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Project Description: 
 
This research will investigate how consumers construct, manage and play with their identities 

as they transition in and out of digital virtual spaces. Focusing specifically on video games, this 

project will consider the immersive and embodied experience of play within virtual 

environments in order to understand how the assemblage of practices, technologies and 

interactions inform and shape our sense of self.  

Video games are experienced by players as meaningful sites for identity exploration, social 

interaction and community engagement (Crawford et al, 2019). With developments in video 

game technology and game mechanics, the possibilities for constructive and embodied play 

provide an increasingly immersive and social environment (Chee-Siang et al, 2010) where the 

boundaries between the players’ real life, their digital life and the economy blur and become 

subject to negotiation (Calleja, 2010).  

The prevalence of digital technologies has opened up new possibilities for the agency an 

individual is able to exercise, beyond the constraints of the physical world, with the prospects 

for transportation (Klimmt et al, 2009) and identity ‘play’ (Brown 2021) through an interactive 

digital experience. These digital technologies are also a site of extension where questions over 

inequality, well-being and responsible consumption come to the fore (United Nations, 2015).  

Video games help us to consider the nature of agency in contemporary society as a 

(post)human, assembled, and relational process. Moreover, they do this within apparatuses 

and assemblages that regulate and give meaning to those transformations (Muriel and 

Crawford 2020). But what new meanings are being constructed and with what impact on 

consumer identity and the concept of the ‘digital’ extended self (Belk 2013)?  

We welcome research proposals which fit into this broad topic, with particular interests in 

the following areas: 

• Consumer identity projects in digital virtual worlds. 

• Embodied experiences of play and studies on the immersive nature of gaming 

• Social interaction, discourse and communities of practice in online gaming  

The project will employ a social-constructionist research approach and in-depth, qualitative 

methods. Possible theoretical lenses of the project include but are not limited to the 
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performative (Goffman, 1959) or embodied (Diprose, 2002) aspects of the construction and 

communication of consumer identities. It might also consider the digital extended self (Belk, 

2013) and consumer identity projects (Arnould and Thompson, 2005). Exploring the broader 

community of play, it may adopt the work of Gee (2004) on affinity spaces. The 

methodological emphasis will be on in-depth understanding of consumers’ own construction 

of their identities. Methods may include interviews, participant observation, 

autoethnography (Anderson, 2006) and netnography (Kozinets, 2012). 

 
About the Supervisors:  

Dr   Richard Godfrey’s research interests are: The relationship between violence, markets and 

marketing; popular cultural representations of organisations; the political economy of video 

games; and various aspects of gaming and consumer culture. 

Dr Matthew Higgins’ research interests are: Consumer culture and ethics, Marketing and 

consumer related issues around supply chains, education management, ethics, social 

marketing, social enterprises and not for profit organisations.   
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