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From Routledge : Digital Virtual Consumption (Routledge Studies in Innovation, Organization and 
Technology)  before purchasing it in order to gage whether or not it would be worth my time, and all praised Digital 
Virtual Consumption (Routledge Studies in Innovation, Organization and Technology): 

0 of 0 people found the following review helpful. Wow!By Running on SunshineWhen it comes to Digital 
Consumerism and Digital Virtual Products, this book it the one you need to read. Suggested on on our read list for 
University, it is the first book I have found not only informative but also quite enjoyable. If you are someone who is 
hungry for information on this topic, I know you will appreciate this content! Don't let the the academic pricing scare 
you away. This is the the sort of excellent quality information you can not gather on the internet for free. Molesworth 
knows his topic and this collection of papers does not disappoint.
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Digital media present opportunities for new types of consumption including desiring, buying, collecting, making, and 
even selling digital virtual goods. To these activities we can add those taking place in virtual communities of 
consumption, online shops, brand websites, and online auction houses that together amount to a vast new landscape of 
consumption. Digital virtual consumption motivates concatenated practices which produce meaningful experience for 
their users as well as market opportunities to profit from them. Consumers create and maintain elaborate wish lists, 
engaging with simulations of brands on websites and in videogames, coveting items for use in online games and even 
spending lsquo;realrsquo; money on these, undertaking entrepreneurial activity in virtual worlds, conjuring nostalgia 
via online auctions, engaging in playful consumption in other new retail formats, writing reviews of products as part of 
the consumption experience, engaging in online activist activities, and many other emerging behaviors. Analyses of 
consumption in the digital virtual realm are however limited. This collection brings together experienced researchers 
from the fields of consumer research, digital games, and virtual worlds to provide conceptual and empirical work that 
helps us understand these new and significant consumer activities. Online communities negotiate the 
lsquo;correctrsquo; use of goods and offer technical advice, consumers develop new products, individuals create and 
distribute their own promotional material for their favorite brands, and entrepreneurial consumers marketing and 
selling their own products online. Here we may see a blurring of consumption and production, or work and leisure 
activity that requires further thought about what makes it meaningful for individuals. The chapters in this volume take 
stock of the emergence and likely importance of digital virtual consumption for consumer culture, including a review 
of both new and existing conceptual and methodological tools as well as a resource of key examples and analyses of 
practices. 
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