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Taste is a cross-disciplinary research object spanning diverse empirical contexts
including food, visual arts, wine, music, fashion, literature, and decoration. While dramatic
theoretical shifts punctuate the history of the concept of taste (Pomiés and Arsel,
forthcoming), we call for renewing our theorizations to better highlight current empirical
phenomena. For example at the micro-level, researchers are continuously confronted with
omnivorousness (Warde, Wright, Gayo-Cal, 2007), inter-individual variations of cultural
practices within a social class (Lahire, 2003, 2008) and reflexive performances that resist and
challenge existing hegemonies (Sandikci and Ger, 2010; Kjeldgaard et al., 2016; Thompson,
forthcoming). At the market level, aestheticized niches have recently emerged for former
commodities such as coffee, beer, and olive oil (Maciel and Wallendorf, 2017; Pomiés, 2015).
At the macro-level, global cultural flows have contributed to the reterritorialization of market
elements such as rock music (Yazicioglu, 2010) and to the formation of hybrid cultural
products that are both global and local (Thompson and Arsel, 2004; Kjeldgaard and Ostberg,
2007). Furthermore, transformations in mediascapes challenge traditional models of
tastemaking (Dolbec and Fischer, 2015; McQuarrie, Miller, and Philipps, 2013; Wilson-
Barnao, 2017). These and other contemporary empirical phenomena are promising sites for
research that challenge existing theories of taste, inviting researchers to investigate the
influence of taste on market systems, processes of glocalization, and agentic, reflexive and
transformative taste performances.

This special issue focuses on the ways taste is performed, deformed, and transformed
by human and non-human actors including consumers (e.g., Arsel and Bean, 2013; Arvidsson
and Niessen, 2014), producers (e.g., Delsaut and Bourdieu, 1974; Rinallo and Golfetto, 2006),
cultural intermediaries (e.g., Bessy and Chauvin, 2013), political authorities (e.g., Karababa
and Ger, 2010), experts (e.g., Chauvin, 2010; McCoy, 2014), material devices (Denegri-
Knott, 2015, Hennion, 2004), situations (Hennion, 2001), and technologies (e.g., Airoldi,
Beraldo and Gandini, 2016; Holak, 2014). The aim is to rethink the understanding of taste by
critically revisiting classical theories, by applying theories rarely used to understand taste in
consumer research, and by shedding light on emergent theories grounded in nascent empirical
phenomena.

We call for theoretical and empirical articles that renew our understanding of taste as
well as methodological pieces addressing the epistemological challenges that have arisen as a
result of the changing cultural landscape. In the spirit of Consumption, Markets & Culture, we
invite interdisciplinary contributions, particularly those connecting the market studies
literature and culturally-oriented work on taste. We are open to theoretical perspectives, rich
empirical investigations, and critical work.

Below is an illustrative and non-exhaustive list of suggested topics:

- Transformation of taste practices in the marketplace and over the life-course



- Life transitions and how they shape tastes

- The active role played by objects and mediations on taste practices
- Rebellion against existing norms and hierarchies of taste

- Omnivorousness

- The temporal dimension of cultural products

- The social construction of cultural products

- Glocalization and taste

- Unstable taste preferences over time

- Surveillance and new technological order and quantification of taste
- Reputation in cultural fields

- The shaping of taste by social media influencers

- Algorithms and recommendation systems in cultural fields

- Bad taste

- Emotions and sensemaking

- Moralization and politicization of taste

- The co-constitutive relationship between taste and platform/gig economies

Submissions will be evaluated on the following criteria: ability to advance our
understanding of taste, rigorous exposition and development of concepts and theories,
originality, alignment between research methods and goals, quality of data, and contribution
to existing literature.

Submissions should not exceed 45 pages (including references, tables and appendix).
When formatting your article, please follow the Consumption, Markets & Culture style guide
available on the journal web site. Please send submissions to taste.specialissue@gmail.com.
Submissions will be blind peer reviewed and jointly assessed by the three guest editors.

Timeline for submissions:

September 15, 2018: Initial submission opens
November 15, 2018: Submission deadline

Jan 15, 2019: First round decisions are made

June 15, 2019: Revised papers submitted

September 15, 2019: Second round decisions are made

Dec 15, 2019: Final revisions submitted
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