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Books »

Zwick, Detlev and Julien Cayla (eds.) (2011). Inside Marketing: Practices, Ideologies, Devices.
Oxford University Press.

Special Projects »

Special Issue Editor of:

Special Issue of Marketing Theory (with Bernard Cova and Daniele Dalli) entitled “Critical
Perspectives on Consumers' Role as "Producers": Broadening the Debate on Value Co-Creation
in Marketing Processes”. Publication April Issue, 2011.

Special Issue of Society & Surveillance (with Jason Pridmore, Infonomics and New Media
Department, Zuyd University, Netherlands) entitled “Surveillance, Marketing and Consumption”
(Volume 8, Issue 2). Publication Spring Issue, 2011.

Under Review and in Progress »
Darmody, A. & Zwick, D. Affect, Fantasy and ‘Social’ Services: Towards a critical theory of the
service encounter. Under review at Marketing Theory.

Carrington, M. Zwick, D. and Neville, B. “Activists on the Inside: Changing Corporate
Responsibility from the Inside Out.” Prepared for submission to Journal of Management Studies.

Kosuke, M & Zwick, D. Why are they paying for emoticons?”, prepared for International Journal
of Cross-Cultural Communication.

Refereed Journal Articles »

1. Carrington, Michal Jemma, Detlev Zwick, and Benjamin Neville. 2015. "The ideology of
the ethical consumption gap." Marketing Theory. First published on July 17, 2015
doi:10.1177/1470593115595674.

2. Zwick, Detlev. 2015. "Defending the Right Lines of Division: Ritzer's Prosumer
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3. Bradshaw, A. and Zwick, D. (published online 2015) ‘The Field of Business
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Zwick, D. and Denegri-Knott, J. (2012). 'Tracking Prosumption Work on eBay:
Reproduction of Desire and the Challenge of Slow Re-McDonaldization', American
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‘producers’: Broadening the debate on value co-creation in marketing processes',
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Activism? The Social Pedagogy of Wall Street’, Journal of Consumer Policy, 30 (3): 177-
199.
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Zwick, D. and Dholakia, N. (2004). “Consumer subjectivity in the Age of Internet: the
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Economy: Reframing Communication Technology." Telematics and Informatics, 21
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23. Schroeder, J. and Zwick, D. (2004). “Mirrors of Masculinity: Representation and Identity
in Advertising Images.” Consumption, Markets, and Culture, 7(1), 21-51.
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Peter Lang.
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Companion to Digital Consumption. London: Routledge
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261-283), Oxford: Berg.

Kosuke, M & Zwick, D. “Why are they paying for emoticons?”. Presented at the Annual Meeting of
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