turmoil, this thesis wishes to go a step further and 
question whether the societal turmoil should be treated as an end or whether 
we are still lacking an explanation as to why consumers are drawn to the past 
at such times. This invites further scrutiny of what it is about past-themed 
consumption that makes it so soothing in a context of societal turmoil. Perhaps 
consumers are searching for something more.  

To understand what it is consumers seek when engaging in past-themed 
consumption, I suggest in this thesis that it is useful to turn to resonance. 
Resonance is here understood as the experience of a genuine relationship with 
the world that is based on being open to mutual transformation (Rosa, 2016). 
According to Rosa, this relationship is something that all people seek but it can 
be difficult to find in a fragmented world challenged by alienation in excess. 
Therefore, marketers have realised that there is a market in packaging 
resonance for consumers. 

Resonance through marketing has so far gained little attention. Earlier research 
has only implicitly indicated that consumers can actively pursuit resonant 
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experiences. This has been the case with brands (Fournier, Solomon, & Englis, 
2008; Suarez & Belk, 2017), practising a voluntary simplicity lifestyle 
(Devenin & Bianchi, 2023), and also by participating in consumer collectives 
(Schouten & McAlexander, 1995). The latter is the result of like-minded 
individuals coming together and enjoying a shared interest while exchanging 
tips on the given consumption activity. But why and how do past-themed 
consumption and marketing serve as a suitable gateway to experience 
resonance? 

In the next section, I will problematise existing literature on past-themed 
consumption and marketing by illuminating the limitations of understanding 
the attractiveness of past-themed consumption and marketing as merely an 
outcome of societal turmoil. This will lead to an account of why past-themed 
consumption and marketing needs to be studied for its resonance-inducing 
qualities. 

1.3 Problematisation 
So, how can we understand this frenzy for past-themed consumption and 
marketing? In this thesis, I argue that resonance can be market-mediated. 
Specifically, I offer a dual contribution as I both introduce resonance to 
consumption and marketing theory but also refine resonance theory 
specifically for the context of consumption and marketing. This leads me to 
offer an alternative explanation for why consumers seek the past during 
societal turmoil, as the past is emerging as a gateway to resonance. I show this 
conceptually but also empirically by specifically illustrating how consumers 
seek out resonance via the past both in an ideological and a material sphere. I 
use the collective findings of my papers to suggest how this resonance operates 
or, in other words, how it can be created via different versions of play. In 
conclusion, I identify four modalities of consumer resonance relating to play 
that are present in past-themed consumption and marketing. These four play 
modalities of consumer resonance serve as gateways to the experience of 
consumer resonance. 

I argue that it is important to study market-mediated resonance. This is because 
consumer cultural research ‘strives to systematically link individual level (or 
idiographic) meanings to different levels of cultural processes and structure 
and then to situate these relationships within historical and marketplace 
contexts’ (Arnould & Thompson, 2005, p. 875). In this thesis, I treat the quest 
for and the creation of resonance as one of these cultural processes. In line with 
Rosa (2016), I understand resonance not in itself as a process but rather a 
relationship that one forms with the surrounding world. It is established by a 
mutual transformation between two entities. This being said, resonance still 
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forms part of a process, as resonance requires alienation as a precursor. There 
is therefore a process in moving from alienation towards resonance. By 
consequence, in the cultural process on which I focus, alienation constitutes 
the larger societal structures. This is then linked to individual level meanings 
played out in commonplace consumption. In this thesis, the commonplace 
consumption is the consumption of the past. The project therefore asks how 
past-themed consumption is linked to the larger social structures of alienation 
and how they move towards resonance. 

Past-themed consumption is one area where resonance plays a particularly 
important role. This relates to how consumers engage with past-themed 
consumption because they feel a sort of discontent or perhaps even alienation 
with the present. This means, in other words, that the world is no longer 
resonating. These consumers no longer feel that the world speaks to them in a 
way in which there is a mutual transformation between subject and object 
(Rosa, 2016). A resonating relationship would mean that the person is open to 
being impacted by other forces, just as the person will also feel that they are 
being listened to and have an impact on the world around them. In that sense 
resonance is fundamental to having a fulfilling life. Past-themed consumption 
is characterised by having abilities to (symbolically) transport people back to 
an age where they can feel the moral stability they crave (Brown et al., 2003) 
and thereby create resonance. 

In this thesis, the definition of resonance draws on the work by Rosa, who 
defines it as follows:  

Resonances are the result and expression of a specific kind of relationship 
between two entities, in particular between an experiencing subject and 
the segments of the world it encounters. Whether the relationships that 
develop in a given interactive context are resonant or mute in nature thus 
depends on both the state of the subject and that of the world it encounters, 
as well as on their correlation to each other (Rosa, 2016, p. 381).  

This means that the two entities have a responsive relationship that enables 
them both to be ‘touched’. This then enables them to be transformed in a 
fulfilling way as life comes to seem larger than its parts.  

This mutual transformation between entities can also involve material objects, 
such as commercial products. In this instance, a consumer does something such 
as attaching meanings to the product or changing the product’s physical 
attributes. Meanwhile, the product might also change the consumer by 
providing the consumer with meanings that can create a sense of self-
enhancement (Belk, 1988). In Rosa’s (2016) own conceptualisation of 
resonance, he draws on Miller’s (2010) work on materiality to highlight the 
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interplay between consumer and commercial product. This is where Miller and 
Rosa’s work aligns, as Miller’s theory of materiality builds on the notion of 
dialectical transformation between object and subject. In the context of past-
themed consumption, it is therefore worthwhile to study the transformations 
that occur between consumer and past-themed object.  

In studying the resonance of past-themed consumption, I wish to problematise 
two main areas. One pertains to the literature on past-themed consumption, 
while the other pertains directly to Rosa’s (2016) theory of resonance. Firstly, 
as the thesis is positioned within past-themed consumption and marketing, I 
want to extend the current theorisation explaining how consumers become 
attracted to past-themed consumption in times of societal turmoil (Brown et 
al., 2003; Brunk et al., 2018; Goulding, 2001; Hartmann & Brunk, 2019; Stern, 
1992). Currently there is consensus in the literature that consumers become 
attracted to past-themed consumption in times of societal turmoil. I do not wish 
to revise that claim. However, I do wish to question whether this is the full 
explanation. In the current theorisation in prior literature, it is treated as an end. 
Therefore, this thesis wishes to question whether the ultimate explanation is 
that consumers become attracted to past-themed consumption during times of 
societal turmoil or whether there could be another underlying reason. 

When examining the underlying reasons why consumers become attracted to 
past-themed consumption during societal turmoil, it is also necessary to pay 
attention to the ideological foundation of past-themed consumption and to go 
beyond the frequently researched ludic side of past-themed consumption, as 
researchers have often viewed past-themed consumption ‘through rose-tinted 
spectacles’ (Goulding, 2001, p. 567). However, focusing only on the ludic 
elements of past-themed consumption risks neglecting its darker side. It was 
established earlier that, at its core, consumption is made up of ideological 
structures (Holt, 2002), so it is noteworthy that the ideological underpinnings 
of past-themed consumption have traditionally been de-emphasised. This is 
even though that prior research has reported how interaction with past-themed 
consumption results in ideological remainders from the past (Ahlberg et al., 
2021; Goulding, 2001). We know little about these ideological remainders, but 
they seem to encompass an ability to keep the consumers preoccupied with the 
past (Belk & Costa, 1998) independently of the societal developments actually 
taking place around them.  

The ideological structures of past-themed consumption should be explored 
because past-themed consumption has the potential of reviving older meaning 
systems that align with current societal developments. Therefore, reviving 
these meaning systems could lead to tensions in how one experiences the 
world. This notion is supported by Adam (1995), as she argues that one can 
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experience different time frames simultaneously but also that these different 
time frames need to be synchronised. By failing to synchronise time frames, 
consumers enter a state where they feel alienated from contemporary society 
and thereby feel a longing for the past (Hartmann & Brunk, 2019; 
Hemetsberger, Kittinger-Rosanelli, & Mueller, 2011). This temporal 
desynchronisation could therefore lead to consumers encountering problems 
with experiencing the world. This is in the sense that they might feel a lack of 
belonging because they experience the world as mute.  

They therefore seek refuge in the past, because – as I will argue in this thesis – 
it has the potential to bring resonance into their lives (Rosa, 2016). In what 
ways the past can serve as a resource in this ideological search for resonance 
so far remains unclear. An alternative potential outcome is that consumers 
enter an echo chamber where they might fail to bridge the ideological 
convictions they draw from the past to a contemporary time. This is why it is 
necessary to look beyond the ludic aspects of past-themed consumption and 
marketing and explore its ideological foundations. Doing so will be a first step 
in examining why consumers turn to past-themed consumption in times of 
societal turmoil. 

The second area that I wish to problematise pertains directly to Rosa’s (2016) 
theory of resonance. My problematisation of resonance theory contains three 
main points of critique that are to some extent interrelated. Firstly, resonance 
has been called a normative theory (Haugaard, 2020; Susen, 2020) because 
Rosa has a tendency to decide whether certain practices or even specific objects 
are potential sources of resonance or not. This is exemplified by his 
understanding that political satirists like Jon Stewart or Trevor Noah are not 
resonant due to the echo chamber effects that they posit on their audiences 
(Rosa, 2022). Moreover, Haugaard (2020) also criticizes Rosa’s narrow 
understanding of resonance. Specifically, he highlights Rosa’s (2016, p. 11) 
own example of how ‘a court is perhaps the quintessential “resonance-free” 
zone’. However, as argued by Haugaard (2020), a courtroom might be exactly 
what epitomises resonance for a judge. These are both examples of how Rosa 
valorises a specific normative take on what constitutes resonance. This will be 
more evident in the next paragraph, which concerns his understanding of 
consumption in relation to resonance. 

Secondly, Rosa seems conflicted when it comes to debating the potential of 
consumption as a source of resonance. He argues against consumer culture as 
a source for resonance by stating that ‘the enduring allure of consumption for 
(late) modern subjects rests on the fact that our longing for resonance is thereby 
reliably transformed into a desire for objects or commodities. In most cases, 
especially those charged with desire, what we are buying is a promise of 
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resonance’ (Rosa, 2016, p. 255) and that we should ‘be content with the 
empirically supported observation that resonant relationships to the world 
cannot be realized through the act of purchasing’ (Rosa, 2016, p. 257). 
However, on other occasions, he argues that consumer culture is a necessary 
part of human life and can serve as a source for resonance: ‘an orientation 
toward resonance to commercialized oases in all vertical spheres makes the 
occurrence of resonant experience more difficult – not that it makes it 
impossible’ (Rosa, 2016, p. 374). This he elaborates on by stating that ‘things 
obtain their resonant quality from being embedded in the totality of life and the 
world that confronts the experiencing and acting subject’ (Rosa, 2016, p. 232). 
He draws on Miller’s (2010) work when he argues that objects are not just cold 
objects. The objects act back, or in other words, they resonate. Moreover, he 
also uses Sennett’s (2008) work on craft consumption to exemplify how the 
practices of crafting an object can be considered resonance, as object and 
subject are mutually transforming each other. Overall, it is difficult to assess 
whether Rosa sees a potential for consumption as source for resonance. This is 
also partially due to his normative understanding of what qualifies as 
resonance. In this thesis, I argue that consumption is an important site for the 
creation of resonance. 

Thirdly, Rosa refuses the idea that negative resonance is possible. As Susen 
states in his reading of resonance theory, this means Rosa would argue that 
‘negative resonance is an oxymoron – that is, resonance is conceivable only as 
a positive experience’ (Susen, 2020, p. 325). According to Rosa, when neo-
Nazis gather and mobilise forces, it is not resonance that they are experiencing. 
Instead, what they are experiencing are ‘echo chamber’ effects. Most people 
will be able to agree that Nazism is not desirable, and its viewpoint should not 
be considered ‘good’, hence, it is without much consequence to classify Nazis 
as incapable of experiencing resonance. But what about more complex cases, 
where there is no clear desirable opinion? Again, it is Rosa’s own normative 
understanding of resonance that results in unclear use of the resonance theory. 
It has, for example, been shown how affective dissonance can lead to 
mobilisation of a community for political transformation, which ultimately 
leads to resonance (Vidolov, Geiger, & Stendahl, 2023). This example, as well 
as the points of critique, underline the need for a more nuanced understanding 
of resonance. I have argued for the importance of studying resonance and 
especially its presence in market-mediated contexts. However, to understand 
these market-mediated contexts, it is necessary to deploy a finer-grained 
understanding of resonance. The conceptual context of past-themed 
consumption serves as a window to understanding the resonance dynamics at 
play in the marketplace.  
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1.4 Purpose and Research Question 
The purpose of this thesis is to explore and conceptualise how resonance can 
be market-mediated in the context of past-themed consumption and marketing. 
Resonance refers to a relational state with the world that is established through 
the transformative interaction of two entities: in this case, consumers and past-
themed products. This requires a clarification of past-themed consumption as 
a concept. Past-themed consumption is understood as consumption of products 
that are either indexically linked with the past or simply appropriating the past 
in an iconic approach (Grayson & Martinec, 2004). 

As some consumers are facing alienation and therefore turn to the past for 
meaning, it has become ever more relevant to study past-themed consumption. 
Most research tends to view this nostalgic allure as an outcome of societal 
turmoil (Brown et al., 2003; Cantone et al., 2020; Davis, 1979; Hemetsberger 
et al., 2011). This thesis wishes to explain and extend that notion. Nostalgia is 
understood in this thesis as a longing for the past, and this concept will be 
unpacked later in the thesis’ theoretical framework. However, its relationship 
to societal turmoil will be treated as a symptom and not an explanatory factor 
in itself. Instead, I wish to emphasise that the allure of past-themed 
consumption during societal turmoil is a result of its ability to create resonance. 
Therefore, nostalgia is not just a reaction to societal turmoil but rather a mode 
of being in the world. The research question that therefore accompanies the 
purpose is: 

How does past-themed consumption enable consumers to experience 
resonance? 

It is not my intention to argue for a causal relationship where past-themed 
consumption automatically leads to resonance – hence the use of the word 
‘enable’. Nor is it my goal to argue that consumption or other market-mediated 
activities are the only sources of resonance. The word ‘enable’ implies that 
past-themed consumption can lead to resonance, therefore placing emphasis 
on uncovering the mechanisms that enable consumers to experience resonance. 
By interrogating this purpose and asking this research question, this thesis 
contributes to existing literature for the following reasons.  

First, this thesis introduces and conceptualises resonance in market contexts. It 
shows how resonance is something that consumers crave and that only by being 
open to non-instrumental experiences is resonance possible. Resonance is 
therefore not something that can be achieved through work. As I will show, it 
is rather through play that resonance is experienced. That is, consumption 
should not be instrumental but playful in order to experience resonance, which, 
in turn, requires openness through various types of play. Therefore, I introduce 
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resonance to consumption and marketing theory by identifying four types of 
consumption-driven play through which resonance can be experienced. The 
past offers a playground in which the consumers engage. 

Second, this thesis refines certain aspects of resonance theory. This is done in 
particular by questioning the suitability of resonance as a normative theory. 
When questioning this, I highlight its shortcomings and, instead, show how 
approaching resonance as a non-normative theory enables different and 
interesting routes for analysis. For example, this perspective enables the 
analysis of a more nuanced understanding of consumption in relation to 
resonance. Moreover, it also enables the analysis of negative resonance and its 
potential implications. This contribution to resonance theory refines its 
understanding of consumption. As I view consumption as a complex 
phenomenon that requires interpretation to understand its potential for 
resonance, I move away from understanding consumption normatively. 

Third, this thesis extends current theorisation on past-themed consumption and 
marketing. It does so by offering an alternative explanation for why consumers 
become attracted to past-themed consumption and marketing in times of 
societal turmoil. This aligns with current theorising that the past becomes 
attractive during societal turmoil but extends it by showing that consumers’ 
true objective is a search for resonance. In this way, it shows how nostalgia is 
not just an emotion or collective memory but a state of being with the world 
that is enforced by interacting with like-minded individuals. Therefore, I am 
offering an alternative explanation for why consumers seek the past during 
societal turmoil, as I show that the past serves as a gateway to resonance. 

1.5 Overview of the Thesis 
The thesis is designed as a compilation thesis consisting of an introductory text 
and five standalone papers. All in all, these papers contribute to exploring how 
resonance can be market-mediated in the conceptual context of past-themed 
consumption. The papers differ by type of paper and the research questions 
pursued. However, they share the same attention of exploring how resonance 
can be market-mediated. In Paper 3, the focus on resonance is explicit and is 
discussed directly. In the other papers, the focus on resonance is somewhat 
more implicit but remains an overarching theme. The papers link to one 
another in a developing argument. The first step is to map the existing literature 
on past-themed consumption to gain an overall understanding of the field 
(Paper 1). This leads to a conceptual discussion of how the past creates value 
in market contexts (Paper 2). Once the ways in which the past creates value are 
established, the analysis goes a step further by conceptually addressing how 
the past creates resonance in market contexts (Paper 3). This conceptual 
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toolbox is then deployed to empirically study how resonance is created, either 
through ideological resistance (Paper 4) or by creating material object 
relationships (Paper 5). 

To understand how past-themed consumption enables consumers to experience 
resonance, in Chapter 2 I will introduce the theoretical considerations that 
undergird this thesis. These include mapping consumption to establish what I 
mean when I refer to consumption. Furthermore, I also wish to establish that 
ideological structures are embedded in past-themed consumption and 
marketing. This will lead to an examination of what it means to consume the 
past and an account of temporality. As there will be an extensive focus on 
marketing and consumption, the ways in which these two relate to each other 
in the thesis will also be explained. This will lead to an introduction to the 
theoretical tools used in the thesis, which include resonance, enchantment, 
hidden transcripts and play – all of which are necessary to unfold how past-
themed consumption enables consumers to experience resonance. In Chapter 
3, there will be a description of the research context of the Danish vintage 
cycling community I use as a facilitating context (Arnould, Price & Moisio, 
2006), which will lead to an explanation of the methodological approaches 
combined with descriptions of the considerations in which they are rooted. 
Chapter 4 will consist of a meta-analysis of the standalone papers, which will 
offer an answer to how past-themed consumption enables consumers to 
experience resonance. This chapter will also include a discussion of the 
implications for researchers and practitioners, as well as a future research 
agenda. The five papers make up the final part of the thesis. 

Paper 1, ‘Marketing the past: A literature review and future directions for 
researching retro, heritage, nostalgia, and vintage’, is a literature review that 
focuses on mapping the existing literature on past-themed marketing. It offers 
a framework for ordering the many concepts in the literature stream. Paper 1 
is co-authored with Benjamin J. Hartmann and Katja H. Brunk and is published 
in the Journal of Marketing Management. 

Paper 2, ‘Value-creating processes of past-themed marketing and 
consumption’, is a conceptual paper that focuses on how the past creates value 
in marketing and consumption. It is co-authored with Benjamin J. Hartmann 
and Katja H. Brunk and is published in Advances in Consumer Research. 

Paper 3, ‘How past-themed marketing creates resonance’ is a conceptual paper 
that focuses on how past-themed marketing creates resonance. It problematises 
past-themed marketing’s unintended capabilities of creating echo chambers 
and shows how marketing can re-establish a vibrant relationship between 
consumer and society. This paper is co-authored with Benjamin J. Hartmann, 
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Katja H. Brunk, and Dannie Kjeldgaard. It is under review at International 
Journal of Research in Marketing. 

Paper 4, ‘Men of steel, left behind the wheel: Enacting hidden resistance to 
counter delegitimization’ is an empirical paper that explores how past-themed 
consumption enables hidden resistance, which is done to frame themselves as 
subordinates, thereby re-securing their dominant position. This paper 
addresses resonance in terms of how consumers ideologically enact resistance 
to make the past resonate with the present. It thereby explores how resonance 
is ideologically negotiated. This paper is single authored and will be submitted 
to the Journal of Consumer Research. 

Paper 5, ‘Steel is real: Nostalgic re-enchantment as an alternative perspective 
on re-circulation’ is an empirical paper that explores how consumers driven by 
nostalgia create an enchanting relationship with an object that propels them to 
re-circulate old products rather than discarding them. It therefore deals with 
how consumers create resonating relationships with products and how 
resonance is materially negotiated. This paper is single authored and has been 
submitted to the Journal of Business Research. 
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Chapter 2: Theoretical Considerations 
To understand how resonance can be market-mediated through past-themed 
consumption and marketing, it is necessary to consider the broader consumer 
cultural landscape in which it exists. This is because it is important to 
understand the mechanisms of consumption in general in order to understand 
how they shape the resonance of past-themed consumption and marketing. 

Moreover, this section will also introduce the theoretical tools I use in this 
thesis. These include resonance as an overarching theory with support from 
enchantment and hidden transcripts. Each has been assigned its own section to 
fully unfold the theory, its role in the thesis, and its connection to the overall 
aim of understanding how resonance can be market-mediated through past-
themed consumption and marketing. 

2.1  Mapping Consumption 
Before digging further into the empirical and theoretical context of this thesis, 
it is worth mapping consumption itself as an overarching context. Society 
today is undoubtedly characterised by being a consumer society (Baudrillard, 
1998/1970; Rosa, 2016; Slater, 1997). From early morning, we consume the 
toothbrush and toothpaste, followed by choosing which lunch to consume, and 
concluding with consuming the evening news on television, possibly 
accompanied by commercials for various consumption goods. These are just 
few of the myriad of things we consume during a regular day. Hence, it is clear 
that consumption permeates our everyday-life to a degree where it is 
practically impossible to escape (Kozinets, 2002a). This is why it has been 
argued that commodities have become the dominant human practice of social 
life in society (Lukács, 2017) and also why all human behaviour is mediated 
by the market (Baudrillard, 1998/1970). In this thesis, consumption is defined 
as follows: ‘Consumption is a system which secures the ordering of signs and 
the integration of the group: it is therefore both a morality (a system of 
ideological values) and a communication system, a structure of exchange’ 
(Baudrillard, 1998/1970, p. 78). This definition of consumption implies that 
consumption should not only be understood in terms of its tangible benefits but 
also in relation to its intangible benefits (Levy, 1959) and more notably also as 
a container for ideology (Askegaard, 2006). This multifaceted understanding 
of consumption renders any consumption object as an object that ‘assumes 
respectively the status of an instrument, a commodity, a symbol, or a sign’ 
(Baudrillard, 2000/1969, p. 60). In this sense, commodities cannot be defined 
merely by their functions but also through what they signify (Douglas & 
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Isherwood, 1978; Williams, 1980). Hence, it is necessary to explicate further 
how consumption functions as a sign system. 

In many ways consumption can resemble a language system (Baudrillard, 
1998/1970; Douglas & Isherwood, 1978; McCracken, 1990). There is a sender 
who sends an encoded message, which is then received by the receiver and 
subsequently decoded. Difficulty arises when the receiver decodes the message 
in a way that does not correspond with what was intended. It could also simply 
be that the receiver is not literate in the language of the sender (e.g. if they 
belong to different subcultures like goth and punk). What is being sent through 
these messages are signs that are being converted into meaning (Askegaard, 
2006), which is why consumption can be considered as a transfer of meaning 
(McCracken, 1990). Consumers then use meaning as building blocks for 
constructing an identity, or, in other words, they use consumption to construct 
a specific identity (Arnould & Thompson, 2005; Belk, 1988; Featherstone, 
1991; Holt, 2002; McCracken, 1990). Thus, consumption serves as a tool for 
people to perform identity-work, which thereby helps them make sense of the 
world (Douglas & Isherwood, 1978).  

The idea that commodities serve as symbolic-laden entities that consumers can 
engage with to transfer meaning and express a desired identity is firmly 
established. However, this sort of identity-work is challenged because meaning 
is always dynamic and contextual (Arnould & Thompson, 2005; Williams, 
1980). Thus, consumers need to be skilful in manoeuvring consumption goods 
according to context if they wish to attain the desired meaning. The identity-
work is further challenged by how identities are no longer inherited from birth 
but rather exist as a task to complete, meaning that people actively have to 
constantly strive to build an identity (Bauman, 2000). This is why McCracken 
(1989, p. 318) writes that ‘the freedom to choose is now also an obligation to 
decide’.  

This is where marketing comes into the picture, as marketers have snatched the 
opportunity to offer cultural meanings to identity-building consumers and 
thereby help them to make decisions. They do so by creating compelling 
advertisements and brands that create and transfer meaning to consumers. 
Given that the social world consists of signs, then creating advertisements 
means organising signs in a way that conveys a particular meaning that 
resonates with what consumers crave in their identity-work (Baudrillard, 
1998/1970; McCracken, 1990). It could therefore be said that the void of not 
having inherited an identity is filled by engaging in consumption, which also 
encourages a fixation on material resources.  

By consuming the signs organised by marketers, consumers engage in a 
struggle for differentiation through the signs (Baudrillard, 1998/1970). This is 



16 
 

Chapter 2: Theoretical Considerations 
To understand how resonance can be market-mediated through past-themed 
consumption and marketing, it is necessary to consider the broader consumer 
cultural landscape in which it exists. This is because it is important to 
understand the mechanisms of consumption in general in order to understand 
how they shape the resonance of past-themed consumption and marketing. 

Moreover, this section will also introduce the theoretical tools I use in this 
thesis. These include resonance as an overarching theory with support from 
enchantment and hidden transcripts. Each has been assigned its own section to 
fully unfold the theory, its role in the thesis, and its connection to the overall 
aim of understanding how resonance can be market-mediated through past-
themed consumption and marketing. 

2.1  Mapping Consumption 
Before digging further into the empirical and theoretical context of this thesis, 
it is worth mapping consumption itself as an overarching context. Society 
today is undoubtedly characterised by being a consumer society (Baudrillard, 
1998/1970; Rosa, 2016; Slater, 1997). From early morning, we consume the 
toothbrush and toothpaste, followed by choosing which lunch to consume, and 
concluding with consuming the evening news on television, possibly 
accompanied by commercials for various consumption goods. These are just 
few of the myriad of things we consume during a regular day. Hence, it is clear 
that consumption permeates our everyday-life to a degree where it is 
practically impossible to escape (Kozinets, 2002a). This is why it has been 
argued that commodities have become the dominant human practice of social 
life in society (Lukács, 2017) and also why all human behaviour is mediated 
by the market (Baudrillard, 1998/1970). In this thesis, consumption is defined 
as follows: ‘Consumption is a system which secures the ordering of signs and 
the integration of the group: it is therefore both a morality (a system of 
ideological values) and a communication system, a structure of exchange’ 
(Baudrillard, 1998/1970, p. 78). This definition of consumption implies that 
consumption should not only be understood in terms of its tangible benefits but 
also in relation to its intangible benefits (Levy, 1959) and more notably also as 
a container for ideology (Askegaard, 2006). This multifaceted understanding 
of consumption renders any consumption object as an object that ‘assumes 
respectively the status of an instrument, a commodity, a symbol, or a sign’ 
(Baudrillard, 2000/1969, p. 60). In this sense, commodities cannot be defined 
merely by their functions but also through what they signify (Douglas & 

17 
 

Isherwood, 1978; Williams, 1980). Hence, it is necessary to explicate further 
how consumption functions as a sign system. 

In many ways consumption can resemble a language system (Baudrillard, 
1998/1970; Douglas & Isherwood, 1978; McCracken, 1990). There is a sender 
who sends an encoded message, which is then received by the receiver and 
subsequently decoded. Difficulty arises when the receiver decodes the message 
in a way that does not correspond with what was intended. It could also simply 
be that the receiver is not literate in the language of the sender (e.g. if they 
belong to different subcultures like goth and punk). What is being sent through 
these messages are signs that are being converted into meaning (Askegaard, 
2006), which is why consumption can be considered as a transfer of meaning 
(McCracken, 1990). Consumers then use meaning as building blocks for 
constructing an identity, or, in other words, they use consumption to construct 
a specific identity (Arnould & Thompson, 2005; Belk, 1988; Featherstone, 
1991; Holt, 2002; McCracken, 1990). Thus, consumption serves as a tool for 
people to perform identity-work, which thereby helps them make sense of the 
world (Douglas & Isherwood, 1978).  

The idea that commodities serve as symbolic-laden entities that consumers can 
engage with to transfer meaning and express a desired identity is firmly 
established. However, this sort of identity-work is challenged because meaning 
is always dynamic and contextual (Arnould & Thompson, 2005; Williams, 
1980). Thus, consumers need to be skilful in manoeuvring consumption goods 
according to context if they wish to attain the desired meaning. The identity-
work is further challenged by how identities are no longer inherited from birth 
but rather exist as a task to complete, meaning that people actively have to 
constantly strive to build an identity (Bauman, 2000). This is why McCracken 
(1989, p. 318) writes that ‘the freedom to choose is now also an obligation to 
decide’.  

This is where marketing comes into the picture, as marketers have snatched the 
opportunity to offer cultural meanings to identity-building consumers and 
thereby help them to make decisions. They do so by creating compelling 
advertisements and brands that create and transfer meaning to consumers. 
Given that the social world consists of signs, then creating advertisements 
means organising signs in a way that conveys a particular meaning that 
resonates with what consumers crave in their identity-work (Baudrillard, 
1998/1970; McCracken, 1990). It could therefore be said that the void of not 
having inherited an identity is filled by engaging in consumption, which also 
encourages a fixation on material resources.  

By consuming the signs organised by marketers, consumers engage in a 
struggle for differentiation through the signs (Baudrillard, 1998/1970). This is 



18 
 

because commodities have been stripped of their original meaning and instead 
come to mean something different (Baudrillard, 1994). As commodities are, 
depending on context, assigned various meanings, consumers start competing 
on how to differentiate themselves by employing the most unique and desired 
meanings (Bauman, 2000; Belk et al., 2003). However, as this constant 
differentiation endures, consumers are unconsciously participating in a game 
that continues to escalate. This is a fundamental structure inscribed into 
society, as capitalist society fosters a situation where expansion and thus 
escalation are required just to maintain the status quo (Rosa, 2016). A higher 
degree of optimisation and rationalisation is required for people to keep up 
(Weber, 1922/2019). This is due to how the increased acceleration necessitates 
efficient lifestyles and this ultimately results in disenchantment as the ludic 
vanishes in favour of a structured optimisation that promotes the gnostic over 
the romantic (Thompson, 2004). The vintage cycling community that is the 
empirical focus of this thesis is also impacted by an increasing focus on 
rationalisation within the broader cycling community. This will be examined 
in Paper 5. 

‘Culture’ is another concept that features prominently in this thesis and is 
inseparably connected to consumption. The term is variously applied in 
different contexts, making a definition complicated (Williams, 1976). 
Nevertheless, the definition that I use in this thesis stems from Geertz: ‘man is 
an animal suspended in webs of significance he himself has spun, I take culture 
to be those webs, and the analysis of it to be therefore not an experimental 
science in search of law but an interpretive one in search of meaning’ (Geertz, 
1973, p. 5). With this definition, Geertz argues that 1) people are symbolic 
creatures, 2) this symbolism is created by people themselves, and 3) it is 
therefore necessary to interpret the meanings that people create.  

Although Geertz never studied consumption nor marketing, this view 
corresponds neatly with how consumption is conceptualised as a mediator for 
people to create meaning via symbolism (Arnould & Thompson, 2005; Mick 
& Buhl, 1992). This is because consumption goods serve as mediators of 
meanings supplied by the cultural context in which they exist. However, it is 
not only culture that shapes consumption – consumption also shapes culture 
(Douglas & Isherwood, 1978). In other words, these two forces enter a 
dialectical relationship in which they mutually influence each other (Holt, 
2002; Miller, 2010; J. Schroeder, Borgerson, & Wu, 2015). Therefore, 
marketing is in itself a cultural practice (Cayla & Arnould, 2008), because it 
likewise enters this dialectical relationship between culture and consumption. 
This relationship could be exemplified with cases such as Tiger Beer’s shaping 
of a transnational identity (Cayla & Eckhardt, 2008) or the glocalisation 
processes influencing the global youth segment (Kjeldgaard & Askegaard, 
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2006). This dialectic between culture and consumption also plays out when 
consumers read advertisements, as consumers situate the dialectic within their 
cultural context (Mick & Buhl, 1992) but also co-create the meanings in 
parallel (Arnould & Thompson, 2005). The cultural perspective on 
consumption is relevant because consumers are increasingly organising 
themselves as part of consumption subcultures. Their sense of belonging to 
these consumption subcultures underlines why it is not only necessary but 
unavoidable to bring culture into the analysis of any consumption phenomenon 
(Østergaard & Jantzen, 2000). 

As consumption can be organised into collectives, it is crucial to understand 
the collective dimension as a fundamental tenet when viewing consumption as 
a whole. This aligns with Baudrillard’s (1998/1970) argument that no 
consumption is done alone, since consumption is communicated through signs 
to others. Furthermore, it aligns with Maffesoli (1996), as he argues that people 
today organise themselves into ‘neotribes’. According to him, people are 
drawn to these neotribes as they search for a community where they feel an 
affiliation in terms of identity. This is why there has been a surge in consumer 
collectives such as brand communities and consumer tribes. The brand 
community is characterised as being a group of consumers who share a 
common interest and passion for a specific brand (Muniz & O'Guinn, 2001). 
By contrast, consumer tribes are not necessarily focused on a particular brand 
but can revolve around a specific type of commodity or set of commodities 
(Cova & Cova, 2002). Both tribes and communities generate a co-creation of 
value (Muniz & O'Guinn, 2001; Schau et al., 2009) and often share the goal 
that participants should obtain social capital through consumption practices or 
by acquiring the commodities that fit the community (Schau et al., 2009). 
Normally, these communities will be hegemonic, but they can also be diverse 
(Martin, Schouten, & McAlexander, 2006).  

Another important feature of consumption collectives is their potential to 
evolve into a consumer movement (Kozinets & Handelman, 2004; Varman & 
Belk, 2009; Weijo, Martin, & Arnould, 2018). In a consumer movement, the 
communities usually share a common interest and therefore also share an 
ideological objective that can unfold as resistance against societal norms 
(Cronin, McCarthy, & Collins, 2014). When this is the case, it could be said 
that: ‘Consumer movements are resolute and persistent efforts by organized 
consumer collectives to reimagine elements of consumer culture’ (Weijo et al., 
2018, p. 251). These movements thereby challenge the status quo, as they aim 
for change by reimagining. This thesis empirically explores the vintage cycling 
community and collective consumption within it. This community is organised 
around a common interest in vintage bicycles but also has an embedded logic 
of buying, selling and swapping bikes and bike parts. The elements of 
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consumption collectives mentioned in this chapter can therefore be observed 
within the vintage cycling community. 

2.2  Consumption as Ideological Structures 
According to Baudrillard’s definition of consumption, ideology plays a role in 
consumption. This is also why he argues that to fully understand consumption, 
one must examine the deeper ideological structures of society (Baudrillard, 
1998/1970). A commodity is also in itself a vessel of ideology (Askegaard, 
2006; Holt, 2002; Holt & Cameron, 2010). A deeper examination of these 
societal structures has the potential to reveal the strategies consumers use to 
interpret something as meaningful because the underlying ideology functions 
as the foundation for consumers’ meaning systems. Therefore, an examination 
of underlying ideological structures offers insights into how consumers move 
from experiencing a commodity to attaching meanings to it through ideological 
interpretation.  

The definition of ideology is highly contested within marketing literature. One 
influential way of understanding ideology is through a Marxist perspective. 
This perspective explains how ideology is a system imposed by a dominant 
group to enforce power over nondominant groups (Marion, 2006). However, 
Crockett and Wallendorf (2004) argue that this overlooks how nondominant 
groups also practice ideology. According to them ‘ideology has typically been 
investigated in contexts where dominant group beliefs and values are used to 
maintain and legitimate the group’s power and control over social relations and 
social institutions’ (Crockett & Wallendorf, 2004, p. 512). It has also been 
argued that ideology represents specific normative ideals about social or moral 
values (Borghini et al., 2009). However, this definition has been expanded to 
cover any kind of value or ideal that constitutes ‘a coherent system of ideas 
authorizing value judgements and guiding action’ (Dion & Arnould, 2011, p. 
504). Ideology therefore functions as an overarching system that creates a 
shared understanding among a group. This system is a constellation ‘of taken-
for-granted meanings, beliefs, normative values, and implicit cultural 
connotations’ (Thompson & Tambyah, 1999, p. 215), which subsequently 
provides the coordinates for how a group behaves (Earley, 2013; Thompson & 
Haytko, 1997). This is why ‘one of the most important general functions of 
ideology is the way in which it turns uncertain and fragile cultural resolutions 
and outcomes into a pervasive naturalism’ (Willis, 1978/2016, p. 162). I 
thereby follow an Althusserian reading of ideology, which maintains that 
ideology infuses social life in general (Althusser, 1971/2020; Bradshaw & 
Ostberg, 2019; Varman & Belk, 2009).  
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This ideological system is, like consumption, conveyed through signs (Barthes, 
1957/1972). Some of these signs are provided by consumer culture, as 
commodities contain sign value that is processed through marketing activities. 
Here, branding in particular has been known as a process that generates signs 
that enter the larger meaning system of consumer culture (Askegaard, 2006; 
Holt, 2006). The ideologies that are embedded in various signs are conveyed 
through myths. A myth is a profound story that shapes our cultural imagination. 
These myths often address societal tensions, which is also why consumers seek 
ideology during times of disruption (Holt & Cameron, 2010) when they 
become threatened in their own social status and identity. People thus find 
comfort in the realm of consumption, as consumption supplies their world with 
meaning. 

The ways in which consumers seek refuge in ideology during times of societal 
disruption echo what is observed within retro and vintage markets (Brunk et 
al., 2018; Hemetsberger et al., 2011). Existing research shows how people who 
lack belonging in the present have a tendency to find meaning in the past (May, 
2017) because their identities are challenged and the past offers nostalgic 
comfort. This is especially the case if the future seems to be too burdensome 
and overwhelming. In these instances, the past can, for many people, present 
itself as a solution to future problems (Cantone et al., 2020; Hartmann & 
Brunk, 2019; May, 2017). This orientation towards the past is not just ludic 
pastime. It also serves a purpose for consumers to communicate how society 
should be organised (Ahlberg et al., 2021; Goulding, 2001). Hence, ideological 
underpinnings exist below the surface of this seemingly ludic consumption. 

2.3  Consuming the Past 
As it has already been established, the past plays a pivotal role in contemporary 
consumer culture. This is why multiple concepts have been coined to describe 
the past, such as retro, nostalgia, vintage and heritage (for a more extensive 
literature review, see Paper 1), and they are frequently employed in both etic 
and emic terms. In this thesis, I will employ ‘past-themed’ as an umbrella term 
that encompasses all these concepts, which is also how it has been utilised in 
previous research (Hartmann & Brunk, 2019). However, although ‘past-
themed’ has been featured in previous research, it has yet to be defined. So, in 
this thesis I define past-themed consumption as any consumption activity that 
uses or mimics elements from the past where these elements exist either 
through indexical references or simulated references that serve as linkages to 
the past.  

When consumers engage with the past through past-themed consumption, they 
simultaneously consume signs, and consumption is fundamentally about 
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This ideological system is, like consumption, conveyed through signs (Barthes, 
1957/1972). Some of these signs are provided by consumer culture, as 
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themed’ has been featured in previous research, it has yet to be defined. So, in 
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When consumers engage with the past through past-themed consumption, they 
simultaneously consume signs, and consumption is fundamentally about 
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consuming and producing signs. This is also what happens when consumers 
engage with past-themed consumption. The consumers are obviously not able 
to travel back in time but nonetheless, that is often how they perceive their 
experience of past-themed consumption (Brown et al., 2003; Hemetsberger et 
al., 2011; Wallendorf & Arnould, 1988). This could be explained by how they 
consume signs of the past, which provide them with a perception of 
experiencing the past. To elaborate on this, consider how Baudrillard explains 
consumption: ‘as a system of communication and exchange, as a code of signs 
continually being sent, received and reinvented – as language’ (Baudrillard, 
1998/1970, p. 93). The keyword here is ‘reinvented’, as it can be used to 
explain how past-themed commodities function in the marketplace. 
‘Reinvented’ is used here to explain how the signs already exist but are being 
reprocessed, which could change their mode. This thesis will explore the 
reinvented sign and, more significantly, how consumers’ dialectic interaction 
with the reinvented sign shapes their ideological meaning system. 

This focus on past-themed consumption as a sign or system of signs has led 
some scholars to conclude that the market for past-themed consumption can be 
considered a hyperreal social construction (Brown, 1995). While past-themed 
consumption is certainly understood in this thesis as a social construction, it is 
not simultaneously understood as necessarily hyperreal. The process of 
reinventing signs is not understood as something that necessarily decays the 
meaning of what is signified. Rather the reinvention of signs, which could also 
be referred to as past-themed consumption, merely denotes that the meaning 
of what is signified can be modulated. These modulated meanings can still 
prove meaningful to consumers (Hartmann & Brunk, 2019). 

2.4  A Note on Time in Relation to Consumption 
When exploring the phenomenon of consuming the past, an inevitable question 
arises: what is the past? This question is related to what constitutes time 
because the ways in which one conceptualises the past are structured by how 
one conceptualises time. Time as a cultural category has become increasingly 
important to consider when analysing social life (Adam, 1995; Rosa, 2013). 
This is partially due to the technological advances that have reduced the 
constraints of time and space by enabling the storage and subsequent retrieval 
of past experiences. This means that modern communication, facilitated by 
technology, has enmeshed temporality into a limbo of past and present (Adam, 
1995; McLuhan, 1964). This limbo constitutes a playing field that can be 
difficult for consumers to navigate. A world of free-floating time orientations 
has been presented to consumers, and they might find the wide array of 
opportunities this offers unsettling – hence they seek comfort by going back in 
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time. The temporally disoriented consumers have triggered a vast amount of 
marketing and consumer research focusing on how consumers cope with the 
temporal bricolage (Brown, 1999, 2007, 2013, 2018; Brown et al., 2003; Brunk 
et al., 2018; Hartmann & Brunk, 2019; Holak, 2014). 

However, before opening the mystery box of how consumption relates to time, 
it is necessary to try to demystify what time is. With good reason, we tend to 
think about time as a concept closely tied to objective facts. It is undeniable 
that we cannot live without a mathematical system of time, which serves to 
structure our time and make society function. This system provides us with the 
temporal coordinates for when events took place in the past, but it does not 
explain why we often understand the past in a myriad of ways. In other words, 
the mathematical system of time does not explain how we understand the past 
(Adam, 1995; Gell, 1992; Zerubavel, 2004). That is why this section of the 
thesis will explore different notions of time. The ultimate aim is to arrive at a 
conceptualisation that encompasses the abstract notion of time and also enables 
the co-existence of a multiplicity of pasts.  

In terms of time, one can be on time, out of time, or just in time. In professional 
cycling, you can be over the time limit. This means that you are forced to pull 
out of the race. In relation to the time limit in cycling, it is relevant to mention 
Eros Poli. He was an Italian professional cyclist, active between 1991 and 
1999. His unusual greatest talent as a cyclist was his ability to calculate time. 
His greatest accolade was undoubtedly his win of the 15th stage of the Tour de 
France 1994, which featured an ascent of the legendary Mont Ventoux. 
However, among other professional cyclists, he was primarily known for his 
leadership when it came to calculating time. 

Poli was nicknamed ‘the bus driver’ because he was known as the calculator 
of the grupetto.1 He was socially obliged to ensure that the riders in the grupetto 
finished within the time limit, which he did by perfectly calculating the 
winner’s finish time and then adding the pre-determined percentage. By 
following his lead, the other riders finished on time and remained in the race. 
This way of conceiving time has been called ‘clock time’ (Adam, 1995), 
denoting the mathematical arrangement of time, which is thereby understood 
as a finite resource that is quantifiable. This conceptualisation of time is 
structured around seconds and minutes, which eases the planning of time 
through allocation (Adam, 1995). This was how Poli understood time in his 
efforts to bring the other cyclists to the finish line within the time limit. 

 
1 A grupetto is a group of riders that assembles on uphill finishes due to their limited climbing 
skills. They have no ambitions to be at the front on mountain stages. Their sole goal is to save 
as much energy as possible while still finishing within the time limit. Finishing outside of the 
time limit results in disqualification. 
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This illustrative example of Eros Poli indicates how clock time can be used in 
practice. However, it is also necessary to dig deeper into what constitutes clock 
time. Overall, clock time is a practical tool that facilitates the organisation of 
our everyday-life. It is arranged as a finite resource, which creates the 
possibility that we can run out of time (Adam, 1995). It is important to note 
that not all societies treat time as a finite resource. However, ‘the west has 
always been embedded within a pronouncedly economic philosophy of time’ 
(Zerubavel, 1981, p. 54), which explains the excessive focus on time 
efficiency, time budgeting, and time management (Adam, 1995). This 
quantification of time also means that time can be used as exchange value, 
which subsequently means that time can be allocated and sold. This focus on 
time as a resource also forces people to rationalise their use of time (Weber, 
1930/2012). Society has consequently implemented schemes to prevent people 
from wasting time, but individuals also indulge in consumption to escape this 
rationalised escalation society (Husemann & Eckhardt, 2019). The decelerated 
consumers suggest that there are other ways of conceiving time, which is also 
highlighted in existing literature (Adam, 1995; Gell, 1992; Zerubavel, 2004). 
In the following section, another illustrative example from cycling will be 
presented. 

While Poli mastered the clock time, a completely different time conception 
asserted itself on the remaining riders in the grupetto. As his fellow cyclists 
rode up mountains with what surely felt like cement pouring into their legs, 
their minds would be fixed on anything but counting seconds. Add the fact that 
these struggles had been ongoing for weeks and it seems likely that they would 
perceive time as being endless. This notion is enforced through professional 
cyclist Christopher Juul-Jensen’s descriptions: ‘The time limit? Who gives a 
fuck? The gruppetto is either going to make it or not. There is nothing I can do 
about it anymore. I can only concentrate on the wheel in front of me’ (Ward, 
2018). It seems that time can be understood in different ways, and, in the 
grupetto, time is not structured around seconds and minutes. Instead, time is 
structured around suffering, progress up the mountain, and perhaps 
recollecting prior experiences on that particular mountain.  

What Christopher Juul-Jensen and the other riders in the grupetto experience 
is an alternative conception of time. In the literature, the term ‘other time’, is 
used as an umbrella term covering a wide range of different and highly 
subjective times (Adam, 1995) such as the grupetto’s mountain experience. In 
‘other times’, time is conceived as an interpretive resource – a malleable 
material for individuals to interpret (May, 2017). Other time is necessary, as 
clock time does not fully grasp the complexity of how people understand and 
experience time. Other time also relates to how our existence extends into both 
the future and the past (Adam, 1995). Clock time can become irrelevant as 
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people organise their time into time spans of past, present, and future. These 
varied notions of other time can also be organised around rituals, as it is the 
participation in these rituals that structures one’s temporal arrangement 
(Adam, 1995). Others have argued that it is the practices in which people 
participate that constitute their temporal understanding (Woermann & Rokka, 
2015). Another temporal arrangement could be that of ‘object time’, which 
denotes that our lives develop in parallel with the consumption life cycle of a 
commodity (Baudrillard, 1998/1970). The notion of other times enables us to 
understand how time is perceived. Moreover, it also enables an understanding 
of how the past is never simply retrievable. As we cannot travel to the past 
physically, we can only construct versions of the past. This suggests that the 
past is also malleable material (May, 2017), which means that multiple 
perceived pasts exist in parallel. 

The discussion above suggests that time is a multifaceted component and that 
our understanding of time needs to move beyond clock time as the single 
measure of time. As clock time fails to grasp the complexity of time, it hinders 
a proficient analysis of how consumers engage with nostalgia. This is not to 
claim that we should abandon clock time, as a conception of time that is tied 
to mathematical models, but to argue instead that, in parallel to clock time, a 
conception exists where time can be a fluid construct or interpretive resource 
(May, 2017). This insight is important for this thesis, because it provides 
insight into how consumers who engage with past-themed consumption and 
marketing not only evaluate time based on mathematical rules but also create 
a space where it feels like they have travelled back in time. Still, it is also 
important to keep in mind that although these consumers subscribe to other 
time to some extent, they are still confined to the laws of mathematical time. 
This means that they are unable to actually travel back to the past that they 
desire. It is this revelation that makes past-themed consumption and marketing 
so much sweeter because it at least offers a glimpse into a past time that 
otherwise seems unattainable. 

2.5  Marketing and Consumption: The Chicken and the Egg 
Because this thesis is about the resonance of past-themed consumption and 
marketing, there is one further element to consider: the discussion as to 
whether consumption guides marketing or vice versa. In other words, it 
resembles the endless debate of what came first: the chicken or the egg? I will 
try briefly to outline the relationship between consumption and marketing and 
simultaneously explain how this thesis relates to both consumption and 
marketing.  
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Looking at the literature, it is clear that there is an interplay and mutual 
influence between consumption and marketing. Marketing is meant to shape 
how consumers behave in the market, so it may appear that marketing is 
dominant, especially as marketing has been criticised for manipulating 
consumers. Whether marketing actually is manipulation or not is not a topic 
for this thesis, but there are nevertheless numerous examples showing that 
marketing has the power to shape how people understand society. This is 
exemplified in branding efforts that created an imagined transnational imagery 
that attracts consumers (Cayla & Eckhardt, 2008). Marketing has also had an 
impact on how masculinity is understood by male consumers (Ostberg, 2010). 
Another notable example involved marketing shaping how multiculturalism 
was understood (Veresiu & Giesler, 2018). Overall, these examples suggest 
that marketing is a powerful tool that can guide consumer behaviour. 
Marketing is even so prevalent in our society that it becomes impossible to 
fully escape marketplace logic (Kozinets, 2002a). Therefore, there is good 
reason to claim that marketing research is valuable in understanding 
consumption. 

But could consumption also inform and shape marketing? Brand communities 
are one area where consumers have emerged as actors in the marketplace 
(Muniz & O'Guinn, 2001). In these communities, it is not only marketers who 
communicate nor consumers who communicate to marketers. Instead, the 
communication has become triadic, as consumers are communicating with 
each other to share a mutual passion for a brand. Furthermore, this has led to 
consumers forming consumer movements that ultimately change the market 
and its institutional dynamics (Scaraboto & Fischer, 2013; Weijo et al., 2018). 
It is due to consumer disruptions like these that organised consumers have the 
power to ignite market changes, which subsequently underlines why it is 
important to study consumers. For example, the brand community behind 
Harley Davidson proved to be a source that the brand’s management used as a 
sort of grassroots research & development department (Schouten & 
McAlexander, 1995). Similarly, consumer research has generated marketing 
insights into how consumer orchestration work makes the sharing economy 
function (Scaraboto & Figueiredo, 2021). Finally, consumer insights have also 
resulted in new frameworks for understanding consumption (Bardhi & 
Eckhardt, 2017), which subsequently provide new coordinates for marketing 
in a rapidly changing world.  

With all of the above in mind, it can be concluded that consumption can guide 
marketing in the sense that consumption has the potential to generate valuable 
strategic insights for marketers. Hence, it is important to study consumption to 
understand how consumer culture can be a source for change in society. Just 
like the chicken and the egg, it is probably impossible to decide whether it is 
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marketing that guides consumption or vice versa. Instead, the multitude of 
ways in which the interrelated relationship between marketing and 
consumption plays out highlights the entanglement between marketing and 
consumption. 

In this thesis, the relationship between marketing and consumption is 
understood as dialectic. This means that past-themed consumption is shaped 
by how marketers perform past-themed marketing but also shapes how 
marketers try to tailor their market offerings in accordance with whatever form 
of alienation consumers are expressing.  

2.6  Resonance 
It is now time to turn to the central concept in this thesis: resonance. Resonance 
is a sociological term coined by Rosa (2016) and it encompasses how people 
relate to the world. Resonance functions as a reaction against the increased 
acceleration that characterises society. This acceleration has resulted in some 
people feeling alienated from society, as the world no longer speaks to them. 
Rosa describes this state as having a ‘mute relationship’ with the world. A 
variety of different axes of resonance exists and, in order for an individual to 
have a resonant life, these axes need to be responsive like tuning forks, which 
means a mutual and transformative shaping of one another. When this 
transformation occurs, one gets to experience resonance because one enters a 
state where one experiences the feeling of being affected by the world but also 
affecting the world oneself. That is in (very) brief terms Rosa’s theory of 
resonance. In the pages that follow, I will try to elaborate and touch upon how 
resonance relates to marketing. More importantly, I will also try to explain how 
resonance is relevant in the conceptual context of past-themed consumption. 
But first, I will look at some of the societal developments that have made it 
relevant to incorporate resonance into the vocabulary of the social sciences. 

Rosa (2016) finds it problematic that society is designed to facilitate an endless 
compulsion to optimise resources. For him, measuring the quality of people’s 
lives by their accumulated resources has become an inscribed value in society. 
He problematizes this as it creates a constant mode of escalation to maintain 
status quo, which ultimately results in an acceleration society (Rosa, 2013). 
Rosa explains this thus:  

this means that modern capitalist society, in order to culturally and 
structurally reproduce itself, to maintain its formative status quo, must 
forever be expanding, growing and innovating, increasing production and 
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Looking at the literature, it is clear that there is an interplay and mutual 
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marketing that guides consumption or vice versa. Instead, the multitude of 
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It is, in other words, problematic that society requires dynamic escalation to 
stabilise itself. It is this paradox of constant acceleration to maintain status quo 
that changes how people are situated in the world and how people relate to the 
world. This includes changes in our relationship with ‘time and space, to other 
people, to the objects around us, and ultimately to ourselves, to our body and 
our mental dispositions’ (Rosa, 2016, p. 1). The repercussions of how this 
constant acceleration has changed our relationship with the world are 
noticeable, as exemplified by high burnout rates. Rosa (2016) therefore argues 
that the constant acceleration promotes a logic that creates a dysfunctional 
relationship with the world, also known as alienation. 

This acceleration logic is also apparent within the realm of consumption. 
Marketing contributes by making it an inherent goal to optimise resources. 
This at least partially stems from how a person’s place in society is no longer 
pre-given (Bauman, 2000). Instead, it necessitates that people enter a 
competition to acquire status within a society, or as Rosa (2016) would say, to 
increase their share of the world. Brands are aware of this and therefore aim 
through advertisements to sell the promise of the good life by optimising 
resources (Askegaard, 2006). However, according to Rosa (2016), the notion 
that this fixation on resources ensures happiness is at best a myth. It is surely 
not impossible that wealth and resources could be a contributing factor to 
achieving a good life. However, they are not the single determinant of whether 
or not one is successful. When optimisation through consumption is presented 
as the measuring stick for happiness, the compulsion of endless escalation is 
enforced. As Rosa has identified the constant acceleration as the problem, it is 
tempting to conclude that deceleration must be the solution. However, Rosa 
argues that this is not the case and instead points to the concept of resonance. 
This is why the relevance of resonance is born out of this accelerated society. 
In the following sections, a deeper interrogation of the concept of resonance 
will be offered. Moreover, I will elaborate on how it serves as an alternative 
solution to the problem of acceleration. 

The previous section has explained how the compulsion of endless escalation 
changes the ways in which people relate to the world. This is why, on a 
fundamental level, Rosa (2016) is theorising how people are situated in the 
world. For him it is apparent that being ‘situated in the world’ is about how 
people relate to the world but also how the world is relating to people. This is 
whether people feel that the world is addressing them in a positive or a negative 
fashion. Let me recap his explanation:  

Resonances are the result and expression of a specific kind of relationship 
between two entities, in particular between an experiencing subject and the 
segments of the world it encounters. Whether the relationships that develop 
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in a given interactive context are resonant or mute in nature thus depends 
on both the state of the subject and that of the world it encounters, as well 
as on their correlation to each other (Rosa, 2016, p. 381).  

Following this line of thought, the perspective I wish to emphasise in this thesis 
is that resonance is something that exists when experienced. As Rosa explains, 
one needs to be an experiencing subject, which indicates that resonance is 
something that can be experienced. He uses the metaphor of acoustics and the 
tuning fork to explain the relationship between two entities. This is as 
resonance theory entails that people can experience resonance either by being 
the ‘first tuning fork’, meaning that they seek encounters that resonate with 
them. Or alternatively, people can become the ‘second tuning fork’, meaning 
that they hope to make someone else resonate. In other words, resonance 
requires a responsive relationship in which both parties are in tune with one 
another. This means that these tuning forks need to be vibrating to create 
resonance and that these vibrations operate like vibrating wires that form 
connections between people and the world, in a further simile devised by Rosa. 
It is therefore argued by Rosa that in order to experience resonance, there needs 
to be a mutual transformation between subject and world, just as the tuning 
forks or wires are impacting each other. The vibrating wire is explained in the 
following way:  

we can here formalize the notion of a vibrating wire between subject and 
world in emotional-sociological terms as an experience or condition in 
which the subject is affected, i.e. touched and moved, by some segment of 
world, at the same time responding with an accommodating, outwardly 
directed emotional movement, with intrinsic interest (libido) and a 
corresponding expectation of efficacy (Rosa, 2016, p. 163). 

To summarise, the vibrating wire explains what happens when resonance is 
effectively played out: people are being touched by others and other entities 
while, at the same time, these people also touch others and further entities in 
turn. A further characteristic of resonance is that the participants must be open 
to seeking these encounters without any expectation of getting anything in 
return. This is called ‘intrinsic interest’ and will be described in detail later. 

Mutual transformation is a central feature of resonance theory, and it means 
that both parties need to be impacted in some way. It is tempting to point out 
critically that there are many instances in life where entities have mutual 
transformations without it necessarily leading to anything or resulting in any 
form of resonance. For example, one could argue that a cyclist crashing into a 
thorny hedge will leave both parties impacted by one another and mutually 
transformed without resonance. Rosa (2016) resolves this by distinguishing 
between ‘weak evaluations’ and ‘strong evaluations’. Weak evaluations cover 



28 
 

It is, in other words, problematic that society requires dynamic escalation to 
stabilise itself. It is this paradox of constant acceleration to maintain status quo 
that changes how people are situated in the world and how people relate to the 
world. This includes changes in our relationship with ‘time and space, to other 
people, to the objects around us, and ultimately to ourselves, to our body and 
our mental dispositions’ (Rosa, 2016, p. 1). The repercussions of how this 
constant acceleration has changed our relationship with the world are 
noticeable, as exemplified by high burnout rates. Rosa (2016) therefore argues 
that the constant acceleration promotes a logic that creates a dysfunctional 
relationship with the world, also known as alienation. 

This acceleration logic is also apparent within the realm of consumption. 
Marketing contributes by making it an inherent goal to optimise resources. 
This at least partially stems from how a person’s place in society is no longer 
pre-given (Bauman, 2000). Instead, it necessitates that people enter a 
competition to acquire status within a society, or as Rosa (2016) would say, to 
increase their share of the world. Brands are aware of this and therefore aim 
through advertisements to sell the promise of the good life by optimising 
resources (Askegaard, 2006). However, according to Rosa (2016), the notion 
that this fixation on resources ensures happiness is at best a myth. It is surely 
not impossible that wealth and resources could be a contributing factor to 
achieving a good life. However, they are not the single determinant of whether 
or not one is successful. When optimisation through consumption is presented 
as the measuring stick for happiness, the compulsion of endless escalation is 
enforced. As Rosa has identified the constant acceleration as the problem, it is 
tempting to conclude that deceleration must be the solution. However, Rosa 
argues that this is not the case and instead points to the concept of resonance. 
This is why the relevance of resonance is born out of this accelerated society. 
In the following sections, a deeper interrogation of the concept of resonance 
will be offered. Moreover, I will elaborate on how it serves as an alternative 
solution to the problem of acceleration. 

The previous section has explained how the compulsion of endless escalation 
changes the ways in which people relate to the world. This is why, on a 
fundamental level, Rosa (2016) is theorising how people are situated in the 
world. For him it is apparent that being ‘situated in the world’ is about how 
people relate to the world but also how the world is relating to people. This is 
whether people feel that the world is addressing them in a positive or a negative 
fashion. Let me recap his explanation:  

Resonances are the result and expression of a specific kind of relationship 
between two entities, in particular between an experiencing subject and the 
segments of the world it encounters. Whether the relationships that develop 

29 
 

in a given interactive context are resonant or mute in nature thus depends 
on both the state of the subject and that of the world it encounters, as well 
as on their correlation to each other (Rosa, 2016, p. 381).  

Following this line of thought, the perspective I wish to emphasise in this thesis 
is that resonance is something that exists when experienced. As Rosa explains, 
one needs to be an experiencing subject, which indicates that resonance is 
something that can be experienced. He uses the metaphor of acoustics and the 
tuning fork to explain the relationship between two entities. This is as 
resonance theory entails that people can experience resonance either by being 
the ‘first tuning fork’, meaning that they seek encounters that resonate with 
them. Or alternatively, people can become the ‘second tuning fork’, meaning 
that they hope to make someone else resonate. In other words, resonance 
requires a responsive relationship in which both parties are in tune with one 
another. This means that these tuning forks need to be vibrating to create 
resonance and that these vibrations operate like vibrating wires that form 
connections between people and the world, in a further simile devised by Rosa. 
It is therefore argued by Rosa that in order to experience resonance, there needs 
to be a mutual transformation between subject and world, just as the tuning 
forks or wires are impacting each other. The vibrating wire is explained in the 
following way:  

we can here formalize the notion of a vibrating wire between subject and 
world in emotional-sociological terms as an experience or condition in 
which the subject is affected, i.e. touched and moved, by some segment of 
world, at the same time responding with an accommodating, outwardly 
directed emotional movement, with intrinsic interest (libido) and a 
corresponding expectation of efficacy (Rosa, 2016, p. 163). 

To summarise, the vibrating wire explains what happens when resonance is 
effectively played out: people are being touched by others and other entities 
while, at the same time, these people also touch others and further entities in 
turn. A further characteristic of resonance is that the participants must be open 
to seeking these encounters without any expectation of getting anything in 
return. This is called ‘intrinsic interest’ and will be described in detail later. 

Mutual transformation is a central feature of resonance theory, and it means 
that both parties need to be impacted in some way. It is tempting to point out 
critically that there are many instances in life where entities have mutual 
transformations without it necessarily leading to anything or resulting in any 
form of resonance. For example, one could argue that a cyclist crashing into a 
thorny hedge will leave both parties impacted by one another and mutually 
transformed without resonance. Rosa (2016) resolves this by distinguishing 
between ‘weak evaluations’ and ‘strong evaluations’. Weak evaluations cover 



30 
 

momentarily desiring something (e.g. chocolate), whereas strong evaluations 
cover acting in accordance with one’s values in life (e.g. deciding not to eat 
chocolate due to wanting to live healthily). The strong evaluations therefore 
constitute the larger moral roadmap in life. The resonance of these 
relationships is decided through these strong evaluations.  

To better explain the interplay between mutual transformation, strong 
evaluations, and resonance itself, I will briefly turn to an example from the 
cinematic world. In the movie Fallen Leaves by Aki Kaurismäki, the two main 
characters feel lost in life. Both struggle to find life meaningful. The female 
main character, Ansa, loses her job at the local supermarket and the male main 
character, Holappa, is an alcoholic. As they initiate a budding romantic 
relationship, they briefly discover meaning in life. However, this is abruptly 
taken away from them again, as Holappa’s alcoholism becomes too much for 
Ansa. Later, when Holappa is on his way to apologise, he is struck by a train. 
Although he survives, he is left in a coma. When Ansa hears this, she decides 
to visit him in the hospital. A defining scene is when she starts reading to him. 
As she reads football results, there’s a small reaction from Holappa. This brings 
a rare smile to Ansa’s otherwise deadpan look. This example can be said to be 
resonance, as there is a mutual transformation that is meaningful between the 
two. Holappa is impacted by Ansa, as she tirelessly reads to him. Despite being 
in a coma, one can unconsciously be affected by people talking, and so 
Holappa reacts. His reaction spurs a smile on Ansa’s face. In other words, her 
impacting Holappa in turn means that he is impacting Ansa. They are therefore 
experiencing resonance between them, as Ansa is unselfishly showing 
compassion for Holappa without expecting any outcome from her efforts. This 
is based on a mutual transformation in the two, as they have changed their view 
on life from meaningless to meaningful. The mutual transformation would not 
be possible without them acting according to strong evaluations. For them, the 
strong evaluations concern a longing for love. By following the strong 
evaluations, they get to experience resonance. As it has now been explained 
what happens when subjects are resonating, the focus will now switch to the 
subparts of resonance.  

Overall, resonance consists of four sub-elements that co-constitute people’s 
relationship with the world (Rosa, 2016). These are, according to Rosa, 
‘affect’, ‘e→motion’, ‘intrinsic interest’, and ‘perceived self-efficacy’. The 
first two elements can seem rather strange, as they have been stylised with 
some peculiar arrows but the meaning is simple. Affect and its left-pointing 
arrow denote that one has to be affected by someone else. In relation to this, it 
has been noted that market-mediated encounters enable subjects to become 
capable of being affective and feeling affect (Bajde & Rojas-Gaviria, 2021). 
E→motion and its right-pointing arrow denote that one provides a response 

31 
 

and thereby establishes a connection. This constitutes a relationship where both 
parties are shaping each other, which leads to both self and world being 
transformed. This is why a truly resonant encounter will change the parties 
involved. The third sub-element of resonance, self-efficacy, denotes that one 
has to be in a receptive state and open both to affect and to be affected. This is 
a state in which one has confidence in approaching the world and sees 
challenges as rewarding rather than as obstacles. The fourth sub-element, 
intrinsic interest, denotes that one is open to an experience that does not 
necessarily have an outcome but simply emerges without being controllable or 
predictable. It is simply the intrinsic interest that drives the experience and not 
the achievement of a particular goal. 

One can dream of a life in total resonance with no external disturbances. 
However, as Rosa (2016) argues, total resonance is impossible to achieve. This 
is because alienation will always be a prerequisite for resonance. Alienation is 
a type of relationship with the world that one must encounter before one can 
feel resonance. It is also important to note that alienation does not denote a bad 
relationship with the world – rather, it is a non-relationship with the world. 
Rosa elaborates:  

Alienation denotes a specific form of relationship to the world in which 
subject and world confront each other with indifference or hostility 
(repulsion) and thus without any inner connection. Alienation can therefore 
also be defined as a relation of relationlessness (Rosa, 2016, p. 184).  

This means that there will always be a tension between resonance and 
alienation, which is why alienation is a prerequisite for resonance. This tension 
enables a state in which the subject needs other people to feel resonance. 
Therefore, these concepts are not opposites but, instead, dialectical. However, 
when one feels alienated, this can develop into a mute relationship with the 
world, and this can be understood as an opposite to resonance. Rosa’s 
understanding of alienation relates to that of Marx but with some notable 
differences. Both find the unequal distribution of wealth produced by modern 
society to be problematic. However, to Rosa this issue cannot be fixed until the 
underlying problem of how people across all class structures live unhappy lives 
is resolved. To him, alienation stems from the existential relationship that one 
has with the world (Schiermer & Rosa, 2017). 

The focus will now turn to what Rosa (2016) calls the ‘axes of resonance’. 
These axes have to vibrate to ensure resonance. It is when these axes are not 
vibrating that people feel alienated. The axes are a way for Rosa to categorise 
the different areas of life where resonance can occur. They consist of vertical, 
horizontal, and diagonal axes with sub-areas to each. I will focus on three of 
these sub-areas due to their suitability for the overall topic of the thesis. They 
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are ‘history’, ‘relation to objects’, and ‘consumption’. History is categorised as 
a vertical axis, whereas the relation to objects and consumption are diagonal 
axes. As the relation to objects and consumption are both diagonal axes and 
have a strong resemblance, they will be collapsed into one in this thesis. Before 
elaborating on these different axes of resonance, it should be noted that axes 
differ from person to person and culture to culture. Hence, the weight of 
importance for each axis will be determined on an individual basis.  

To Rosa (2016), history plays a significant part in people’s lives, as it serves 
as an existential part of who we are. This is partially because memories can 
evoke resonant experiences and therefore enable us to travel back in time 
because memories create a sense of being in harmony with the world. As one 
encounters history, one will feel a sense of obligation to give back or follow 
some ideals; hence, history becomes the trigger point for a transformational 
experience. This is why a historic site ‘generates a strong historical resonance 
that reaches across time’ (Rosa, 2016, p. 298) and simulated historical 
experiences seldom evoke resonance. Fear and desire are closely tied to 
resonance, and thus fear and desire also tie in to history. This is, for example, 
seen in the ways in which the escalation society ensures constant development, 
which can lead to people feeling left behind or out of date. This fear can even 
grow so strong that it can become a mode of being in the world. This echoes 
what is also being reported within marketing research on the past, specifically 
the notion that consumers seek comfort in the past as they feel discontent with 
the present (Brown et al., 2003; Hartmann & Brunk, 2019; Hemetsberger et 
al., 2011). Rosa therefore argues that our memories can serve as an oasis of 
resonance while the present can become a desert of alienation. The resonance 
of history is ensured by its temporal construction and is explained in the 
following way: ‘History thus becomes a space of resonance where past and 
present, or rather past and future, in the present, enter into a dialogue in which 
the past comes alive and is perceived as an other that concerns us in some way’ 
(Rosa, 2016, p. 299). The past becomes a force that engages with us and 
thereby shapes us. Likewise, people are shaping history, which is why history 
becomes a resource for resonance. This can also be related to how consumers 
and marketers use market resources to create ties to the past (Hartmann & 
Brunk, 2019). 

Consumer culture plays a prominent role in Rosa’s theory of resonance. For 
Rosa, consumer culture is important in understanding people’s relationship 
with the world. Rosa’s understanding of consumer culture connotes the 
relationships of people to objects and consumption, which, when combined, 
constitute the diagonal axes of resonance and thus serve as a direct source for 
resonance. Here it should be noted that his notion of consumer culture differs 
from how consumer culture is conceptualised within, for example, consumer 
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culture theory (CCT). For Rosa, consumer culture is a separate category from 
categories like family, politics, or art. It is a narrower definition than the one 
employed in CCT, because CCT conceptualises consumer culture as a broad 
phenomenon that encompasses any cultural activity that is market-mediated 
(Arnould & Thompson, 2005). It is, however, interesting that Rosa also argues 
that objects cannot stand alone as a separate category, as they should rather be 
understood ‘as everyday modes of relation’ (Rosa, 2016, p. 230). This seems 
to break with his previous strict notion of consumer culture, as it seems to 
suggest that he subscribes to the idea that consumer culture infuses life on a 
more general and everyday-basis. Therefore, in this thesis, consumption is 
understood as a pervasive phenomenon that permeates life and society 
(Arnould & Thompson, 2005) 

When discussing consumer culture, Rosa often seems torn as to whether 
consumption is a source for resonance or whether it leads to alienation. He 
often seems pessimistic when assessing the potential of resonance-induced 
consumption, because, for example, he writes: ‘to make resonance accessible 
as a commodity, and thus is more likely to generate echo effects rather than 
actual resonance effects’ (Rosa, 2016, pp. 387-388). Yet, he also acknowledges 
that consumer objects live up the theoretical demands of being transformative, 
as when he draws on Miller (2010) to explain how consumer objects can have 
a transformative impact on people. Therefore, to make causal claims that 
consumption creates resonance seems pointless. Instead, the focus should be 
on how consumption can be a source for experiencing resonance. It can be 
concluded at this point in this thesis that resonance infuses consumer culture, 
a conclusion that is also supported by Rosa himself:  

Buy yourself resonance! Is the implicit siren song of nearly all advertising 
campaigns and sales pitches (…) the capitalist commodities economy itself 
can be understood as one giant, highly sensitive resonance system. Sellers 
of goods and services try to respond as quickly and accurately as possible 
to consumers’ wishes and desires and elicit resonance with their products 
(Rosa, 2016, p. 370).  

It is thereby clear that resonance is deeply embedded in the underlying thinking 
of marketing. 

It is by now established that a material possession can lead to resonance, but 
the very same possession can also lead to a mute relationship. This happens if 
the possession is reduced to being a resource for optimisation and thus stripped 
of its resonant qualities. From this we must understand that material 
possessions do not by definition hinder resonance. In fact, they can be 
contributing factors to the experience of resonance, but the very same 
possession can also convert into an impediment for resonance.  
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It might be that certain products have an inscribed orientation towards 
escalation, which inhibits resonance. For example, products like makeup, self-
help books, or protein powder used in fitness cultures. These products are 
typically used to optimise one’s own capabilities and, hence, to optimise one’s 
relationship with the world. However, at the same time, these very same 
products might ensure that people feel better about themselves and could serve 
as a tool for connecting with others, and thus create resonance. Therefore, 
whether a product is resonant or not cannot be subsumed to essentialist rules. 
Rather, the analysis of a resonant relationship must be considered from an 
interpretivist perspective, which will include analysis of how one relates to the 
product and the strategies that are employed in this relationship. The 
interpretivist perspective is also aligned with Rosa, as he explains: 

the notion that human beings are self-interpreting creatures implies that our 
relationship to the world are never simply given, but rather are constantly 
being articulated, reconstituted, negotiated, and transformed through 
individual and cultural processes of interpretation. It also means that any 
interpretation of the self is necessarily also an interpretation of the world, 
and vice versa (Rosa, 2016, p. 126). 

This thereby suggests that in order to analyse resonant relationships, an 
interpretivist perspective is desired on whether strong evaluations are 
incorporated. This partially solves the issue of whether consumer culture is a 
facilitator for resonance, as it suggests that the subject is a matter for 
interpretivist inquiry. However, the confusion can be resolved by Rosa’s 
statement that it is ultimately a question that needs empirical scrutiny, as it 
‘cannot be decided by theoretical means alone’ (Rosa, 2016, p. 376). 

Lastly, it is worth asking how seeking resonance can also lead to echo effects. 
This is especially pertinent in connection to resonance through consumption. 
As mentioned in the previous section, consumption can serve as a gateway for 
people to actively search for resonance. However, the fact that it is an active 
search in which resonance is something to achieve or obtain hinders a truly 
resonant encounter. An individual search for resonance that involves no effort 
to transmit that resonance to others becomes instead an instrumental goal from 
which the mutual relationship of resonance has been stripped away. What is 
achieved is at best simulated resonance, which is what Rosa calls an ‘echo 
chamber’. He describes the phenomenon here: 

Resonance is merely simulated, meanwhile, particularly when a desperate, 
collectively reinforced desire to be emotionally affected (perhaps because 
one purchased a highly sought-after ticket at an enormous price) creates an 
echo chamber that occludes the absence of fluidity and adaptive 
transformation (Rosa, 2016, p. 284).  
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The search for resonance thereby becomes something to accomplish rather 
than something to live by. When isolated in the echo chamber, one fails to be 
affected and to transform. Therefore, echo effects ‘are capable of concealing 
the existential silence’ (Rosa, 2016, p. 368), as one is only guided by one’s 
own ideals and not open to be existentially moved by others. However, Rosa 
is also maintaining a loophole for the ways in which simulations of resonance 
can eventually turn into resonance, as he states: ‘Even that which starts out as 
a simulation of resonance can at any time result in the spontaneous emergence 
of a vibrating wire’ (Rosa, 2016, p. 374). 

Resonance has not been explicitly addressed in marketing and consumer 
research. Yet, there are a few instances where research has touched upon 
resonance implicitly. In Husemann and Eckhardt’s (2019) study of the Camino 
de Santiago pilgrimage, they discuss how consumers decelerate through 
various strategies. Although deceleration is not the only route to resonance, it 
could be seen as one way of experiencing it. Fournier (1998) explores how 
consumers create relationships with brands and, because brands function as 
sociocultural containers of ideologies (Askegaard, 2006; Holt & Cameron, 
2010), the brands and the relationships that consumers have with them could 
be said to be reflections of how consumers relate to the world in general. When 
exploring resonance, enchantment can seem to be a neighbouring concept. This 
is as enchantment is similarly conceived on the basis of alienation and also as 
enchantment improves the state of people (Hartmann & Brunk, 2019). 
Although enchantment is a momentary phenomenon it could contribute to 
resonance. In the next section, I will explain enchantment as a concept. 

2.7  Enchantment 
In this thesis, enchantment will serve as a supporting concept for resonance. 
While both concepts emanate from alienation and both deal with how life is 
meaningful, they are also notably different. In this section, I will outline what 
characterises enchantment as well as briefly touch upon how enchantment will 
be employed in the thesis. I will also compare the enchantment to resonance. 

Enchantment as a concept can help explain how a community has become 
disenchanted and subsequently enchanted. Weber (1930/2012) described 
specific processes in relation to the effect of religion on society. Enchantment 
is in opposition to disenchantment, and so, before explaining what is meant by 
enchantment, it is necessary to understand the concept of disenchantment and 
how it functions as a frontrunner to enchantment. In other words, to create 
enchantment it is first necessary to be in a state of disenchantment. 
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According to Weber, disenchantment means that the world has become 
routinised into repetitive patterns and a general increased rationalisation. The 
rise of technology is a characteristic of this disenchanted world. He argues that 
technology has come to rule over the masses at their expense (Weber, 
1930/2012). Technology contributes to increased rationalisation because it 
leads to routinised patterns. This technology-driven rationalisation fails to 
provide the world with meaning due to its neglect of magical aspects (R. 
Schroeder, 1995). Weber argues that magic should play a role in any society, 
as it can function as an antidote to the meaninglessness that technology 
imposes on the masses. When he refers to magic, it is not in the sense of the 
type of magic that a magician does. Rather it is small moments that draw on 
the irrational by breaking with the routinised to create fantasies, feelings, and 
fun (Holbrook & Hirschman, 1982). It thereby means that the ordinary is made 
special. 

The decline of magic in society leads to a tameable and impersonal world. In 
recent years this notion of the disenchanted world has been picked up by Ritzer 
(2005). He argues that the direction that society has developed resembles the 
way a McDonald’s product assembly line is organised. He coined the term 
McDonaldization (Ritzer, 1983), which concurs with Weber’s notion of 
disenchantment in that society has become highly rationalised with a resulting 
lack of meaning. The rationalised society is characterised by efficiency, 
calculability, predictability, substitution of non-human for human technology 
and control of uncertainty (Ritzer, 1983). Such a strong degree of 
rationalisation can ironically lead to irrational behaviour, as people become so 
focused on maintaining efficiency that they eventually forget the original 
purpose of their actions. 

McDonaldization suggests that disenchantment is closely related to the market. 
However, it has also been pointed out that engaging with markets through 
consumption can serve as an enchanting element in society, as it becomes a 
way to resist the rationalisation (Thompson & Coskuner-Balli, 2007) and 
serves as an approach to explore the potential of rediscovering enchantment 
(Ostergaard, Fitchett, & Jantzen, 2013). Consumption can also create a sense 
of communality, which entices co-created enchantment (Thompson & 
Coskuner-Balli, 2007). However, it should also be noted that this sort of 
consumption-driven enchantment exists on the basis of an ideological stance 
against multinational corporations. This means that a cultural tension has 
supervened between the profanity of commercial interests and the sacred 
abilities of enchantment (Thompson & Coskuner-Balli, 2007). In order to 
create true enchantment, it is necessary to move away from the institutionally 
managed forms of enchantment and promote irrational spontaneity.  
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In consumer culture, enchantment has been used as a mediator to create 
authenticity (Hartmann & Ostberg, 2013). Generally, enchantment is used in 
marketing to underscore the uniqueness of a consumer good, given that 
enchantment means ‘rendering the ordinary into emotionally-charged, 
exciting, magical, and special market resources’ (Hartmann & Brunk, 2019, p. 
669). Furthermore, re-enchantment is about transforming the ordinary into 
something special again. This re-enchantment can be achieved in multiple 
ways with three different approaches that share the common characteristic of 
being related to nostalgia. First, the ‘re-instantiation’, which highlights how 
past-themed market offerings have the ability to make the consumer reminisce 
and reclaim a romanticised sense of belonging. Second, the ‘re-enactment’, 
which serves as a mode for valorising past-themed offerings and the morality 
that they express. Finally, the ‘re-appropriation’, which is described as an 
ironic angle to past-themed market offerings. It provides the consumer with 
fun and a ludic enjoyment that serves as a pathway to enchantment (Hartmann 
& Brunk, 2019). 

In this thesis, enchantment functions as a supporting concept for resonance. It 
is employed to shed light on how consumption objects transform into valorised 
objects with special meanings and abilities. As resonance and enchantment are 
concepts that share similarities, it is worthwhile to explain how these concepts 
relate to each other in the thesis. Both concepts emanate from the same cause, 
they are both critical towards the optimisation of resources, and they can be 
characterised as something that is desirable for people to experience. So why 
include two so seemingly similar concepts in the conceptual framework? The 
short answer is that while the two concepts resemble each other, they are not 
identical, and they therefore have the potential to uncover different aspects of 
human life. 

Both enchantment and resonance are similar in the sense that they both require 
alienation as a pre-existing state. This is because both Rosa (2016) and Weber 
(1922/2019) agree that in modernity it has become a goal in itself to optimise 
resources. For Weber, this optimisation is what leads to disenchantment. Rosa 
also reflects upon disenchantment and how it relates to resonance. Rosa writes 
of Weber’s enchantment: 

the systematic optimization of everyday life, reflects precisely what I have 
tried to capture with the concept of increasing humanity’s share of the 
world; Weber’s notion of disenchantment, which bears all the hallmarks of 
a loss of resonance, meanwhile expresses the changes in the quality of our 
relationship to the world which are inherently associated with this process. 
Disenchantment means that the world literally stops singing (Rosa, 2016, 
p. 326). 
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As disenchantment leads to a loss of resonance, disenchantment is thereby 
positioned as one type of alienation. Hence, Weber and Rosa seem to be in 
agreement that alienation is a requirement for both resonance and enchantment. 
They also seem to be in agreement that these concepts function as outcomes 
that describe the human condition. Therefore, while the state that precedes 
these two concepts is similar, they differ in their own characteristics.  

The difference between the concepts is notable when it comes to what can 
counter alienation. For Weber, enchantment serves as momentary magic-like 
instances that allow people to escape the iron cage of rationality. This also 
means that it is easier for people to enter this stage, as it can, for example, be 
achieved through the interaction with past-themed consumption goods 
(Hartmann & Brunk, 2019). It is also worth noting that this enchantment 
through past-themed consumption goods can be achieved both by interacting 
with an indexical past and a simulated one. However, this is only a temporary 
experience that does not alter one’s overall state of being.  

Meanwhile, resonance, on the other hand, requires a more all-encompassing 
transformative change in one’s existence. This complicates the search for 
resonance, not least because resonance cannot be achieved by simply wanting 
to experience resonance. Interaction with others is a requirement of resonance, 
which is perhaps the most important reason for its distinction from 
enchantment. According to Rosa, resonance can by definition ‘only happen 
between us’ (Rosa, 2016, p. 197): it is always collective and requires openness 
to affect others, just as it requires openness to be affected by others. 
Enchantment can also be collective, as enchantment can be achieved through 
collective memories (Brunk et al., 2018). This means that the notion of being 
collective is achieved by sharing a memory. However, this collective memory 
is usually not something that is produced in the collective. Rather, the 
memories are produced on an individual basis and possibly by an external 
marketer (Brunk et al., 2018). These externally produced memories can still 
evoke a collective feeling but there are no affective nor transformative actions 
between the actors. This contrasts with resonance, where the mutual 
transformation is a prerequisite to feel resonance. This is why the theory of 
resonance enables insights into how people relate to one another as well as to 
the world. Enchantment still plays an important role in this thesis, as it helps 
to explain how participating in the vintage cycling community can provide 
these magical moments. However, resonance is needed to understand how 
existential states can be shaped by how one relates to others.  
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2.8  Hidden Transcripts 
To further show how resonance can be market-mediated through past-themed 
consumption, I deploy the theory of hidden transcripts in my framework of 
theories. This will assist in elucidating the ideological play that is enacted to 
mobilise a sense of communality, in particular. The theory of hidden transcripts 
is a theory of hidden resistance and can be defined as follows:  

First, the hidden transcript is a social product and hence a result of power 
relations among subordinates. Second, like folk culture, the hidden 
transcript has no reality as pure thought; it exists only to the extent it is 
practiced, articulated, enacted, and disseminated within these offstage 
social sites. Third, the social spaces where the hidden transcript grows are 
themselves an achievement of resistance; they are won and defended in the 
teeth of power (J. C. Scott, 1990, p. 119).  

This means that the hidden transcript is a subordinate or outsider group’s way 
of communicating without this communication being detected by a group that 
is perceived to be more dominant. Here, it should also be noted that the 
subordinates perceive the dominants to be powerful, thus establishing this 
unequal power relationship. 

The hidden transcript exists dialectically with the public transcript, in which 
the subordinates conform to the behaviour that is expected of them in public. 
In off-stage social spaces, they will mobilise their hidden resistance, which will 
then be enacted in public through small cues of which only the insiders are 
aware. Subordinates therefore need a social space to mobilise their resistance 
as well as a counter-ideology that can unify the group. This mobilisation of the 
group will, however, not take place in a formal sense. In this way they have an 
advantage in remaining anonymous, which is a strategic move to avoid 
potential repercussions should they be caught in their hidden resistance. 

In consumer and marketing research, most research on consumer resistance has 
focused on how established groups vocally enact resistance (Cherrier, 2009; 
Kozinets, 2002a; Kozinets & Handelman, 2004; Luedicke, Thompson, & 
Giesler, 2010; Varman & Belk, 2009). However, another stream of literature 
has studied various forms of hidden resistance (Cronin et al., 2014; Kuruoğlu 
& Ger, 2015; Mikkonen & Bajde, 2013; Ulver-Sneistrup, Askegaard, & 
Kristensen, 2011). In this second stream, a common theme is how a group of 
consumers try to express a form of ideological struggle while knowing full well 
that they cannot be vocal about their criticism. Therefore, they use 
consumption objects as a form of hidden resistance, as these objects are 
inscribed with coded messages that only insiders understand. For that purpose, 
past-themed consumption has previously proven a suitable carrier for double 



38 
 

As disenchantment leads to a loss of resonance, disenchantment is thereby 
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meanings (Ahlberg et al., 2021). Because of the ironic meanings that are often 
associated with past-themed consumption (Hartmann & Brunk, 2019), it 
becomes difficult for the outsider to decode the intended meaning.  

The consumer research on hidden resistance reports how the groups that enact 
the hidden resistance derive a sense of justice from their hidden activities 
(Cronin et al., 2014; Kuruoğlu & Ger, 2015; Mikkonen & Bajde, 2013; Ulver-
Sneistrup et al., 2011). These ideologically laden resistance activities could 
bond together the communities by creating a joint meaningfulness. In that 
sense, their resistance activities could be seen as one way of establishing 
resonance.  

2.9  Play 
To understand how people experience resonance through consumption, the 
concept of play needs to be introduced. This is because, as I will show later, 
playfulness is important when experiencing resonance. Experiencing 
resonance cannot be achieved if life or a specific activity is only considered as 
work. Play is something that is done based on an intrinsic drive to have fun 
without necessarily having a defined aim or plan for how to do it. In this way, 
it echoes Rosa’s point that to experience resonance one needs to be motivated 
by an intrinsic gain and open to unexpected experiences. In this thesis, play 
serves as a gateway from consumption to resonance. This will be unfolded in 
the findings section, but first, this section will serve as an introduction to play 
as a concept. In this thesis, play is defined as a:  

voluntary activity or occupation executed within certain fixed limits of time 
and place according to rules freely accepted but absolutely binding, having 
its aim in itself and accompanied by a feeling of tension, joy and the 
consciousness that it is different from ‘ordinary life’ (Huizinga, 1949, p. 
28).  

Play undergirds the tribal behaviour of consumers (Canniford, 2011) and has 
therefore been present in consumer culture in various ways. It is present in how 
consumers playfully enact roleplaying (Belk & Costa, 1998; Seregina & 
Weijo, 2017); how brands engage consumers in brandfests (Kjeldgaard & 
Bode, 2017); how consumers do gender play (Brownlie & Hewer, 2007; 
Goulding & Saren, 2009); and in how play is important in creating passion 
among service workers (Riehle, Wieser, & Hemetsberger, 2023). Moreover, 
play has also been highlighted as a mode in past-themed consumption. This is 
because it has been highlighted in the form of playful nostalgia, where it re-
appropriates the past. When past-themed consumption is playful, it is 
‘foregrounding the fun, ironic, and ludic dimensions of nostalgia’ (Hartmann 
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& Brunk, 2019, p. 675). It thereby enables consumers to playfully engage with 
the past but also distance themselves from the realities of the past. 

Kjeldgaard and Bode (2017) find it problematic that play is separated from 
work and production. This is an outcome of modernity’s strict division 
between play and work (Huizinga, 1949). Play is often conceptualised as 
merely ludic fun (Holbrook & Hirschman, 1982), while work serves as a 
counterpart that revolves around efficiency and productivity (Ritzer, 1996; 
Weber, 1930/2012). However, although consumption might be framed as 
playful and perhaps on the surface seem meaningless, it can be a form of coded 
resistance against societal norms (Mikkonen & Bajde, 2013). This suggests 
that play is not just ludic but can also be serious – without categorising it as 
work. Although this sounds as if the consumers use play to autonomously 
express themselves, it is worth keeping in mind that marketers also prosper 
from commercialising play and thereby infiltrating the consumers’ expression 
(Kozinets, Sherry, Storm, Duhachek, & Nuttavuthisit, 2004; O'Sullivan & 
Shankar, 2019). 

In this thesis, play is treated as more complex in the sense that people need to 
find the playful in work or production moments. The ordinary becomes erased, 
as ‘play creates a sphere of action in which the ordinary is no longer present’ 
(O'Sullivan & Shankar, 2019, p. 512). It is finding the playful in the otherwise 
dull and tedious moments in life that brings the ordinary alive and ultimately 
creates resonance. Play has the ability to transform productive work into ludic 
experiences. Therefore, it is not meaningless. Rather, it is deeply meaningful, 
and it can therefore be said to be serious play (Kjeldgaard & Bode, 2017; 
Mikkonen & Bajde, 2013). 

2.10 Synthesis of Theories 
Before I proceed further, I wish to reflect upon how the different theories in 
my framework relate to each other. My theoretical framework consists of 
resonance, enchantment, hidden transcripts, and play. In this cocktail of 
theories, resonance is overarching and the other theories serve as support. 
Another thing that should be noted is how my use of resonance, enchantment, 
and hidden transcripts emerged as a result of collecting empirical material. 
Subsequently, play emerged as a concept in this thesis on the basis of a 
hermeneutical meta-analysis of the papers. 

Resonance can be classified as a grand concept as it offers a nearly all-
encompassing apparatus for understanding life. Hence, it is not simply a theory 
that explains a small section of a given action. It is for this reason that it needs 
support from other theoretical perspectives to uncover certain specific 
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instances in life. In the next three paragraphs, I will explain how the other 
theories relate to resonance. 

Enchantment serves to inform resonance by shedding light on how brief 
momentary experiences can be meaningful. Resonance theory mainly focuses 
on the larger structures that situate people in the world. That means that it is 
concerned with how people find different parts of life to be vibrating vis-à-vis 
the different axes that need to be vibrating. When these axes are vibrating, 
people will feel that they relate to the world in meaningful ways, and they 
therefore feel an existential change. However, Rosa has also pointed out how 
the smaller things in life are important for experiencing resonance (Schiermer 
& Rosa, 2017). To unravel these momentary but meaningful experiences, 
enchantment is included in the set of theories. Hence, in this thesis, 
enchantment is treated as a mechanism that can contribute to resonance. 

Hidden transcripts inform the ideological part of resonance. Resonance theory 
explains how people sometimes have to take a stance on what they believe is 
right in order for their world to resonate. This can be done when people enact 
resistance, as demonstrated in Paper 4. In this paper, hidden transcripts serve 
as an approach to enact a hidden form of resistance. They are used to re-
instantiate a way of life that is inspired by a mythical past. This corresponds 
with instances in which other research has implicitly explained that consumers 
engage with past-themed consumption and marketing to enact resistance 
(Brown et al, 2003). The past can often seem innocent, which is why past-
themed consumption and marketing pose as a discreet approach to counter the 
alienating present. Hence, in this thesis, hidden transcripts assist in explaining 
how consumers use the past as a resource to re-establish the world in a way 
that they find resonating. 

Lastly, play emerged as a concept during the meta-analysis of the papers. Its 
role in the thesis is to connect resonance and consumption, because it serves as 
a gateway from between the two. This is possible because many of the 
characteristics of play align with resonance. To experience resonance, people 
need to be driven by an intrinsic interest and to be open to unexpected 
experiences. This is not always something that consumption can provide, as 
consumption will sometimes be about fulfilling functional needs. In contrast 
to this, play has the potential to create meaningful difference beyond the 
functional. When people engage in play, it is usually out of an intrinsic interest 
in whatever activity is taking place. Moreover, play is also characterised by not 
always knowing the outcome. Despite the rules that exist in any form of play 
(Seregina & Weijo, 2017), play also builds on creative imagination, which 
ensures an experience that cannot be completely scripted. This is why play 
serve as a concept that connects consumption and resonance. 
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Chapter 3: Research Design 
To study how resonance can be market-mediated in the conceptual context of 
past-themed consumption and marketing, I employ several qualitative methods 
to gain a contextual understanding of the empirical side of the phenomenon. In 
this endeavour, it is important to understand how resonance is experienced. 
Therefore, the methodological toolbox I employ aims to uncover both 
discursive expressions of how individuals experience resonance and 
observations of how collectives play out their experienced resonance. This is 
in line with how Rosa (2016) argues both that empirical research is needed to 
fully unfold the mechanisms of resonance and that resonance cannot be 
measured. Therefore, the Danish vintage cycling community serves as an 
ethnographic context and thereby as an epistemological window into the 
market-mediated resonance of past-themed consumption. The methods consist 
of in-depth interviews, ethnographic participant observations, and 
netnography. The tripartite methodological design serves to strengthen the 
overall credibility (Hirschman, 1986) but it is also employed because none of 
the individual methods are able to grasp the complex context (Chenail, 2011) 
of a phenomenon such as resonance.  

I did not set out to study resonance when I embarked on my doctoral studies. I 
set out to study the phenomenon of vintage cycling more broadly. But as the 
context proved more complex than I had initially thought, I searched for 
theoretical apparatuses to unpack it. Around halfway through my PhD, I came 
across resonance, and I started making sense of my empirical discoveries 
through this theory, but it is tricky to study resonance empirically. Resonance 
is both all-encompassing and nowhere to be seen. Rosa (2016) describes it as 
a larger system for thinking, which includes bodily behaviour and intrinsic 
values – both guided by ideology. Because of this, I have found it necessary to 
carry out both individual interviews and ethnographic/netnographic 
observations. The individual interviews reveal how the vintage cyclists 
understand the world, which gives insights into how they relate to the world 
and what creates resonance for them. These individual values are constituted 
in an interplay with collective discourses that emerge in the community, often 
as re-interpretations of societal debates. Because of all this, it is important to 
understand the individuals through interviews. However, these interviews 
cannot be assessed in isolation because it is also necessary to understand how 
these values are negotiated in the community. This is why the methodological 
toolbox includes observations as well as interviews. 

In this chapter, I will present, discuss, and reflect upon the methodological 
choices of the thesis. The chapter begins with a description of the Danish 
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vintage cycling community research context. Then the various methods that I 
employ in my study of the vintage cyclists will be introduced. This will be 
followed by a section where I reflect upon my own role as researcher. Finally, 
I detail my approach for analysing and interpreting the empirical material. 

3.1 The Danish Vintage Cycling Community as a Research 
Context 
The Danish vintage cycling community is a useful context in the quest to 
understand how past-themed consumption and marketing enables consumers 
to experience resonance. This is because it is an expressive community that 
centres around objects of the past, despite newer and more efficient objects 
being available. In this research, ‘vintage’ is treated as a quality that refers to 
a specific bygone era (Duffy, Hewer, & Wilson, 2012; Sarial-Abi, Vohs, 
Hamilton, & Ulqinaku, 2017). Furthermore, to qualify as vintage, the items 
need to have been owned by a previous owner (Abdelrahman et al., 2020) but 
not necessarily used by the previous owner (Turunen & Leipämaa-Leskinen, 
2015). This aligns with the vintage cyclists, as their bikes tend to be from the 
past millennium and even the various bike parts – like handlebars, toe clips, 
rims, etc. – are required to be original. This results in a re-circulation of the 
different parts, as the participants enter a search for the original bike part for 
the bike that they wish to rebuild. 

The vintage cyclists ride steel bikes from the past millennium, often from the 
1970s or 1980s. Some collect bikes from a particular brand, others from a 
particular country, and others prefer a wider variety of bikes. This results in 
most vintage cyclists having between 5 and 20 bikes. On top of that, they have 
a welter of spare bike parts and additional frames. These are often characterised 
as projects or future projects. Most but not all are capable of building and 
maintaining their own bikes. This skill often stems from most of the vintage 
cyclists having practised cycling from a young age in cycling clubs where they 
learned how to take care of a bike. A handful of times a year, they organise 
races that are exclusively for vintage cyclists. This necessitates that the bike 
lives up to certain demands, such as the bike being from the past millennium, 
being made of steel, and having gear shifters located on the frame. In Danish 
races, the rules are not so strict, as there is no inspection of the bikes. Riders 
who do not follow these rules will normally receive just a few negative 
remarks. When the cyclists are riding, they dress up in woollen cycling jerseys 
that match their bikes both in terms of team and period. They will in general 
be inspired by the period to assemble an entire matching outfit. After races, it 
is normal for traditional Danish food to be served along with a beer or two. For 
a more historical account of culture surrounding cycling, see the context 
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description in Paper 4. It shows how freedom is an underlying value in cycling. 
For many vintage cyclists, this dates back to a time when a bike enabled 
independence from their parents, something that has interestingly also been 
pointed out by Rosa in an interview (Schiermer & Rosa, 2017). 

Vintage cycling events are spatially dispersed throughout the world. The 
biggest event is L’Eroica in Tuscany, Italy, which is a weeklong vintage 
cycling festival concluding with a vintage bike race on the white dusty roads 
of Tuscany. L’Eroica is held annually and attracts close to 10,000 people to the 
small village of Gaiole di Chianti. The popularity of L’Eroica has resulted in 
the race expanding across the Italian borders with similar races in Britain, 
Germany, the Netherlands, Spain, USA, South Africa, and Japan. However, 
this research is mainly concerned with the Danish vintage cycling community, 
which is in many ways smaller. The reason behind the focus on the Danish 
vintage cycling community is partially due to the accessibility of the 
community but also due to the community being more tight-knit, most likely 
as a result of being a smaller community.  

The vintage cyclists in the Danish community participate in various ways, with 
only a portion of the total actually taking part in the vintage races. The others 
participate in the community’s online sites through socialising online, 
providing tips, or trading of bikes and bike parts. Although they are a smaller 
community, their general Facebook group has more than 3,000 members and 
their Facebook group for sales has more than 8,000 members. However, the 
races normally consist of around 50-100 people. The people who participate in 
the races are more tight-knit and can be considered the core of the community, 
as they arrange various social events and ride together on a regular basis. It is 
important to note that the vintage races in Denmark can be characterised as 
grassroots races. All of the races are organised by private people from within 
the community and have very simple setups. Although the physical locations 
of the races are in different places in Denmark, there are a few recurring 
patterns in terms of physical setting. The main organiser brings a small table 
and a couple of chairs, and the races are often held in scenic landscapes, which 
usually means the countryside. As one participant remarked: ‘It is in the middle 
of nowhere… and then a bit further.’ Many of the races take place in the hills 
around Vejle but the venues shift a lot, which hinders a detailed description of 
one specific location. One location worth mentioning is the Bindeballe 
Købmandsgaard, which is an old merchant’s house that has been used as the 
setting for the most popular Danish vintage bike race. The old house now 
serves as a museum for old products, underlining the affinity for the past that 
is deeply ingrained in the community.  
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description in Paper 4. It shows how freedom is an underlying value in cycling. 
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Rather than focusing on the physical setting, it might be more beneficial to 
consider a social description of the vintage cycling community. The social 
demographics indicate how the participants are situated in the world, which in 
resonance terms reveals how they relate to the world. What ties these people 
together is their appreciation of past-themed cycling, which is why they all ride 
on old bikes. There are diverging opinions on when a bike qualifies as vintage, 
but there is usually agreement that the bike parts should be original and the 
bike should pre-date the 2000s. As the participants are scattered across most 
of Denmark, they use Facebook to organise their activities. A large part of the 
community is located around Copenhagen with a minor group near Vejle. This 
is also why many of the races are located around Vejle, while the participants 
state that there is a larger market for trading around Copenhagen. The group 
almost entirely consists of white men, with just two women occasionally 
participating in the races. They are both partners of men participating in the 
community. In terms of social class, it is more mixed with both schoolteachers, 
blue collar workers, and managers of large corporations. Although vintage 
cycling is only considered a hobby, many participants have entire basements 
or attics assigned strictly to vintage cycling as well as a home filled with bike-
themed art or books. This indicates that vintage cycling stretches beyond being 
merely a hobby. 

I understand this community as a consumption community (Cova & Cova, 
2002), as it is organised around the consumption of vintage bikes. Most 
obviously, one has to own a vintage bike to participate in the community. 
Buying a bike can be challenging in itself, as one also has to buy a bike that is 
considered suitable for the member’s status within the group. Moreover, it is 
necessary to buy a wide range of different accessories to partake. Once again, 
it is crucial for the person to navigate the cultural conduct, code, and meanings 
to be accepted as a member. This enables participation in vintage races, but the 
circulation of used bikes and bike parts is another big part of the community. 
This re-circulation constitutes another element of consumption in vintage 
cycling, as participants take pride in re-using old material by ensuring that 
other people can use their cherished objects. In other words, consumption and 
an understanding of how to consume is a prerequisite for participating in this 
community. Consumption is treated as an etic term in the sense that it is not 
the vintage cyclists who call themselves a consumption community. 
Nevertheless, they confirm that consumption is required and plays an 
important part in participating in the community. Hence, there is empirical 
support for proposing the argument that the vintage cycling community is a 
consumption community. 

The vintage cycling community constitutes a suitable context for study, as it 
provides an empirical context for how a community is organised around past-

47 
 

themed consumption goods. I chose the community as a context for studying 
past-themed consumption for two reasons. First, it is a community that has 
much more advanced and better-performing products available. Yet, they 
prefer the old heavy steel bikes that need constant maintenance. Hence, there 
is a clear puzzle. Second, it is a community in which members invest time and 
money on expressing themselves through their bikes and outfits. It is therefore 
clear that it is not an endeavour rooted in basic need fulfilment but can rather 
be categorised as an identity project. In addition, it also became apparent early 
on that there was an ideological dimension to this identity project. It therefore 
serves as a context for studying how consuming the past shapes the consumer’s 
worldview – thus enabling the study of market-mediated resonance through the 
context. It also provides a context that gives ‘theoretical stories veracity and 
texture’ (Arnould et al., 2006, p. 107) because the vintage cyclists treat their 
engagement with the community as more than simply functional. To them it is 
a way to express themselves by using the consumption of vintage bikes as an 
approach to navigate through the symbolic webs (Geertz, 1973) that constitute 
the social world. 

3.2 Collection of Empirical Material 
To answer my research question, I used a multi-method qualitative approach 
in the vintage cycling community, drawing on a combination of ethnographic 
observations, in-depth interviews, and netnography. The collection of 
empirical material occurred in two waves with a final stage of analysis. This 
will be explained in this chapter, but an overview is also provided by the 
illustration on the following page. 
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3.2.1 Ethnographic Observations 
Ethnographic observations enable insights into how people behave within a 
certain context. As the ethnographic observations in this research took place at 
vintage cycling races, they included observations of how the vintage cyclists 
behaved but also how they engaged with each other and their bikes. I thereby 
subscribe to the tradition of engaging in contextualised study of consumers. 
However, as consumers to an increasingly degree partake in collectives with 
consumption as the modus operandi (Cova & Cova, 2002; Muniz & O'Guinn, 
2001; Østergaard & Jantzen, 2000), it makes sense to employ an 
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anthropological method to understand how people consume when participating 
in these collectives (Arnould & Thompson, 2005).  

Ethnographic observations also made it possible to understand behaviour 
within this community. Interviews and netnography reveal how the informants 
talk about various issues but only ethnography allows an investigation into how 
vintage cycling is enacted in the natural setting (Arnould & Wallendorf, 1994). 
In that sense it helped me to move beyond individualistic accounts of 
participants’ activities (Moisander, Valtonen, & Hirsto, 2009). Vintage cycling 
includes a welter of meaning-making activities during the prelude to the race 
and in its aftermath. Before the race, people chat with each other, they prepare 
their bikes in various ways, ensure that their outfit is as it should be, and 
perhaps test-drive the route. Observations of these practices enable emic 
descriptions of how they conceptualise their social world (Arnould & 
Wallendorf, 1994). The races serve as a liminal space where they can play out 
their fantasies. Liminal here refers to how the participants enter a space where 
they exist between two identities (Belk & Costa, 1998). They leave their 
everyday identity momentarily behind to play a professional cyclist without 
really being a professional cyclist. Races are a type of event, with events being 
known to enable spaces for transformative experiences (Celuch & Neuhofer, 
2023; Fairley & O'Brien, 2018; Wu, Li, Wood, Senaux, & Dai, 2020). It is 
through transformation that people can potentially experience resonance and 
thus it is worth studying the races. 

During the field visits, I carried a small notebook where I jotted down notes on 
behaviour, conversations, and surroundings. These jottings were then 
subsequently converted into as detailed descriptions as possible. This aligns 
with Geertz (1973) when he explains how ethnography is about thick 
descriptions of the phenomenon that is under study. Moreover, photos were 
also taken to obtain a visual element to the field notes. I took photos myself 
when suitable and possible, but the organisers and sometimes participants also 
took photos. They would then share them with everyone afterwards on social 
media. The photos enable the possibility of re-visiting sites and noticing details 
that might have been lost as the practices unfolded. Moreover, the photos that 
they took themselves also indicated what they themselves deemed to be 
important (Arnould & Wallendorf, 1994).  

My ethnographic endeavours started in the summer of 2020 when I participated 
in a vintage race. Prior to this, I had contacted the race organiser to ensure that 
my presence was accepted. My identity as a researcher was thereby revealed, 
and I therefore took the role of ‘observer as participant’ (Gill & Johnson, 
2002). As the organiser had informed the vintage cyclists about my arrival, I 
experienced a lot of hospitality and curiosity about my project. I later learned 
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that a handful of vintage cyclists were more undecided about my presence. The 
aim of the first event was mainly to be acquainted with the community and 
build connections with participants. Since then, I have participated in other 
events besides vintage cycling races, as I have also participated in tutorials for 
how to repair a vintage bike, a club meeting, and a cycling festival. I have, 
however, also extended my participation in the vintage races, as I have debuted 
as a racer myself and therefore moved into the role of ‘participant as observer’ 
(Gill & Johnson, 2002). While the observer role enabled me to write detailed 
field notes of how things unfolded, being a participant enabled a felt experience 
of what it meant to be a vintage cyclist. It thereby parallels, Scott noting that 
this approach enabled ‘the ability to walk, sit, and run with other people creates 
an affinity, empathy and sharing of emotions that would not have been possible 
without running the same race’ (R. Scott et al., 2017, p. 27). My own 
participation also meant that I became more accepted in the community, which 
helped me to generate richer insights (Schouten & McAlexander, 1995).  
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The peloton of GP Vejle Ådal 2022. 

 

A bike basement in the home of a vintage cyclist. 
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In the beginning of the data collection, I only observed the races. 

 

Later, I would also race myself. To best observe the racing, I would often place 
myself in the back of the peloton. 
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The vintage cyclists are passionate about their hobby. One team have their own team 
car. 

 

The cosplay involves all aspects of cycling. 
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Below is a table of the ethnographic encounters undertaken during the study. 

Encounter Type Date Location 

Strade Marroni 
2020 

Vintage cycling 
race 

13.6.2020 Give 

GP Vejle Ådal 
2020 

Vintage cycling 
race 

15.8.2020 Bindeballe 
Købmandsgård 

‘Knitting’ 
evening 

A tutorial event 
for how to 

maintain your 
vintage bike 

17.3.2021 At a participant’s 
shop in 

Copenhagen 

GP Vejle Ådal 
2021 

Vintage cycling 
race 

8.5.2021 Bindeballe 
Købmandsgård 

Tour of 
Denmark 2021 

Professional 
cycling race 

with a vintage 
cycling parade 

14.8.2021 Frederiksberg 

Grupetto 
Cycling Festival 

Cycling festival 
organised by 

vintage cyclists 

17.-18.9.2021 Vejle 

GP Vejle Ådal 
2022 

Vintage cycling 
race 

7.5.2022 Bindeballe 
Købmandsgård 

Velopress club 
meeting 

Club meeting 11.1.2023 At a participant’s 
workplace in 
Copenhagen 

Eroica Japan Vintage cycling 
race 

12.-14.5.2023 Izu peninsular, 
Japan 

3.2.2 In-depth Interviews 
My ethnographic observations are accompanied by in-depth interviews, which 
generate discursive representations of the underlying meanings of vintage 
cycling. With the interviews it is possible to ask for explanations of practices 
and why they are meaningful to participants. I divided my interviews into two 
waves. The first wave of interviews can be characterised as being unstructured 
and involving more inductive exploration, as the aim was for the informants to 
explain what they deemed important within the community. Nine interviews 
were conducted in this first wave. This resulted in some preliminary themes 
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that served as the basis for the second wave of data collection. The second 
wave of data collection helped me to elaborate on the theoretical threads that 
emerged during the first wave. I conducted an additional nine interviews, 
bringing the total to 18. One of the interviews in the second wave was with an 
informant who works in a business relating to vintage cycling and therefore 
represents what could be said to be the producer side (Rokka, 2021). The 
interviews lasted between 53 minutes and 3 hours 6 minutes. Most interviews 
were around 1.5 hours. 

In-depth interviews have been noted to be suitable for gaining an 
understanding of feelings, fun and fantasies (Hackley, 2003). They revolve 
around the ‘cultural categories and shared meanings rather than individual 
affective states’ (McCracken, 1988, p. 7) because they aim to grasp the cultural 
logic that undergirds the informant’s behaviour. To uncover these cultural 
logics, the informants were given autonomy in the interviews to serve as 
experts on the topic (Hackley, 2003). Meanwhile, I probed for further 
explanations to their answers (Arsel, 2017). 

Interviews enable descriptions of the social world, as the informants have the 
opportunity to describe how they feel or think about the world. Interviews 
therefore function as a tool that brings to the fore meanings that are normally 
embedded and not articulated (Hackley, 2003). These meanings are surfaced 
by structuring the interview as a grand tour (McCracken, 1988) that starts with 
broad and descriptive questions (e.g. how did you get into vintage cycling?) 
and slowly intensifies in depth and specificity in accordance with how themes 
unfold (e.g. why is vintage cycling special in comparison to modern cycling?). 
This ensures that the informants are provided with a space where they can 
recollect their memory and opinions, while also enabling them to stand outside 
of their own behaviour and be reflexive about their own behaviour and 
thoughts (Hackley, 2003). 

Most of these interviews can be characterised as naturalistic interviews, as they 
took place in natural settings like the informants’ bike basements/attics and 
once in a vintage bike café/shop. The naturalistic setting allowed the 
informants to feel comfortable in their role as experts within the topic, while it 
also eased the informants’ recollection of past consumption experiences (Belk, 
Fischer, & Kozinets, 2013). Moreover, it enabled spontaneous moments where 
the informants showed objects that they found particularly meaningful. 
However, it should also be noted that four interviews were conducted over the 
phone and two over Zoom either due to the covid pandemic or because of 
geographical restrictions. 
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explain what they deemed important within the community. Nine interviews 
were conducted in this first wave. This resulted in some preliminary themes 
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that served as the basis for the second wave of data collection. The second 
wave of data collection helped me to elaborate on the theoretical threads that 
emerged during the first wave. I conducted an additional nine interviews, 
bringing the total to 18. One of the interviews in the second wave was with an 
informant who works in a business relating to vintage cycling and therefore 
represents what could be said to be the producer side (Rokka, 2021). The 
interviews lasted between 53 minutes and 3 hours 6 minutes. Most interviews 
were around 1.5 hours. 

In-depth interviews have been noted to be suitable for gaining an 
understanding of feelings, fun and fantasies (Hackley, 2003). They revolve 
around the ‘cultural categories and shared meanings rather than individual 
affective states’ (McCracken, 1988, p. 7) because they aim to grasp the cultural 
logic that undergirds the informant’s behaviour. To uncover these cultural 
logics, the informants were given autonomy in the interviews to serve as 
experts on the topic (Hackley, 2003). Meanwhile, I probed for further 
explanations to their answers (Arsel, 2017). 

Interviews enable descriptions of the social world, as the informants have the 
opportunity to describe how they feel or think about the world. Interviews 
therefore function as a tool that brings to the fore meanings that are normally 
embedded and not articulated (Hackley, 2003). These meanings are surfaced 
by structuring the interview as a grand tour (McCracken, 1988) that starts with 
broad and descriptive questions (e.g. how did you get into vintage cycling?) 
and slowly intensifies in depth and specificity in accordance with how themes 
unfold (e.g. why is vintage cycling special in comparison to modern cycling?). 
This ensures that the informants are provided with a space where they can 
recollect their memory and opinions, while also enabling them to stand outside 
of their own behaviour and be reflexive about their own behaviour and 
thoughts (Hackley, 2003). 

Most of these interviews can be characterised as naturalistic interviews, as they 
took place in natural settings like the informants’ bike basements/attics and 
once in a vintage bike café/shop. The naturalistic setting allowed the 
informants to feel comfortable in their role as experts within the topic, while it 
also eased the informants’ recollection of past consumption experiences (Belk, 
Fischer, & Kozinets, 2013). Moreover, it enabled spontaneous moments where 
the informants showed objects that they found particularly meaningful. 
However, it should also be noted that four interviews were conducted over the 
phone and two over Zoom either due to the covid pandemic or because of 
geographical restrictions. 
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3.2.3 Netnography 
Finally, I also used netnographic data to answer my research question. 
Netnography is defined as a ‘participant-observational research based in online 
fieldwork. It uses computer-mediated communications as a source of data to 
arrive at the ethnographic understanding and representation of a cultural or 
communal phenomenon’ (Kozinets, 2010, p. 60). While big data tends to 
emphasise the measurement of online behaviour, netnography seeks to 
understand the meanings that structure peoples’ behaviour online. An 
advantage with netnography is its less obtrusive nature, as it is possible to 
observe anonymously (Kozinets, 2002b). I followed Kozinets’ (2010) 
guidelines for ethical conduct. It is also important to keep in mind that the 
online observations reflect online behaviour that is not necessarily transferable 
to offline settings. Nonetheless, if part of the research context takes place 
online, it serves as a valuable method to obtain an additional understanding of 
the online side of the community. Thus, netnography serves as a complement 
to my other empirical material. 

The motivation for employing this method into the research design is due to 
that the community often organises their events through their social media 
groups, which they also use to assist each other with various bike-related 
issues. Participants post questions on how to assemble or find specific bike 
parts. Since the vintage cyclists frequently use this virtual space, netnography 
enables a peek into the virtual side of the community and its meaning-making 
activities. Moreover, the netnographic insights also occasionally informed the 
interviews because discussions in the Facebook group were brought up either 
by me or by the informant, which spurred further insights. 
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Below is an overview of the types of data sources. 

Source Type Purpose of usage 

Interviews (in-
depth, semi-
structured) 

18 interviews ranged 
between 53 minutes to 3 

hours and 6 minutes. 
Interviews were 

supplemented with pictures 
of the informants’ bikes 

and cycling-themed 
basements or attics. 

Through discursive 
representations, an 
understanding was 
obtained of what is 
important for the 

vintage cyclists in the 
community. 

Ethnography Ethnographic observations 
of events like vintage 

cycling races, tutorials for 
how to maintain a vintage 
bike, and cycling festivals. 

As a supplement, both I 
and the participants took 

photos of the events. 

Insights into how the 
participants behave. 

Insights into how they 
communicate among 

themselves. 

Netnography Nonparticipative 
netnography for four years. 

Contextualising the 
discourse of the 

community. 

Getting acquainted 
with the jargon. 

Historical and 
cultural material 

on cycling 

Books 

Films 

TV shows 

Newspaper articles 

Advertisements 

Identifying hegemonic 
discourses. 

3.3 Researcher Reflexivity 
Reflexivity is necessary when embarking on social science research (Charmaz, 
2006; Holland, 1999) and especially when doing qualitative research (Berger, 
2013). Reflexivity is defined as follows: ‘reflexivity is commonly viewed as 
the process of a continual internal dialogue and critical self-evaluation of 
researcher’s positionality as well as active acknowledgement and explicit 
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recognition that this position may affect the research process and outcome’ 
(Berger, 2013, p. 220). This is why I will reflect upon my own position in 
connection to my research as well as the potential implications in this section. 

If I start specifically by addressing the empirical focus of my thesis, then it is 
no secret that I am fan of road bicycle racing and I do also bike myself. That 
being said, vintage cycling was a completely new field to me and there were 
therefore many norms and practices of which I was unaware. Also, I should 
say that I have not been ‘brought up’ with cycling, as my family and friends 
had a limited interest in cycling and no experience at all with racing. Here, it 
is of course relevant to say that with my Danish background, I have always 
been used to using a bicycle as a mean of transportation. However, race cycling 
was a completely new terrain for me. My interest in cycling emerged like a 
raging summer love during a summer holiday in France in 2002. In the pool 
area there was a television that each afternoon showed the Tour de France, and 
it did not take long for me to become utterly mesmerised. The physical 
achievements combined with the spectacular sceneries made the bike races into 
dramatic storytelling. This ensured that the summer passion was extended into 
a lifelong love story. Unfortunately, my interest was confined to only following 
the sport and not practising it myself. The expensiveness of the sport as well 
as not having a network to introduce me to it prohibited me from exploring it 
any further. It was not until my adulthood that I finally bought my own racing 
bike. So why is this small vignette relevant? It is important because it tells a 
story of my education into understanding this subculture, which had 
implications for my research.  

I aimed to get an insider understanding of the subculture. Therefore, it is 
important to note how from the beginning I had a profound knowledge of the 
mechanisms of the sport in terms of basic norms and taste scripts. This was 
challenged when I entered the vintage cycling community, as it became clear 
that I did not understand many of the practices. I would therefore say that my 
point of departure into the research field was as an insider in terms of 
discourses but an outsider in terms of practices. I understood how to talk about 
cycling but I had no knowledge when it came to, for example, repairing bikes. 
Almost all of the vintage cyclists had been racing since they were children and 
their skills had been nurtured in cycling clubs early on. It was therefore 
occasionally problematic for me that I did not understand when they were 
discussing technical bike issues. This was something that often challenged my 
legitimacy in my data collection – they would find it difficult to understand 
how one could be a PhD student in vintage cycling and not know the difference 
between an Italian bottom bracket threading and a French bottom bracket 
threading. I tried to circumvent this issue by acknowledging my lack of 
knowledge and, instead, using my ignorance to ask questions. This enabled me 

59 
 

to learn about various issues as well as for them to reflect upon why they valued 
the various things that are – for them – ingrained practices.  

When discussing researcher positionality, it is of course also relevant to discuss 
the classical demographics. I am a white male from Denmark and in that 
regard, I easily fit into the community, which is almost exclusively white, male 
and Danish. Demographically, I am different in terms of educational 
background, which I believe occasionally had an impact on how I was 
perceived. I noted earlier that while most in the community welcomed me, a 
small group have remained undecided as to how to interact with me throughout 
my time in the field. I believe that this was at least partially because of the fact 
that I came from a university. As it will be illustrated later in the analysis and 
especially in Paper 4, the quest for a libertarian freedom is a core ideological 
aim in the community. For some this is played out by resisting discourses of 
what they perceived to be political correctness. This group saw universities as 
exponents of this political correctness, which is why university students often 
featured and were ridiculed in their social media posts. So, it is likely that their 
hesitation to engage with me stemmed from me representing a university. This 
meant that I needed to be aware of how some people in the community might 
perceive me and how that possibly shaped what they told me. That being said, 
it rarely seemed that they were filtering their viewpoints when talking to me. 

3.4 Analysis and Ethics  
To analyse the empirical material, I followed the hermeneutic conventions 
(Thompson, Pollio, & Locander, 1994). In these, all the data types were 
included to ensure an analysis across data types. The coding was done in the 
software program Nvivo. The initial aim was to break down the various data 
into smaller data pieces that would ease the analysis, as it would enable the 
possibility of re-connecting the data pieces in new ways that would explain the 
phenomena and thereby be of theoretical interest. Two themes that repeatedly 
appeared in the coding were the vintage cyclists’ emphasis on re-use as well 
as resistance-like expressions that seemed ideological laden. What 
underpinned these ideological expressions was, however, not clear from the 
beginning. Nevertheless, these two themes would eventually generate the two 
empirical papers (Papers 4 and 5) in this thesis. However, they were by no 
means the only themes, as many more emerged such as authenticity, collecting, 
community, and others. Thus, the task was to identify the links between these 
themes as well as put them in order. It is also important to note that resonance 
was not identified as a theme in itself in the initial hermeneutic procedures 
because resonance is a larger system of thinking (Rosa, 2016). Resonance was 
identified as the common thread later, as the data was being interpreted. 
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After the inductive coding phase, I continued a re-iterative process of going 
back and forth between the smaller data pieces and the larger themes 
(Thompson, 1997). This helped me to move from the descriptive narratives 
offered by the informants to making interpretations that were informed by 
theory from the empirical data. This, for example, helped me to see a pattern 
between how informants were complaining about norms regarding wearing a 
helmet and how some informants expressed intransigent viewpoints regarding 
ongoing gender discussions. These statements did not at first seem related by 
any means. However, by going back and forth between the data pieces and 
especially the different data types, it became clear to me how these were 
expressions of the same ideological aim. Namely that they are striving for the 
freedom to act and say as they please, with a notable difference of to what 
extent they wished to play out this ideology. In that sense, the process of going 
back and forth between data pieces and larger themes helped to uncover the 
ideological aims of the group, which, in turn, informed the rest of the analysis. 
It thereby eased the ordering of the other themes. These were ordered with the 
overall ideological aim in mind. It was then through the interplay between the 
overall ideological aim and the various sub-themes that resonance was 
identified as a theoretical apparatus to connect everything. This was, for 
example, because re-using material was not just a trivial decision but an 
instantiation of how they experienced resonance. Similarly, their hidden 
resistance was an attempt to re-establish a resonating relationship with a world 
that occasionally seemed foreign to them. 

Despite this identification of resonance as an overarching theoretical frame for 
the thesis, something was still missing. How did the different parts (present in 
the various papers) create resonance? I entered a hermeneutical process of re-
analysing the different papers with the aim of identifying a common theme. 
One that cut across the different papers was play. Although play was seldomly 
addressed directly, it always lurked beneath the surface. In the non-empirical 
papers, it was clear how papers on past-themed consumption and marketing 
often implicitly, and sometimes explicitly, addressed play. This was often as 
the past was used in an ironic fashion to provide a certain expression. However, 
it was also used to bind together a community. In the empirical papers, play 
took different forms because it was used to express ideological resistance but 
at the same time ensure shelter from outside criticism. Play was also used in a 
more tangible sense to play with the material. Because of all these play 
instantiations, play served as a concept to tie the various themes together with 
the overall theoretical apparatus of resonance. Therefore, it is important to 
stress that although play features in the theoretical framework, it should be 
understood as a concept that emerged inductively from meta-analysis of the 
different papers.  
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In terms of ethics, I provided the informants with general information about 
what my study was about before all the interviews. I also assured them of full 
anonymity, which is why all informants have been given a pseudonym. As this 
is a small community, I have decided not to provide demographic details of the 
informants because I believe that this could potentially reveal their identities. 
Before each interview, I told them that they had the right to skip any questions 
that they did not feel like answering and that we could stop the interview if 
they felt it necessary. It never happened, but the possibility helped ease the role 
of an informant. I also asked for consent to use the interviews for my research.  
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Chapter 4: Findings and Discussion 

4.1 Conceptualising Consumer Resonance 
The purpose of this thesis is to explore and conceptualise how resonance can 
be market-mediated in the conceptual context of past-themed consumption. In 
doing this, I asked the following research question: How does past-themed 
consumption enable consumers to experience resonance? To answer that 
question, I identified four modalities of consumer resonance that each 
contribute to creating consumer resonance. These modalities of consumer 
resonance are communal play, ideological play, material play, and temporal 
play. These have emerged through hermeneutical meta-analysis of my own 
papers. 

In Rosa’s (2016) conceptualisation of resonance, he is unclear about if or how 
consumption can lead to resonance. Sometimes he rejects the idea that 
consuming can be a resonating experience, while sometimes he is open to 
accepting it as a source of resonance. It ultimately comes down to whether 
consumption is deemed as resonance through what Rosa (2016) terms strong 
evaluations. To determine this is therefore a question of how consumption can 
be meaningful. In support of consumption being potentially meaningful when 
it comes to the quest for resonance, there is literature suggesting that 
consumption is valuable when it creates a meaningful difference (Graeber, 
2001; Karababa & Kjeldgaard, 2014). This argument is further supported by 
Papers 1 and 2, as they point out how the market-mediated past can be a source 
of meaning. Also, the empirical papers (Papers 4 and 5) showed how 
specifically past-themed consumption can be a deeply meaningful activity. 
However, consumption and marketing are not always conducive of meaning. 
Hence, is it necessary to go a step further to uncover when meaning can be 
experienced through the market. One area of consumption that has shown to 
be meaningful is playful consumption (Seregina & Weijo, 2017). When 
consumers engage in playful consumption it is usually a voluntary action that 
is enacted in the search for fun (Holbrook & Hirschman, 1982). In that sense, 
play becomes a gateway from consumption to resonance. 

Play is important in relation to resonance because as Rosa (2016) writes, 
resonance cannot be forced. To experience resonance, one needs to be open to 
be affected. This means that one needs to be open to the unexpected and not 
actively seek resonance. Therefore, resonance is never something that can be 
achieved as an instrumental goal. Similarly, play can never be a utilitarian 
activity. Rather it is a hedonic pursuit that is pleasurable in its own right 
(Holbrook, Chestnut, Oliva, & Greenleaf, 1984). This is why the hedonic act 
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of play is ideal for creating resonance. People play out of intrinsic interest, just 
as Rosa (2016) claims is necessary for experiencing resonance. This means 
that people do not do their activities with a specific outcome as the only 
objective but instead also find the process fulfilling. This has, for example, 
been seen in crafting activities where people enter a state of flow and forget 
about time (Leckey, 2011; Pöllänen & Weissmann-Hanski, 2020). Play has 
been shown to have a positive effect on people’s well-being. This thereby 
suggests that the act of playing makes people experience resonance. This 
relates to play as a source of transformation. In the case of craft, there is a 
material transformation of the item that is being crafted. This, in turn, creates 
transformation in the individual engaging in the craft work. So, to summarise, 
transformation is central to experiencing resonance. To experience this 
transformation, one needs to find pockets of activity where work turns into 
play. Consumption can be a source for turning work into play. However, play 
can still be serious. The transformative aspect of play will be unfolded further 
in the next section. Specifically, I will next outline the four different modalities 
of consumer resonance that all build on transformative play.  

4.2 The Modalities of Consumer Resonance 
In the following sections, I present the various forms of play that collectively 
contribute to creating consumer resonance. These forms of play are communal, 
ideological, material, and temporal. Communal play denotes how consumers 
create play collectively by interacting with other community members. 
Ideological play refers to how consumers express ideological standpoints in a 
playful approach. Material play is understood as the ways in which consumers 
engage with the material by playfully experimenting to see what they can 
achieve with it. Temporal play means consumers create a temporal bricolage 
by using the past as a resource to playfully express themselves. Each modality 
counters alienation by facilitating a form of play that re-establishes a 
resonating relationship. The overall theme of play as well as the different 
modalities of consumer resonance emerged from a hermeneutical meta-
analysis of the papers in the thesis. To elucidate these different modalities of 
consumer resonance, I draw on the vintage cycling community as an 
illustrative example of how these different forms of play serve as a gateway to 
resonance. However, it is also important to state that these findings concerning 
play can also be extrapolated to cover past-themed consumption and marketing 
more broadly speaking. Before digging into the different modalities of 
consumer resonance, I want to highlight a quote by the informant, Nicki, that 
illuminates the relationship between resonance and play that is enabled by past-
themed consumption. He is asked whether he considers vintage cycling 
important, to which he says: 
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Chapter 4: Findings and Discussion 
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Whether I think it is important? Well, if I am being honest, then I don’t 
think about whether it is important. I just do it. We have the passion for it. 
It is our cosplay on two wheels. 

In the quote, he reflects on whether vintage cycling is important to him. 
However, he concludes that it is not something he thinks about – instead, it has 
become something that is simply taken for granted. This suggests that vintage 
cycling and what it represents have become ingrained in the participants. He 
continues by stating that it is a ‘passion’ and that it is their ‘cosplay on two 
wheels’. Passion suggests that it is something that it is resonating with him. 
Moreover, he indicates that it is the playfulness in consuming the past that 
enables the resonance. I will further explain how play is a gateway to resonance 
in the upcoming section as the different modalities of consumer resonance are 
explained.  

4.2.1 Communal Work Play 
Communal play serves as the first modality through which resonance is 
created. Communality is a cornerstone in Rosa’s (2016) theory of resonance 
because resonance involves affecting others as well as being affected by others. 
In that regard, being part of a community enables this mutual affect.  

The empirical focus of this thesis is on the Danish vintage cycling community, 
which also emphasises communality as one of its defining aspects (see Paper 
4). Many of the informants report that the social aspect of being part of a 
community and socialising over a joint hobby is the most important element 
for them. Here, it is also important to iterate that socialising over a joint hobby 
is already a starting point providing them with a sense of belonging and 
cohesion. This is exemplified in a quote from an interview with the informant 
John, where he describes the community: 

We’re all thinking the same thing. We’re all talking about the same thing. 
It’s funny. The morals are the same and the way we talk to each other is the 
same. It’s a sense of belonging. It’s almost family in a way. 

In this quote, John explains the coherence of the community based on a shared 
interest for vintage cycling. Moreover, he also mentions that it is funny how 
they have this shared interest. This, along with my own extended experience 
of immersion in the community, suggests how the communality is enacted 
through play. This is particularly evident in how the vintage cyclists not only 
ride old steel bikes, but also choose outfits according to the period and team of 
the bike. The ways in which they dress up are a defining characteristic of the 
community, which can be paralleled to cosplaying (Seregina & Weijo, 2017). 
This can be seen in Paper 4, where it is discussed how they playfully dress up 
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to live up to specific aesthetic norms. In other words, play is important in 
dynamising the community. 

This finding aligns with play being a common characteristic of a community 
(Canniford, 2011), which it serves to mobilise and energise (Riehle et al., 
2023). This is seen in the vintage cycling community, where engagement 
evolves as participants influence each other to become dedicated to creating a 
consistent outfit. This incitement of one another can be seen as a ‘spiraling 
interaction raising the level of emotional intensity’ (Holt, 1995, p. 9). The 
vintage cyclists explain how they use their social media group to organise 
selling, buying, and swapping parts. They often swap parts to each other, if 
they know that the other person is missing that part to complete their outfit. 
This emphasis on circulating is documented in Paper 5. The commercial 
activities of selling, buying, or swapping serve as an important part of the play. 
Moreover, they also follow certain ‘playing rules’ or norms that exist within 
the community in terms of how they communicate but also in how they 
organise purchases and swaps. These playing rules are knowledge passed on 
from senior members to new members, thereby introducing them to the rules 
of play (Schau et al., 2009; Schouten & McAlexander, 1995). It has, for 
example, become a norm that they re-circulate old objects because there is an 
embedded enchantment in the material. This therefore creates an obligation in 
the community to ensure that old objects are not discarded. Because the 
material has enchanting qualities, it is instead sent out into the community 
again. 

The social media group also gives the community another common 
characteristic of play, because ‘play requires a delineated space dedicated to 
the unique feelings it inspires’ (O'Sullivan & Shankar, 2019, p. 513), or, in 
other words, a ‘playground’ (Huizinga, 1949). The social media group serves 
as an online playground, while the various cycling routes around Denmark 
serve as playgrounds in analogue life. As discussed in Paper 4, the community 
in itself serves as a space where participants can act out their playful fantasies 
through consumption. The symbolic playground constituted by the community 
as a whole is therefore more important than the online and analogue 
playgrounds. In this symbolic playground, they get to express their ideological 
standpoints, as will be detailed in the next section. Moreover, this symbolic 
playground contributes to their overall experience of resonance.  

The communal play of past-themed consumption creates resonance by 
fostering mutuality. According to Rosa (2016), communities of resonance 
emerge as an outcome of shared values and collective consciousness. For the 
vintage cyclists, this means the playground where they can enact their play. 
Moreover, this play consists of playing rules, so that newcomers can join in 
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and learn how to behave. This is seen in Paper 4, which details how the vintage 
cyclists mobilise themselves by creating a market-mediated collective 
conscious. They achieve this by policing strict norms over what the bikes 
should look like and what they should wear. These things all contribute to 
fostering mutuality. This mutuality, in turn, creates resonance because it 
establishes them as similar and connected. When experiencing this, they 
become open to be affected by others and affect others as well. As they are 
open to be affected, they experience transformation through playing because 
the community makes them feel connected to their surroundings in a new, 
meaningful way. The play of the vintage cycling community thereby becomes 
transformative, and in turn, a source for resonance.  

The creation of resonance through communal play can be observed across past-
themed consumption and marketing. Playful engagement with the past can 
strengthen ties in a community because it creates an understanding of other 
periods that consumers might not have experienced themselves. This has been 
exemplified by sport fans (Rose, Rose, Merchant & Orth, 2021). It can trigger 
a transformation in being more understanding of how things were done, as it 
creates a dialogue across generations (Rosa, 2016). More specifically, the 
community might have particular practices that enable play. In the vintage 
scene, sellers create what can be considered small performances, as they 
present their vintage objects at the markets (Duffy & Hewer, 2013). This is not 
just something that positions the vintage objects in a special way. It is also an 
approach to communicating to other people in the vintage community that the 
seller is knowledgeable about what is for sale. Therefore, the seller obtains 
social capital from engaging in this play, which thereby transforms the seller 
in a way that creates self-efficacy in the seller. The communal play can also be 
used as a space to negotiate how one is situated in the world. With, for example, 
retro brands as a point of departure, consumers in communities could debate 
how they negotiate moral standpoints when mixing past and present (Brown et 
al., 2003). Hence, communal play enables transformation in various ways, 
which in turn creates resonance. 

4.2.2 Ideological Work Play 
Ideological play serves as the second modality through which resonance is 
created. Ideology also serves an important role in resonance theory, as it 
constitutes the meaning systems that structure how people experience 
resonance.  

On the surface, the vintage cycling community seems innocent. However, as 
was revealed through the ethnographic immersion (see Paper 4), this 
community is deeply ideological. One might not intuitively think of it as 
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ideological because the ideological activities are hidden. Specifically, the 
ideologies are hidden through play enabled by past-themed consumption. 
Participants in the community have developed a hidden transcript for 
communicating in a way that is undetectable to outsiders (J. C. Scott, 1990). 
One example of this is from an excerpt of a blogpost that one of the vintage 
cyclists wrote, which is also featured in Paper 4. These blog posts feature on 
their website and are always characterised by being jolly and also incorporating 
fictive or exaggerated elements. This specific blog post describes the writer 
having done a parade lap before the professional Tour of Denmark race in 
Copenhagen:  

I just get to remove my bike from the road – otherwise it would have gone 
all wrong. A young woman, without a doubt from University of 
Copenhagen, comes ploughing through on an electrical-driven cargo bike. 
Several riders have already escaped to the footpath. With equal amount of 
desperation and harassment in her eyes, she screams ‘NO NO NO … 
MOOOOVE!’ ‘There is no doubt that she felt that she had exclusive right 
for the cycling path. And that we in a coarse way harassed her on her way 
to Lagkagehuset [high end bakery brand], where she was going to buy spelt 
bread and skyr buns,’ the Captain laughs, while adding that he would rather 
ride down Kiddesvej [steep hill in Vejle] with no brakes than ride on a bike 
path in Copenhagen. 

In this quote, the vintage cyclist tells a story about how he is almost hit by a 
female cyclist on an electric bike. Whether these events actually took place or 
not is dubious but as I was present that day, I noted that few of the spectators 
seemed to care about the vintage cyclists riding before the professional cyclists. 
This caused some chaotic scenes because people got in the way of the vintage 
cyclists riding around the circuit. The quote consists of several codes that mark 
their communal discontent with what these codes represent. In the quote, the 
codes are ‘spelt bread and skyr buns’, ‘Lagkagehuset’, ‘electrical-driven cargo 
bikes’, ‘the University of Copenhagen’ and, in this case, ‘a young woman’. 
While these are ordinary life scenes, and seemingly harmless for most, they 
represent for some vintage cyclists to varying degrees the political correctness 
that the vintage cyclists resist. For a deeper analysis of this, see Paper 4. 
However, this shows how they use the participation in the vintage cycling 
community as a way of playing out an ideological resistance through hidden 
transcripts.  

This ideological play is enacted through resistance. It can therefore be said to 
be a form of serious play (R. Scott et al., 2017). Several scholars have covered 
the topic of resistance being enacted through play (Goulding & Saren, 2009; 
Mikkonen & Bajde, 2013), in which the resistance takes on a layer of disguise. 
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Contrary to the more vocal forms of resistance, this sort of resistance is 
intentionally constructed to be hidden (Kuruoğlu & Ger, 2015) because the 
subordinates perceive that their resistance will be sanctioned by the perceived 
dominants if it is revealed (J. C. Scott, 1990). This is why the vintage cyclists 
construct a coded language in which to communicate, so that what they 
perceive to be the oppressive politically correct people do not become 
suspicious. This aligns with literature on play which states that ‘playground 
rules can be so subtle that only active players may understand their nuances’ 
(O'Sullivan & Shankar, 2019, p. 513). Play itself can be characterised by social 
secrecy with secret handshakes, costumes, etc. (O'Sullivan & Shankar, 2019; 
Turner, 1982). These playground rules assist in establishing the hidden 
transcript. 

In resonance terms, the ideological play is important in creating transformation 
because ideological play is rooted in a desire to ideologically resist something. 
This ideological resistance stems from an alienation with the current state of 
the world. In other words, one is feeling alienated, which results in a mute 
relationship with the world. Alienation is a necessary prerequisite to 
experience resonance (Rosa, 2016). This means that when people are 
expressing resistance ideologically it is an attempt to break out of that 
alienation by changing society to what they perceive to be better, which 
ultimately ensures a state of resonance. In the context of vintage cycling, the 
participants are expressing resistance towards what they perceive to be 
political correctness (see Paper 4). This requires that they feel a sense of 
alienation from contemporary society. However, by engaging in their playful 
hidden resistance, they are at least able to create resonance among themselves. 
Here it cannot be stressed enough that whether they are transforming society 
to the better for the wider public or not is highly dubious. Although they 
perceive their suggestions for how to structure an ideal society to be great, it is 
likely that this will not improve the situation for minorities. This could 
therefore be said to be a case of negative resonance (Susen, 2020), or perhaps 
even echo chamber effects as discussed in Paper 3. Despite Rosa (2016) 
arguing against negative resonance, other scholars have elucidated how 
negative resonance can occur (Susen, 2020). This is the case with the vintage 
cyclists, who have established negative resonance among themselves. This 
means that they have created transformation among themselves, which gives 
them a feeling of resonance. However, whether they are creating resonance 
beyond their community or not is unlikely because of their excluding 
behaviour. Regardless, it still means that it is through ideological play that they 
create resonance, as it is an attempt to establish transformation. 

This ideological play is a feature across past-themed consumption and 
marketing, and thereby conducive of resonance. Ideological play emerges 
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because ideological remainders persist from the past (Ahlberg et al., 2021). In 
this way, some consumers seem to be stuck in the past ideologically (Goulding, 
2001). As this is often a result of alienation from the present, they engage in 
market-mediated play with threads to the past. Often such romanticising of the 
past is only considered acceptable in society if it is veiled in an ironic framing 
(Hartmann & Brunk, 2019). Therefore, consumers draw on market resources 
from the past because it allows for ironic distancing. This ironic distancing can 
be used as a sheltering mechanism to counter any potential critique that might 
arise when outsiders respond to their romanticisation of the past. In other cases, 
the ideological play is enacted by opting out of contemporary society (Belk & 
Costa, 1998) in the sense that consumers retreat from mainstream society to 
playfully enact their appreciation of the past. In this way, they express their 
discontent with the present in a way that feels sheltered from potential 
criticism. In summary, the ideological play serves as an approach to counter 
their alienation from the present – albeit a hidden approach that shelters them 
from criticism.  

4.2.3 Material Work Play 
Material play is the third modality through which resonance is created. This 
means that a transformation plays out between material object and person in 
the sense that the material will be modified either in tactile or symbolic terms. 
Moreover, the person will also experience the material changing them in some 
way. 

The vintage cycling community is strongly tied up in materiality (see Paper 5). 
This is seen in their use of the phrase ‘steel is real’ as a recurring catchphrase 
to describe the fact that the old bikes are made out of steel. As argued in Paper 
2, the bike thereby becomes the materialisation of ideological convictions, with 
the steel bikes viewed as having higher moral worth. In the vintage cycling 
community, the material is also important in the sense that the community, 
aside from riding the bike, revolves just as much around building and 
maintaining the bikes. Visiting them in their homes for interviews would often 
reveal entire basements or attics dedicated to vintage cycling with 10-30 bikes 
currently under restoration. Participants report great satisfaction in collecting 
the right parts and building the bikes (see Paper 5). Therefore, a large part of 
the material play deals with the fun of collecting bike parts, assembling, and 
maintaining the bike. The vintage cyclist, Rolf, says the following about 
collecting and building bikes: 

What I get out of it is that I with my limited skills, I am able to build a bike 
and I would not be able to do that with one of these ‘coal rockets’. I would 
not be able to do that. Or I would not be able to go so deep down into the 
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Contrary to the more vocal forms of resistance, this sort of resistance is 
intentionally constructed to be hidden (Kuruoğlu & Ger, 2015) because the 
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because ideological remainders persist from the past (Ahlberg et al., 2021). In 
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aside from riding the bike, revolves just as much around building and 
maintaining the bikes. Visiting them in their homes for interviews would often 
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currently under restoration. Participants report great satisfaction in collecting 
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What I get out of it is that I with my limited skills, I am able to build a bike 
and I would not be able to do that with one of these ‘coal rockets’. I would 
not be able to do that. Or I would not be able to go so deep down into the 
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‘engine room’, as I would here by disassembling the entire rear derailleur 
and polish each separate part. And then assemble everything again. That is 
also something (…) It is just as much to disassemble and assemble, to 
collect, and to research. It is just as much that. For example, there was a 
point where I bought a Vitus frame that Sean Kelly won some classics on. 
I then built it up, added labels, and so on. That is also a fun part.  

In this quote, Rolf explains the excitement he gets from the entire process of 
building old steel bikes. He mentions the collecting of parts but also how the 
assembling in itself is satisfying. He also compares this to modern carbon 
bikes, which he mockingly calls ‘coal rockets’. He explains how these modern 
carbon bikes are impossible to disassemble as an amateur mechanic with 
‘limited skills’. In doing this he situates the old steel bikes as having higher 
moral worth than the modern carbon bikes. The meaning of this is explained 
in Paper 5, where I explain how a cultural biography of re-enchantment 
becomes embedded in the material. This means that the vintage cyclists first 
become disenchanted by the rationalisation that to them characterises modern 
cycling. Subsequently, they become re-enchanted by the steel bikes because 
they do not represent the same rationalisation. Occasionally, the steel bikes 
even represent something irrational, which appeals to them. This could, for 
example, mean spending countless hours building bikes instead of simply 
buying a new one. Vintage cyclist, Kim, expresses this excitement about 
building bikes but also elaborates on the connectedness that emerges between 
him and the bike: 

It is perhaps also because I have built it myself. And I think that I have 
exerted myself. It is just as if you are painting a painting yourself, then you 
probably also think that it is nice. It does not have to be like that objectively, 
but you still want it hanging because you think that it is nice. You have built 
up an affiliation to it by making it yourself and I think that is what ties you 
together with a bike like this one. The fact that I have made it myself.  

As in the other quote, Kim explains his joy about building the bike, but he 
elaborates by highlighting the special affiliation that he feels with the bike. He 
explains how the fact that he has built it himself gives him this affiliation and 
that it links him to the bike. This could be understood as an example of how 
material can transform oneself, as explained in Paper 3. Both quotes suggest 
that interacting with the material does something to the participants. Rolf, in 
the first quote, specifically notes how the entire process of collecting, 
assembling, disassembling, and researching brings him joy. He depicts himself 
as a hobby mechanic, which means he is simply playing when building bikes. 
For him it is about playing around by trying different things. 
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Interacting with the material therefore consists of playful activities, such as 
collecting, disassembling, assembling, and researching. Playfully engaging 
with materials has been noted to transform work into play (Schwarz, 
Aufschnaiter, & Hemetsberger, 2023). This has been shown to shape how 
consumers interpret time. Specifically, research has shown how playfully 
engaging with materials can connect past and present (Türe & Ger, 2016). 
When engaging with an object of the past, one can playfully incorporate new 
elements into the object. This ensures a sense of continuity. Something similar 
could be seen with the vintage cyclists, as they occasionally have to include 
newer materials to make their bikes functional. An example of this could be 
the tires that for safety reasons need to be new. However, by using their 
creativity the cyclists have come up with a way to install rubber-coloured tires 
that have a retro vibe. In that sense, materials can present constraints (Seregina 
& Weijo, 2017), but for the vintage cyclists it is overcoming these obstacles 
that sets them apart from the modern cyclists and makes the process 
meaningful to them. 

The material play creates resonance by fostering a mutual transformation 
between the objects and the vintage cyclists (see Paper 5). The objects are 
continuously being modified by the vintage cyclists, as they carry out various 
types of activities with the bike. They are driven by a desire to adhere to ideals 
of the past. In quenching that desire, the restored bikes also have an impact on 
them because the cyclists come to feel they have a special relationship with 
their bikes and they put effort into them. The material and the people thereby 
impact on one another (Miller, 2010). Material challenges make this 
experience especially fulfilling even if they seem constraining at first (Seregina 
& Weijo, 2017) – such as installing new tires that adhere to the retro aesthetics. 
However, it is exactly such challenges that enable material play for the cyclists 
because they find fulfilment in the process rather than the outcome (Rosa, 
2016). Through this they also make their bikes dialectically more unique 
because they start to attach specific meanings to their own craftmanship (see 
Paper 5). This means that the material has an effect on them in terms of 
experiencing nostalgia, which makes them feel meaningful. This becomes an 
ongoing process that repeatedly transforms them to feel nostalgic meanings, 
which in turn creates resonance. 

Material play is a common theme in the literature on past-themed consumption 
and marketing because consumers engage in various material practices through 
which they feel moved by the material. One approach to experiencing this is 
through re-enactments (Belk & Costa, 1998; Chronis & Hampton, 2008). 
These serve as ways to materialise particular periods that are considered of 
higher moral worth. Engaging in this material play enables participants to re-
visit past times and gain a more direct connection to them. When playing in 
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this past time, the consumer can be impacted by that time. Another way to be 
impacted is through playful circulation of products (Abdelrahman et al., 2020). 
When circulating products, consumers can experience past history, as these 
products becomes material representations of their past owners. This very 
direct way of experiencing the past is also seen in brand museums (Pulh, 
Mencarelli & Chaney, 2019). Here, consumers can experience the past of the 
brand because it is presented in a very playful way. This creates a connection 
to the past. Hence, material play is present in past-themed consumption and 
marketing for consumers to connect with the past on a tactile level. 

4.2.4 Temporal Work Play 
Temporal play serves as the fourth modality through which resonance is 
created. Temporal play entails mixing various time frames through play to 
counter alienation from the present (see Papers 3 and 4). It thereby aligns with 
resonance theory’s prerequisite that to feel resonance, one must first feel 
alienation. This is because temporal play creates an affective relationship with 
the world (or society). 

A key theme within the vintage cycling community is, of course, their 
interaction with the past. The overall aim of the community is to be able to re-
live eras of cycling that they perceive to be superior to present day cycling. 
They celebrate the past of cycling by riding old steel bikes and wearing 
woollen shirts. However, their fascination with the past stretches beyond mere 
materiality. They also incorporate ideological inspiration from mythology of 
those old days of cycling. To play out these fantasies about cycling’s past, they 
carefully choose specific periods to which they feel especially connected. To 
do that, they have to carefully navigate through various time frames (Adam, 
1995). This would include having to avoid disordering the temporal bricolage 
by blending incongruent time frames. If they created temporal disorder, they 
would be considered retro instead of vintage (for the distinction, see Paper 1). 
They navigate the temporal order through market-interaction as they try to re-
create specific periods by creating looks that are emblematic of the time that 
they try to mimic. Sometimes they even try to re-create the looks of a particular 
rider. This is the case with vintage cyclist Kim, who explains the following in 
an interview: 

For me it is about re-creating some sort of picture, I think you could say. I 
like to look for stuff that can make me look like a cyclist from 7-Eleven 
(professional cycling team, active 1981-1990), who rode in 89-90. I would 
like to be Dag Otto Lauritzen – big Norwegian. Then it is about getting a 
bike just like his and getting my hands on an original jersey. So, in some 
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way it gets really, really perfectionistic because it has to look like something 
that once was.  

What Kim is talking about here is how he aspires to look just like former pro 
Dag Otto Lauritzen. In doing this he engages with the market to get the right 
bike and jersey. He is very attentive to his own perfectionism because he is 
aware that he cannot blend incongruent time frames. The result has to be as 
close to the original as possible. However, it should be stressed that he means 
as close to the original as possible, which means he is reflexive about the fact 
that he cannot re-create the true original look. Not being able to re-create a 
thoroughly authentic past is a common barrier in the vintage cycling 
community but also in past-themed consumption more generally speaking. 
Craving the past is a paradox because this past condition can never be 
completely authentically achieved. This is why a mythologisation of the past 
emerges (see Paper 2). These mythological versions of the past emerge when 
participants playfully draw on cultural material from the smörgåsbord of 
temporal frames.  

Engaging in temporal play is a way to counter alienation from contemporary 
time. One prominent way to do so is by re-creating a past time (Belk & Costa, 
1998), thereby expressing nostalgia for the past. However, as observed with 
the vintage cyclists, an authentic re-creation is unattainable. This is why the 
cyclists need to engage in temporal play to at least get as close to the authentic 
past as possible. It means not necessarily achieving authenticity but rather 
achieving not-inauthenticity (Thompson & Kumar, 2022). This is acceptable 
because temporal play at its core is about playing someone else (Belk & Costa, 
1998) – in other words, pretending to be someone else. It is by putting oneself 
into a re-created context of the past that one gets to feel what it was like back 
then. This means that one gets to be affected by the past, which is what 
someone feeling alienated from the present desires. 

The temporal play of past-themed consumption creates resonance by fostering 
an affective relationship with the past. As the consumer re-creates the past, a 
simulated scenario of what the past is like is experienced. This leads to feeling 
affected by the past but also simultaneously affecting the past, as it is based on 
an interpretation of what the past was like. As the past is a condition that is 
unattainable, consumers need to go through processes of mythologisation and 
idealisation (see Paper 2). The mythologisation enables entering a past-themed 
world that may not be authentic, but it is at least not inauthentic. This is 
because this past-themed world offers the moral stability of the past that they 
seek (Brown et al., 2003). This past-themed world becomes more attractive 
because it has also undergone a process of idealisation. This means that the 
past has been strategically sanitised. So, while the mythologisation makes the 
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playful fantasy attractive, the idealisation makes it acceptable to enact that 
playful fantasy. These two processes make it possible to re-establish a 
relationship with the surrounding world (or society), which had otherwise been 
shattered by various forms of alienation. This is achieved by unlocking a past 
world that creates a mutual affective relationship between consumer and past. 

Temporal play cuts across the various forms of past-themed consumption and 
marketing. However, it is most notable when it comes to retro branding (Brown 
et al., 2003; Hartmann & Ostberg, 2013). Consumers engage in temporal play 
when they consume retro brands because they mix various temporal modes. As 
they draw on different periods and combines them with the present, they serve 
as curators of past-themed meanings. This activity of playfully picking the 
most desired elements from each period is something that enables 
transformation because it is also done to filter the past in a way that idealises 
it for the present (Stern, 1992). Through idealisation, the past becomes a 
resource for answering present-day issues (Cantone et al., 2020; Hartmann & 
Brunk, 2019). It therefore transforms how the participants are situated in the 
world, as they have re-established moral stability for themselves (Brown et al., 
2003). 

4.3 Implications and Contributions 
The purpose of this thesis was to explore and conceptualise how resonance can 
be market-mediated in the context of past-themed consumption and marketing. 
The motivation behind this was that for many, society seems to be constantly 
accelerating. This results in people feeling alienated from the world. When 
people experience this sort of alienation, it can be tempting to seek deceleration 
(Husemann & Eckhardt, 2019). However, deceleration only temporarily solves 
these issues. One can walk the Camino de Santiago, but the same issues will 
remain when one returns home. The acceleration is, in other words, only a 
symptom of larger problems. The larger problem is that people no longer feel 
that their surrounding world speaks to them – they feel abandoned by the 
world. To solve this, it is necessary to make fundamental changes in the 
relationship between person and world. Rosa (2016) has suggested resonance 
as the way to re-establish this relationship. However, despite his theoretical 
efforts, it has remained unclear how people can do just this. This is especially 
as he has been pessimistic about consumption being a source for resonance. 
This is problematic as consumption always permeates society and therefore 
cannot be escaped (see Section 2.1). 

In this thesis, I have therefore conceptualised how resonance can be market-
mediated. In doing this I have drawn on the context of past-themed 
consumption and marketing as an example of how resonance can be 
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experienced. I show it is through play that consumers can experience 
resonance. I thereby conceptualise play as a gateway to consumer resonance. 
Specifically, I identity four modalities of consumer resonance. These are 
communal play, ideological play, material play, and temporal play. It is 
through these modalities of consumer resonance that transformation is enabled, 
and it is when consumers are transformed that they can experience resonance.  

The contribution of this thesis thereby lies in conceptualising consumer 
resonance. I thereby offer a threefold contribution. This is as I first contribute 
to consumption and marketing theory by introducing and translating resonance 
as a theoretical concept. Second, I also refine resonance theory by offering a 
more nuanced perspective of the relationship between consumption and 
resonance. Third, I contribute by illustrating that consumers turn to the past 
during societal turmoil because the past is a resource for experiencing 
resonance. 

4.3.1 Consumer Resonance as a Concept in Marketing Research 
Consumer resonance as a concept in marketing research can help to elucidate 
both what consumers are craving but also what marketers are trying to sell. As 
explained earlier, modern society is for some theorists characterised by various 
forms of alienation (Baudrillard, 1998/1970; Bauman, 2000; Rosa, 2013). This 
alienation is something that consumers feel can create anxiety. Marketers have 
understood that it presents an opportunity for them to ease consumer 
alienation. This is why marketers will attempt to supply consumers with 
something that can resolve their alienation. At the core of marketing is often a 
promise that a brand, product, or service will transform the consumer in some 
way. It is through this that they seem to offer resonance, well hidden in 
marketing jargon and transcript. However, often it will result in marketers 
trying to simulate resonance in order to quench the desires of consumers.  

According to Rosa (2016), all people have desire. For him, desire is a necessary 
part of being human. Desire is what drives humans to consume (Belk et al., 
2003) but people can also feel desire to partake in human relationships (Rosa, 
2016). Inbuilt into the desire for consumption is the objective of 
communicating to others (McCracken, 1990) through the symbolic webs 
(Geertz, 1973) of the sign economy (Baudrillard, 1994, 1998/1970). It is in this 
intersection between desiring human relationships and desiring consumption 
that marketised resonance can become problematic. This is when the desire to 
communicate through consumption exceeds the desire for human relationships. 
This is something that is brought about by consumer society, and when this 
happens, the search for resonance ceases to exist because it becomes instead a 
search for a simulated resonance.  
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Still, it is likely that consumer resonance could also have an impact on the 
broader marketing field. Already branding literature is touching upon how 
brands need to resonate with the consumers for the brand to be culturally 
relevant (Fournier et al., 2008; Holt, 2004, 2006; Holt & Cameron, 2010). This 
branding literature has emphasised that brands should deploy market myths to 
answer cultural tensions. However, the literature has been unable to explain 
‘why particular myths resonate’ (Holt, 2004, p. 236). This is perhaps due to the 
lack of conceptual or empirical work on market-mediated resonance. This this 
thesis has sought to correct this lack by offering theoretical insights into how 
resonance operates when market-mediated. 

As noted earlier, Rosa (2016) himself is unclear about the potential of 
achieving resonance through market-interactions. On the one hand, he claims 
that it is impossible to experience resonance through the market. On the other, 
he acknowledges that various consumer experiences can lead to resonance. As 
I have sought to demonstrate with this thesis, past-themed marketing serves as 
one path to experiencing market-mediated resonance. This is through play, 
which ultimately counters the alienation that consumers were experiencing. 
Therefore, if marketers want to contribute to creating resonance, it should be 
by facilitating opportunities for play. Here, it is important to note that 
marketers should not create the play but simply facilitate it. This is because 
resonance must always be unexpected, which is why a product, brand, or 
service that promises resonance will, by definition, fail.  

Thus, this thesis contributes by introducing resonance to consumer and 
marketing literature and suggests that consumer resonance is useful for 
marketing scholars because it shifts attention to how play is crucial in re-
establishing resonance in the lives of consumers.  

4.3.2 Consumer Resonance as a Concept in Consumer Research 
The exploration of consumer resonance as a concept in consumption research 
will help to elucidate how consumers re-establish a meaningful relationship 
with the world through market resources. By doing this it can help clarify what 
consumers are searching for when they feel alienated. This is particularly 
relevant with the permacrisis that currently characterises society. While 
consumption is, on the hand, criticised for being the catalyst for people feeling 
alienated from society (Rosa, 2016), it could also be contributing to the 
solution. For consumption to be a source that people can use to re-establish 
their relationship with the world, it is necessary that the consumption activities 
involve transformation. Hence, it is relevant to consider when consumption 
creates transformation. To consider this, I will briefly go through the four 
modalities of consumer resonance and show where these can be observed. 
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Communal play is observed in various contexts but notably in cosplay 
contexts. This is as transformation is very clearly seen in these contexts (Belk 
& Costa, 1998; Seregina & Weijo, 2017). In cosplay, pretending to be someone 
else allows participants to feel how it feels to have another identity, which 
creates an affect for how it is to be someone else. In the context of the American 
Mountain Men Rendezvous, this enables them to be affective for a past that is 
valorised to have higher moral worth (Belk & Costa, 1998). Within pop 
cultural cosplay, a similar transformation of identities occurs (Seregina & 
Weijo, 2017). Playing out other identities creates transformation because it 
also creates the opportunity to retain certain elements of this played-out 
identity when the cosplay is over. 

Ideological play can be seen when consumers express resistance without 
necessarily enacting activism. When consumers do this, they do so with the 
aim of transforming society. This could involve small things, such as 
countering the mainstream by engaging in hipster and niche consumption 
(Cronin et al., 2014; Mikkonen & Bajde, 2013). However, it could also involve 
tackling larger societal injustices such as gender inequality (Thompson & 
Üstüner, 2015). The latter is exemplified with the roller derby, which is a sport 
that participants also use to challenge gender norms through playing, which is 
why they succeed in transforming their identities.  

An example of material play could be the context of a plastic shoe brand 
(Ferreira & Scaraboto, 2016). This study takes a materiality perspective in 
unravelling how consumers and material create a mutual transformation. This 
happens when consumers project meanings onto the material, while the 
material becomes part of the self (Belk, 1988). This is something that 
consumers strive for, as it becomes part of their identity projects. The 
consumers find these shoes attractive because they can deliver the 
transformation for which they strive. By playfully wearing these shoes, the 
consumers experience resonance.  

Temporal play is visible also beyond the field of past-themed consumption and 
marketing. Playing with temporality could, for example, also be done to 
imagine the future. This could be by playing with virtual reality (Preece, 
Whittaker & Janes, 2022) but it could also be by re-imagining the future 
trajectories of waste (Gollnhofer, Weijo & Schouten, 2019). In both instances, 
it concerns imagining how society could be transformed. It is therefore 
possible that this form of playing with temporalities could induce resonance. 

The examples above have showcased how there are instances that seem to 
include transformative play in the existing literature. To fully understand 
whether such instances could be conducive of resonance, it would require 
further scrutiny through the resonance lens. 
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4.3.3 Implications for Marketing Practitioners 
One approach for marketers upon reading this thesis would be to contemplate 
how to facilitate resonance through their products, brands, and services by 
considering how to facilitate transformation for the consumer. However, I 
would urge marketers to consider how to help consumers in the quest for 
resonance rather than simply try to sell resonance. 

It is not only out of pure ideals that I would urge marketers not to mimic 
resonance. It is also because consumers have become sceptical towards brands 
claiming to be authentic. This has had the consequence that brands should aim 
to be not-inauthentic (Thompson & Kumar, 2022) instead. Similarly, it might 
be that consumers will not find it credible when brands are trying actively to 
sell resonance. Instead, it could be that consumers would at most rate brands 
to be ‘not-dissonating’ – the resonance theory equivalent of not-inauthentic. 
Therefore, the argument is that it would probably be pointless for brands to try 
to mimic resonance in their market offerings. Instead, the main 
recommendation is for marketers to focus on how they can avoid obstructing 
consumers’ quest for resonance. Resonance cannot be forced, as it necessitates 
interest that is based on an intrinsic motivation and openness to unexpected 
experiences. This makes it difficult for marketers to package a truly resonating 
experience. Therefore, the task for marketers is to avoid embedding escalatory 
logics in their products. This would mean that marketers do not promise quick 
self-enhancement by achieving different levels of a given activity or upgrading 
products. An example of something that should be avoided would, for 
example, be gamification of areas related to self-worth. This would be an 
example of something that obstructs consumers’ quest for resonance.  

If marketers must try to create resonance, then the attempt should not be to 
create resonance directly, as this would be impossible because resonance 
should always be unexpected. Instead, the attempt should be to facilitate an 
infrastructure for experiencing resonance. This would entail creating 
circumstances for consumers to play. Communal play could be created by 
establishing spaces where people with similar interests can get together. 
Ideological play is a sensitive issue on which to embark, but it could involve 
brands taking a stance on societal debates. Material play could be created by 
establishing platforms where people can maintain their products, e.g. repair 
shops. Temporal play could involve experiencing past days through a branded 
experience, e.g. a brand museum. 

Marketers actively seeking to create resonance will always face issues. This is 
why, as I have explained here, the project for marketers is not to create 
resonance. Instead, the main objective should be to not obstruct it. In addition 
to this, it could possibly also involve facilitating spaces for play.  
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4.3.4 Implications for Education 
The pedagogical implications of this thesis are twofold. First, it is considerably 
relevant to incorporate resonance in the curriculum of marketing education. 
This would include discussion of how marketing can or should avoid creating 
alienation in society and, also, how marketers can assist in facilitating 
resonance. Second, it is relevant to discuss the resonance that emerges between 
teacher and student. These two topics will be discussed in this section. 

Education is known to have a transformative impact on society (Sandlin & 
McLaren, 2009). This is why that education is a prime spot to initiate debates 
on how marketing can avoid creating alienation and, instead, foster resonance. 
A first step would be to simply incorporate resonance into the curriculum. This 
would mean that students are taught about potential negative consequences of 
societal developments and in particular marketing, which could lead to 
alienation. It would then also require that marketing education dares to go 
beyond the classic marketing literature and draw on sociological works to 
better unpack and teach students how people are situated in society. 
Specifically, it would be necessary to teach the foundational concepts 
underpinning resonance. This means that marketing students not only learn 
about how companies can maximise their profit but also learn about the societal 
implications of their marketing activities. A second step could be to teach the 
role of marketers in facilitating resonance. Here, the aim should not be to create 
resonance, or echo chambers for that matter. Instead, they should aim at not 
hindering consumers’ search for resonance and, at most, try to facilitate it. 

The resonance between teacher and student is also relevant to discuss. This 
relationship has been challenged in recent years due to different societal 
developments. First, the pandemic meant that teacher-student interactions were 
made virtual. This provided new opportunities in teaching, but it also changed 
norms about what it means to learn. For example, it provided challenges in 
making students participate actively in classes (Raes, 2022). Second, the 
emergence of artificial intelligence (AI) has also disrupted how learning can 
be achieved. AI enables students to quickly find answers but whether this 
nurtures independent critical thinking in the student is questionable. The 
hidden promises of AI are mostly about acceleration, with an added flavour of  
optimization. Still, abandoning AI from learning activities seems unlikely, 
meaning that the challenge will likely be to teach students to think critically 
about AI. For these challenges, a resonance perspective seems helpful. During 
the pandemic student and teacher were separated, so it could make sense for 
them to re-establish their relationship. In the case of AI, teachers could help 
students to think critically about the capabilities of AI. They could question 
how AI creates resonance but also how it can foster echo chambers. Re-
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establishing the relationship between student and teacher could also pertain 
more directly to exploring marketing issues. Concretely, this could be by 
students raising market-related issues pertaining to their everyday-life, which 
teachers could contextualise against the backdrop of the more macro 
tendencies and developments in societies. Perhaps, the teacher could even be 
able to explain the issues by drawing on existing theoretical knowledge. This 
could help the student, but the teacher might also be presented with empirical 
puzzles that requires development of new theory. In this sense, student and 
teacher are affecting each other in a way that transforms them, as it enables 
new perspectives on the world. These considerations thereby tap into how 
learning is not something that is simply passed on but rather co-created (Erbil, 
2020). It is therefore that it is relevant to think about resonance in relation to 
education more generally, but also specifically for marketing education. 

4.3.5 Future Research Agenda 
While I have attempted to illustrate some of the inquiries that one might have 
about consumer resonance in this thesis, it is useful to consider how my 
findings open up avenues for new inquiries. Specifically, I would like to 
highlight three areas related to the study of market-mediated resonance that 
deserves further scrutiny: 1) more empirical research of market-mediated 
resonance; 2) the power of negative resonance in mobilising communities; and 
3) the role of play in past-themed consumption and, in turn, resonance. 

First, I call for more studies on the relationship between resonance and the 
market. This relates to Rosa’s (2016) own calls for more empirical research on 
resonance. It is with this in mind that I completed my own research and took 
some steps to uncover market-mediated resonance. Despite this effort, more 
questions need to be answered. This research has focused on how consumers 
find resonance by engaging with the market. Future research could look into 
the ways in which brands relate to resonance. It is well-known that brands serve 
as ideoscapes for consumers in the sense that a brand can become a reflection 
of their worldview (Askegaard, 2006). This entails market myths infusing the 
brand and resolving cultural tensions. However, little is known about the 
mechanisms of this process. Therefore, it could be worthwhile to understand 
how these myths come to resonate with consumers. How are consumer and 
brand being transformed? And how do brands strategically facilitate resonance 
for consumers?  

Second, I call for more research investigating the power of resonance in 
mobilising communities and consumer movements. I also want to emphasise 
the importance of understanding the power of negative resonance in particular. 
In Rosa’s (2016) theory he fails to recognise that negative resonance exists, for 
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which he has also been criticised (Susen, 2020). This neglect is problematic 
because, as both Rosa’s research and other research have demonstrated, 
resonance is a powerful tool for mobilising communities (Vidolov et al., 2023). 
This finding is supported by this thesis (see Paper 4), which also shows how 
consumers mobilise themselves when connecting on the basis of a mutual 
ideology. However, this thesis also finds that resonance does not always aim 
to enlarge possibilities for other people. In this instance, it involves consumers 
practicing resistance to dominant societal discourses and thereby only seeking 
to help themselves. This resonance could potentially result in policing or 
maybe even discriminating against other people. Further research is needed 
into what the power of resonance means in terms of mobilising communities 
and how this might spread negative resonance. 

Third, I call for more research on the role of play in past-themed consumption 
and, in turn, past-themed consumption itself. In this thesis, I have illustrated 
how past-themed consumption turns what seems to be work into play. It is 
through these various playful acts that resonance is experienced. In this 
endeavour, past-themed consumption is particularly useful due to its 
characteristic playfulness (Hartmann & Brunk, 2019). As this study has 
focused on the conceptual context of past-themed consumption, it is relevant 
to look beyond that context to investigate how play induces resonance in 
various other consumption contexts more generally.  

4.4 Concluding Thoughts 
In this thesis, I have theorised how resonance can be market-mediated. I have 
examined this in the conceptual context of past-themed consumption and 
marketing, which have been explored through the epistemological window that 
is the Danish vintage cycling community. Interrogating the literature on past-
themed consumption and marketing led me to problematise how the literature 
explained that consumers turned to the past during societal turmoil but did not 
further question why. To explore all this further, I have asked: How does past-
themed consumption enable consumers to experience resonance? 

To answer this question, the thesis draws on five standalone papers. Each paper 
concerns past-themed consumption and marketing either conceptually or 
empirically. They each make their own contribution, but they all also 
contribute to the overall research question either implicitly or explicitly. 

Taken together, these five standalone papers contribute to the identification of 
four play modalities of consumer resonance. These four modalities of 
consumer resonance constitute the gateways to experiencing resonance 
through the market. The identified modalities of consumer resonance are 
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focused on the conceptual context of past-themed consumption, it is relevant 
to look beyond that context to investigate how play induces resonance in 
various other consumption contexts more generally.  

4.4 Concluding Thoughts 
In this thesis, I have theorised how resonance can be market-mediated. I have 
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is the Danish vintage cycling community. Interrogating the literature on past-
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explained that consumers turned to the past during societal turmoil but did not 
further question why. To explore all this further, I have asked: How does past-
themed consumption enable consumers to experience resonance? 

To answer this question, the thesis draws on five standalone papers. Each paper 
concerns past-themed consumption and marketing either conceptually or 
empirically. They each make their own contribution, but they all also 
contribute to the overall research question either implicitly or explicitly. 

Taken together, these five standalone papers contribute to the identification of 
four play modalities of consumer resonance. These four modalities of 
consumer resonance constitute the gateways to experiencing resonance 
through the market. The identified modalities of consumer resonance are 
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communal play, ideological play, material play, and temporal play. When 
consumers engage in one or more of these play types, they get to experience 
resonance because engagement with play comes from an intrinsic interest that 
finds fulfilment in the process itself rather than only focusing on the outcome. 

By identifying these four modalities of consumer resonance, the thesis makes 
three overall contributions. It contributes by introducing resonance to 
consumption and marketing theory. Furthermore, it contributes by refining the 
prevalent understanding of consumption in resonance theory. Finally, it 
contributes by illustrating the ways in which consumers turn to the past during 
societal turmoil because the past is a resource for experiencing resonance. 
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