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current, in the direction of the familiar, to reduce “the uncommon to the common” which is
fundamental to knowledge as a “condition of life.”*

However, as Derrida poignantly illustrates through the concept of “differance,” “there is a
pure difference or trace” which allows for the possibility of a system (linguistically or otherwise)
and, at the same time, “...renders impossible the successful completion of the system. Differance
forever exceeds [the] system, or is the condition for [the] system that cannot be identified with
[it].”? This suggests that knowledge as a system can never be complete. Neither what we know
about consumers nor their behaviour can ever be “made complete” like some child’s picture
puzzle, where the picture is made complete only when all scrambled pieces from the puzzle box
have been properly fitted and positioned relative to one another on the table-top. New knowledge
is not simply that which is absent in a current representation. Pure difference, or the condition
that allows for difference to occur perpetually, means that that which can be known about
consumers and their behaviour will more closely resemble the ever-changing picture seen
through the child’s kaleidoscope, than the single view shown by completion of the child’s picture
puzzle.

Similarly, as noted by Deleuze, “difference is always more complex than mere

opposition.”

Despite restrictions imposed by the binary nature of language, verbally recognising
the incomplete, fragmentary nature of consumers allows at least for a momentary glimpse into
difference. But fundamentally, an indefinite view of consumers requires an understanding of
difference. Through both its literary style and its content, this research offers a view of an

indefinite consumer(s) predicated upon difference.

The literary style used is based upon Deleuze’s principle of difference:
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All things are of difference, through and through.

2. What is the essence of what consumers consume?

Difference. Consumers not only consume difference and therefore seek it, but also are co-
creators of difference. Their very existence is predicated upon difference. At the same time, the
consumption of difference is transformative, creating something new in the process. In this

sense, consumption is positive, simultaneously consuming and creating difference.

3. What is the nature of marketing?
Marketing is about creating differences for consumption in a marketplace of difference. It is
about the becoming-other (providing something meaningfully different than that offered by
others) while at the same time resisting it (attempting to maintain a preferred meaningful
position), both of which are of difference.

As marketers move toward a sensing and responding perspective,® they move toward the
becoming (e.g., the becoming of consumers, emerging markets, learning organisations,

developing countries) aspect of difference—the dynamic nature of difference.

4. Is what we know of difference only through that which is expressed (realised, actualised) as
differences? Or, is there more to difference?

If all things are of difference, as expressed differences, then they themselves are subject to
difference, meaning that they came about through difference and will continue (persist, exist,

repeat) as such, as difference continues.” The more than of difference is suggested by Derrida’s
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“differance” illuminating that by which difference continues, or the means by which expressed

differences are continuously being realised.

5. What is knowable other than expressed differences?

There must be a structure (or structuring) that is affecting the proliferation of differences. And
this structure (or structuring) is other than the differences it is producing. While the structure
(structuring) may not be directly knowable—since the proliferation of differences is at the same
time a product of this structure (or structuring)—the characteristics of the proliferation of
differences should imply something about the structure (or structuring) producing them. In other
words, “one can come to an understanding of the soil by studying what grows in this soil.”®
Differences possess reflective characteristics (markings, traits, tendencies) of the structure (or
structuring) producing them. One such characteristic, condition or manifestation of this

proliferation of differences is the repetition of things (differences) or the appearance of

repetition.

6. Is repetition the same as difference?
Within differences there is no repetition per se because time and space are themselves of

differences. Heraclitus captures this notion by explaining, “You can’t step into the same river

twice:”®

A flowing river constantly changes its contents: the waters in front of us move on [while]
others replenish them. Heraclitus says the cosmos functions in the same way: new things
come into being, others die, and everything is transformed. We have only to look at what
is happening all around us to see that this is true. New laws are enacted and others are no
longer enforced. New social and political movements gain momentum while others
become spent and irrelevant. New styles of behavior and expression become fashionable
and others are relegated to the dust-heap.®
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Difference™ is that which repeats. Difference proliferates differences.

Nietzsche'?
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consumer satisfaction last? The dissipation of satisfaction certainly involves changes in the
composition of differences (consumers), again, stemming from the repetition of Difference.
While the conditions for the occurrence of differences may certainly repeat, in consequence,
different differences can, and are likely to, occur. In addition, recognition of repetition as
characteristic of Difference implicitly suggests that others may contribute to the nature of the

proliferation of differences.

7. Is there a beginning and an end to Difference?

No. Beginn
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understood through the search for some solid, unchanging foundation of unchanging facts is ill
conceived. Instead of some pure degree of knowledge about any of these areas, what we really
have is simply a “sense” ** based upon some form of differences which are subject to change.
Our literatures are simply collections of shifting and revolving perspectives, “senses,” across
time—across oceans of differences subject to changing conditions. Any overarching grand
narrative, any single metaphysical all-encompassing narrative, is impossible. Even in this
presentation all that we can reach for is a “sense,” an elusive one at best, of what seems to be
occurring in a world of consumer differences, never to be complete. Being of difference through
and through, the indefinite consumer is always incomplete, fragmentary, and always in the
moment of becoming through the repetition of Difference, where becoming is not about

beginnings or ends.

8. If Difference is not characterised by a beginning or an end, what does this imply?
One interpretation involves a paradoxical view of Difference where something could be open
and closed at the same time, responsible and irresponsible (wild) at the same time, to not be of a
beginning or an end, but to be producing what appear as beginnings and ends. This also implies
that the something (Difference) is not a thing, but instead is producing things (differences). This
paradoxical condition or event manifests itself time after time—being central to our existence.
We see this discussed in Anaximander’s paradox, The Riddle of Origin, the oldest
recorded paradox. Here Anaximander asks, “Does each thing have an origin? He answers no:
there is an infinite being that sustains everything else but which is not grounded in any other

thing.... There are some things that now exist but have not always existed. Anything which has a
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recurrence (the return, the repetition) is a condition of Difference, reciprocally. The indefinite
consumer(s) is a product of the continuous coming together of the paradoxical event of
Difference and, therefore, is (are) never complete. These paradoxical events occur throughout the

mass of the multitude—individually and collectively, reciprocally.

11. Once a structure comes into existence, is it self-sufficient?

No. Turning to Deleuze’s notions of multiplicity and rhizome, we can say that these
immanent/transcendent structures are a multiplicity continuously making connections and dis-
connections*’—forming a plane of immanence. These structures can be thought of as possessing
a root-like structuring similar to that with synapses and dendrites in the brain, suggesting a type
of commonality among all things that are constantly subjected to being reformed/transformed.
There is nothing rigid (inflexible, unyielding, having the outer shape maintained by a fixed

framework) about them; they are, contrary to traditional presentations, in fact, quite fragile
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questioning of the foundations of truth, and inclination toward the multiplicity of such

33

foundations, would ultimately lead toward union with the post-structuralist’s™ position of

emphasising the emergence of structures, leading to new, temporary and limited understandings
(with relational multiple voices). This in turn would reinforce the post-modernist’s** supposition
of a groundless foundation for ultimate truths and universal laws, supporting a hegemony of the

times in a world of changing multiplicities through Difference.

12. How are Difference and differences related to becoming and being?

Becoming is of Difference from the standpoint of Being (beings, differences). Becoming
involves the process of the coming together, of Difference resulting in realised differences (the
new, the different). At the same time, for Being to be Being (what we know as realised
differences), there must be a resistance to becoming,* a resistance to Difference. Our
understanding of Being comes through an understanding of becoming, i.e., the coming together
of Difference. Being would not be Being as we know it without the becoming of Being, and vice
versa. They go hand in hand; they are inseparable, enveloping one another—a kind of ongoing
enfolding of one another.

Bell suggests a double-bind in this regard: that there exists simultaneously a tension
between becoming and resistance to becoming, and that all living beings experience “self-
replicating resistance to becoming.” *® Accordingly, “A living being will subsequently become
involved both in maintaining and producing its own identity, i.e., resisting becoming, while it
will become other. It does this by both reproducing and maintaining its identity, and by

producing itself through becoming other.” %
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marketing and consumption behaviors, produce changes usually small, but sometime
large in culture itself.*

The indeterminacy of consumer culture stems from its constituent multiplicities, originating from

the paradoxical events of Difference being simultaneously both indeterminate and determinate.

13. Can Difference be thought of without reducing it to identity or representation?

Yes and no. In the past Difference has really been thought of in terms of differences—identity
and representation (e.g., understandings, meanings, categories, genres, species, things, practices),
thus leading to the problem of infinite regression. There exists a long progression of differences-
thinking, including the traditional dualist thinking of ephemeral/immutable (Parmenides,
Heraclites, Plato), real substance/mental substance (Descartes), subject/object, mind/body
(Kant), others/I (Sartre, Levinas), and beings(being-ness)/Being(the to be) (Heidegger). The
problems associated with such approaches can be attributed to each being stuck in the what-ness
frame-of-reference—as simply being things-among-things, or another way of thinking about
things (differences).

Similarly, the study of consumer behaviour has involved attempts to understand the
meaning(s) and/or changes pertaining to the differences being generated by those under study
together with conjecture (another form of difference) offered by the researcher(s), thus creating a
kind of difference on top of difference, a multiplicity overlaid upon a multiplicity, with gaps
(breaks, interruptions, discontinuities, incompletenesses) in between (differences).*?

Studies of acquisition patterns, advertising effects, affect states (attitudes, emotions,
moods), brand loyalties, levels of consumer expertise, consumers’ socialisation, context effects,
decision-making (individuals, groups), forms of hedonic consumption, types of information

processing, innovations and rates of diffusion, intentions, levels of involvement, types of
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consumer learning, memories, motivations, changes in consumer physiology, (sub)cultures, and
different research approaches and methodologies, etc., are all examples of attempts to understand
consumer differences largely from an identity and representation perspective—to reduce the
“uncommon to the common.”

But the ongoing coming together of Difference presents instead an infinite
(indeterminate) number of ways of coming together, of producing differences of identity and
representation (the determinate). Using Bell’s* language, Difference being a paradoxical event
acts in an indeterminate determinable way. But the studies mentioned above have not considered
this indeterminate reciprocal relationship between Being and becoming. Their exclusive focus on
the Being (or beings) side of the relationship has caused them to become bogged down in the
what-ness frame of reference, a static relationship within identity and representation. To step
outside the what-ness frame of reference allows consideration of the possibility that that which
we seek may not possess thing-like qualities, such as matter and form. Taking such a step
presents an opportunity to see consumers in a different light, opening up new avenues for

difference exploration.

14. Can a structure be formless? Or, how can a structure not have a form?
Questions of this type again situate us in the what-ness frame of reference by focusing us on the
structure, the thing. Instead it might be asked HOW a structuring might not be of form. As

discussed in Fragment 10 above, the answer may lie in the “ing,” the active form of the word

Mark Hill and Jane Cromartie: An Indefinite Consumer(s) 260



EnterText 6.3

together, a context in which, paradoxically, the “Returning is the being of that which
becomes.”* The becoming condition of Difference is of the possible and impossible, of the
virtual multiplicity.*® As addressed in Fragment 12 above, this paradoxical event is producing
consumers who, through the becoming aspect of Difference, are indefinite, incomplete, eluding

those who try to predict their behaviour—the new consumer differences to come.

15. Is change the outcome of becoming or is it the other way around? And, does it matter?
The predictability of changes in consumer behaviour has been and continues to be of interest, as
well as very problematic, for researchers and marketers. Perhaps an improved understanding of
change in general would improve our ability to understand particular types of change, e.g. in
consumer behaviour. As discussed in Fragment 13 above, inherent in the more traditional

substance-
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consumer(s) is a structuring of coming-together of the multitude, with more multiples always
forthcoming. In other words, each consumer is of the multitude. As a part of the paradoxical
event of Difference, each is a coming-together him/herself (a structuring), and at the same time is

affecting the comings-together of all others throughout, reciprocally.

16. How does this structuring relate to chance?
The potential, the virtuality, of an indefinite consumer(s) is realised through the chance condition
of Difference, in direct opposition to the premise for a determinant view of consumers. Chance is
related to change (as discussed in Fragment 15) through the repetition of Difference,
compounding the problems inherent in attempts to predict consumer behaviour. This further
reveals the importance of the ever-enveloping set of conditions of Difference as integral to an
indefinite consumer(s).

Chance is another condition of Difference. It results from the continuous coming together
(ad infinitum) of Difference, from the territorialising and deterritorialising of the foldings,
unfoldings, and refoldings within the multitude, all of which are indeterminate-determinant,
possessing a vagueness (incomplete, indistinct, uncertain). It is through the repetition and
vagueness (indefiniteness) of Difference that chance is actualised:

Our lives must be indefinite or vague enough to include such potential for other worlds or
predications or individualizations, and so enter into complications with others that are
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described as a chronicling of questioning eras, or the responses to such, while the movement
from one era to the next involves the relinquishing of one form of questioning in order to take on
another. Implicitly the insatiable characteristic inducing such movement is the repetition
condition of Difference—*"the eternal recurrence.”

This questioning drive operates behind-the-scenes, but manifests itself in various forms.
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Difference requires forgetting. This forgetting occurs at all levels (e.g., metaphysically,
psychologically), suggesting again a kind of structuring commonality among all things.

It is through forgetting, the splitting apart of Difference, the release, that we experience
forgiveness, Otherness (transcendence), time, and a relinquished past:>*

Forgetting allows a separation between our selves and our former selves, as well as

between ourselves and others.... The forgetting (undifferentiating) in our ongoing

differentiating creates a divide, separating our selves from our former selves, that can
never be crossed.... [S]ince there is no common memory per se [except perhaps the
eternal return of Difference], forgetting causes a separation between individuals.... Each
individual represents a different position in the world, and these differences in position
inherently lead to different questioning, forming unique perspectives [centres of
indeterminacies]. It is forgetting which promotes subjectivity and transcendence.*®

It is through the paradoxical event of Difference via its questioning-structuring that forgetting

(undifferentiating) and differentiating occur simultaneously, that the uniqueness of the consumer

IS manifest.

As described in Fragment 9, subjectivity stems from a folding, unfolding, and refolding
within the indefinite mass, within the multitude. For this unfolding to occur, a release is
necessary—forgetting is required. At the same time, forgetting is also creating differences
through the divides and across time, our former selves, among others, etc. Differences are not
only created through the coming together but also through the splitting apart of Difference

paradoxically, simultaneously—which is inherent (intrinsic) in the coming together of the

questioning-structuring of Difference.

21. How else does this splitting apart of Difference affect our understandings of things?

“All that moves or changes is in time, but time itself neither changes nor moves. This does not

mean that time is eternity. If so, we would be caught in the tautology of defining time by time.
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Rather it is ‘the form of that which is not eternal, the immutable form of change and movement’
(Kant’s Critical Philosophy viii). Time is change: the fact that the universe never stops moving,
changing, and evolving.... [W]hat does not change is change itself.”>® Accordingly, time is
change, but not in a spatial sense.

Time is

fundamentally paradoxical. Because time passes, and cannot do otherwise, the present
will coexist with the past that it will be, and the past will be indiscernible from the
present it has been [explaining the relativity paradox of time inferred from Einstein’s
Theory of Relativity].... [T]ime continually divides into a present that is passing, a past
that is preserved, and an indeterminate future... “since the past is constituted not after the
present that it was but at the same time, time has to split itself in two at each moment as
present and past, which differ from each other in nature, or, what amounts to the same
thing, it has to split the present in two heterogeneous directions, one of which is launched
towards the future while the other falls into the past. Time has to split at the same time as
it sets itself out or unrolls itself: it splits in two dissymmetrical jets, one of which makes

all the present pass on, while the other preserves all the past”.*’

For the splitting of time to occur, the release of forgetting is required. Again, as stipulated in
Fragment 20, differences are not only created through the coming together but also through the
splitting apart of Difference paradoxically, simultaneously. Time is also characterised in this
way, as time is another realisation (expression) of Difference. Time is change in the becoming of

1258

Difference. And, “Returning is the being of that which becomes,”>" paradoxically.

22. What is being consumed by an indefinite consumer(s)?
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