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1. Abstract 
This proposal investigates whether marketing performance may be understood more completely when 
conventional variables such as audience, message, channel and timing are considered alongside perceived 
celestial alignment, practitioner belief and symbolic environmental interference. The research develops the 
emerging construct of Astrocosmic Marketing: a framework in which celestial events do not need to exert direct 
causal force to influence outcomes, because belief in timing, ritual, confidence and interpretive framing may 
themselves alter marketing behaviour. 
The study will extend a preliminary 40-year observational working paper covering 1,248 campaign episodes 
and constructs including Orion and Leo Whooping, Cassiopeia tea conditions, lunar retrograde friction, spoon 
volatility and narrative drift. The proposed doctoral programme will subject these constructs to a more 
disciplined mixed-methods investigation combining archival campaign analysis, controlled experiments, 
practitioner interviews and prospective observation. 
The principal contribution will be a Unified Astrocosmic Marketing Framework distinguishing genuine 
performance effects from belief-mediated effects, ritualised decision confidence and ordinary organisational 
chaos wearing a celestial hat. 

2. Background and rationale 
Marketing theory has developed sophisticated accounts of persuasion, consumer choice, brand meaning, 
behavioural response and decision-making under uncertainty. Yet practitioners routinely use forms of informal 
timing logic that sit outside conventional models: 'this feels like the right moment', 'let's wait until Thursday', or 
the more troubling 'the deck was fine until the spoon moved'. 
Existing behavioural research provides a plausible bridge between apparently irrational cues and measurable 
outcomes. Studies have shown that superstitious beliefs can influence consumer judgement and risk-taking, 
and that the activation of good-luck beliefs can increase confidence, persistence and task performance. 
Research on fate-related predictions also suggests that expectations about future conditions can alter 
subsequent choice. Astrocosmic Marketing therefore treats celestial interpretation not initially as an 
astronomical causal mechanism, but as a potentially consequential system of belief, ritual, framing and 
coordinated confidence. 
The 2026 Vaguely Strategic working paper provides the preliminary taxonomy. It reports repeated associations 
between campaign behaviour and selected celestial or symbolic signals, with particularly strong emphasis on 
whooping windows, tea-positive conditions and spoon activity as an early indicator of stakeholder indecision. 
The proposed PhD asks whether these categories survive formal scrutiny, and whether their apparent 
usefulness is celestial, psychological, organisational, or some unstable combination of all three. 

3. Aim and objectives 
Aim 
To develop and test a unified theoretical model explaining how perceived celestial alignment and symbolic 
interference may influence marketing judgement, campaign execution and reported performance. 

Objectives 
●​ Define and operationalise the core constructs of Astrocosmic Marketing. 
●​ Test whether perceived alignment affects marketer confidence, risk tolerance and launch timing decisions. 
●​ Examine whether symbolic interference, particularly spoon volatility, predicts stakeholder indecision and 

approval latency. 
●​ Determine whether observed effects persist after controlling for conventional marketing variables. 
●​ Develop and validate an Astrocosmic Campaign Alignment Index (ACAI). 
●​ Produce practical guidance identifying when celestial framing is useful, harmless, or a sign that everyone 

should go home. 
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4. Research questions 
1.​ What relationship, if any, exists between perceived celestial alignment and campaign performance? 
2.​ Does belief in a favourable timing window alter practitioner confidence, persistence or willingness to commit 

to a campaign decision? 
3.​ Can symbolic interference measures predict approval latency, revision volume or stakeholder commentary? 
4.​ Does spoon volatility retain explanatory power after accounting for meeting frequency, organisational 

complexity and ordinary cutlery mishandling? 
5.​ Under what conditions does an Orion–Leo Whooping Window become behaviourally meaningful? 
6.​ Is the Thursday Dispatch Effect independent of, subordinate to, or secretly more powerful than the wider 

celestial model? 
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5. Conceptual framework 
The proposed framework separates four stages: celestial conditions, practitioner response, campaign execution 
and marketing outcomes. Symbolic interference is modelled as a cross-cutting moderator capable of disturbing 
both practitioner judgement and execution quality. 

 
Figure 1. Proposed Astrocosmic Marketing Framework. 

The model deliberately permits competing explanations. A strong celestial event may have no direct physical 
effect on marketing at all, yet still alter behaviour if practitioners interpret it as meaningful. Conversely, a 
genuinely useful timing ritual may improve coordination without validating any cosmological claim. The 
framework therefore distinguishes celestial causation from belief-mediated and organisational mechanisms. 

6. Proposed hypotheses 
Hypothesis Statement 

H1 

Campaigns launched during perceived high-alignment 
windows will be associated with higher practitioner 
confidence than campaigns launched during neutral 
windows. 

H2 
Practitioner confidence will mediate part of the relationship 
between perceived alignment and campaign execution 
quality. 

H3 
Higher symbolic interference will be associated with 
increased revision volume, approval latency and 
stakeholder commentary. 

H4 Spoon volatility will predict stakeholder indecision above 
baseline meeting density, but only after SV2. 

H5 
The effect of celestial alignment on campaign outcomes 
will weaken substantially when practitioner awareness of 
the alignment condition is experimentally removed. 

H6 Thursday will remain annoyingly significant. 
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7. Key constructs and measures 
Construct Operational definition 

Astrocosmic Alignment Composite measure of visibility, perceived significance and 
practitioner recognition of the relevant celestial window. 

Practitioner Confidence Self-reported certainty, decisiveness, perceived readiness and 
persistence. 

Narrative Drift Increase in conceptual expansion accompanied by declining 
deadline discipline. 

Approval Latency Elapsed time between campaign-ready status and final 
stakeholder sign-off. 

Spoon Volatility Ordinal classification of unexplained cutlery displacement or 
symbolic instability, SV0 to SV5. 

Whooping Event 
A high-salience alignment window involving Orion/Leo 
conditions and an observable increase in assertive campaign 
behaviour. 
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8. Methodology 
A sequential mixed-methods design is proposed. The study will move from replication and measurement 
development to controlled testing and finally to field validation. This structure is intended to prevent the project 
from declaring victory merely because Orion looked persuasive. 

Phase 1: archival replication and coding 
The 1,248 campaign episodes described in the 2026 working paper will be re-coded using a pre-registered 
codebook. Variables will include campaign type, launch date, approval latency, revision count, outcome 
measures, practitioner sign where available, celestial setting, reported confidence and symbolic interference. 
Inter-rater reliability will be assessed for interpretive classifications. 

Phase 2: experimental studies 
Marketing practitioners will complete campaign judgement tasks under randomly assigned timing frames: 
favourable astrocosmic window, neutral timing information, and conventional evidence-based timing advice. 
Primary outcomes will be confidence, decision speed, willingness to commit, perceived campaign quality and 
persistence. A second experiment will manipulate symbolic interference using controlled visual cues, including 
non-autonomous spoons. 

Phase 3: practitioner interviews 
Semi-structured interviews will explore how marketers use intuition, ritual, timing language and confidence 
signals in real campaign decisions. Particular attention will be paid to phrases that function as social permission 
to act, including 'this feels right', 'we should hold until Thursday' and related forms of collectively sanctioned 
certainty. 

Phase 4: prospective field study 
A prospective sample of live campaigns will be observed over twelve months. Celestial conditions will be 
recorded independently of campaign teams, while practitioner perceptions and campaign outcomes are 
captured separately. This design allows the study to distinguish objective sky events from perceived alignment 
and post-hoc celestial storytelling. 

9. The Spoon Volatility Scale 

 
Figure 2. Proposed Spoon Volatility Scale (SV0–SV5). 

SV0 represents ordinary tableware stability. SV1 and SV2 capture minor displacement and repeated 
unexplained repositioning. SV3 denotes multi-utensil directional inconsistency. SV4 adds organisational 
symptoms such as sudden stakeholder indecision or proliferating email threads. SV5 is reserved for a runaway 
spoon event and triggers immediate campaign suspension pending source verification. SV5 must not be 
assigned where a cat, toddler, dishwasher or gravity provides a more economical explanation. 
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10. Whooping Confidence Matrix 

 
Figure 3. Whooping Confidence Matrix. 

The matrix provides a diagnostic rather than causal classification. High confidence combined with high 
perceived alignment constitutes an Optimal Whooping Window. High confidence without alignment is classified 
as False Cosmic Assurance. Low confidence during high alignment represents a Missed Celestial Opportunity, 
while low confidence and low alignment indicate Strategic Cosmic Withdrawal. 
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11. Analysis plan 
Quantitative analysis will use multilevel regression to account for campaigns nested within teams and 
organisations. Mediation models will test whether confidence explains any relationship between alignment 
framing and campaign execution. Survival-style analysis may be used for approval latency. The incremental 
predictive value of spoon volatility will be tested against conventional organisational variables. Qualitative 
interview data will be analysed thematically, with a coding framework covering ritual, timing, confidence, social 
permission, narrative drift and celestial attribution. 
The proposed Astrocosmic Campaign Alignment Index will be developed only after construct validation. It will 
not be created by adding impressive-looking numbers together until something reaches 83.7. 

12. Validity, limitations and falsifiability 
●​ Post-hoc attribution: successful campaigns may be retrospectively described as aligned. 
●​ Self-selection: practitioners receptive to celestial framing may differ systematically from those who are not. 
●​ Measurement ambiguity: 'whooping' requires a defensible operational definition. 
●​ Confounding: seasonality, campaign type, organisational maturity and budget may explain apparent 

celestial effects. 
●​ Observer effects: spoon monitoring may itself increase spoon-related commentary. 
●​ Replication risk: Thursday may simply be Thursday. 
A core requirement of the thesis is that the model must be capable of being wrong. If experimentally concealed 
celestial conditions produce no measurable effect, while belief manipulations reliably alter confidence and 
behaviour, the thesis will conclude that Astrocosmic Marketing functions primarily as a psychological and 
organisational framing system rather than a celestial force. This outcome would still constitute a meaningful 
result. 

13. Ethics 
The research is expected to present low risk. Participants will receive informed consent information and may 
withdraw without penalty. Experimental studies will avoid financial, employment or reputational consequences. 
Deception, if used in timing-frame experiments, will be minimal and followed by debriefing. No participant will be 
instructed to make material business decisions on the basis of astrology. Any autonomous tableware event will 
be escalated to the appropriate facilities team before being interpreted academically. 

14. Expected original contribution 
The thesis will contribute a theoretically explicit account of how superstition, ritualised timing and symbolic cues 
may enter marketing decision-making. It will also offer a rare attempt to separate three mechanisms that are 
often collapsed in practice: external event timing, belief about timing and the organisational usefulness of 
having a reason to stop discussing the launch date. 
●​ A validated conceptual model of Astrocosmic Marketing. 
●​ A measurement framework for symbolic interference and narrative drift. 
●​ Experimental evidence concerning belief-mediated timing effects. 
●​ A practical classification of Whooping Windows and recovery periods. 
●​ A definitive answer, within reasonable confidence intervals, to whether the spoon is actually telling us 

anything. 

15. Provisional programme of work 
Period Research activity Primary output Risk 

Months 1–6 Literature review; construct 
definition; archival codebook Confirmation report Terminology becomes too 

powerful 
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Months 7–14 Replication and archival analysis Study 1 paper Historic spoon records 
incomplete 

Months 15–24 Experimental studies Study 2 paper Participants identify the premise 
Months 25–32 Interviews and field study Study 3 paper Whooping contamination 

Months 33–40 Model integration; index 
validation Framework chapter Thursday dominates model 

Months 41–48 Thesis writing; revisions; viva 
preparation Completed thesis Candidate becomes insufferable 

about Cassiopeia 

16. Provisional thesis structure 
Chapter 1 Introduction: The Problem of Timing 

Chapter 2 Literature Review: Superstition, Ritual, Confidence and 
Consumer Behaviour 

Chapter 3 From Alignment to Interference: Theory Development 
Chapter 4 Replicating the 1985–2025 Astrocosmic Dataset 
Chapter 5 Experimental Evidence for Belief-Mediated Alignment Effects 

Chapter 6 Spoon Volatility, Stakeholder Indecision and Organisational 
Drift 

Chapter 7 The Orion–Leo Whooping Window 
Chapter 8 The Thursday Problem 
Chapter 9 Towards a Unified Theory of Astrocosmic Marketing 
Chapter 10 Conclusions, Limitations and Post-Whoop Recovery 

17. Preliminary references 
Kramer, T. and Block, L. (2008) ‘Conscious and Nonconscious Components of Superstitious Beliefs in Judgment and 

Decision Making’, Journal of Consumer Research, 34(6), pp. 783–793. 
Damisch, L., Stoberock, B. and Mussweiler, T. (2010) ‘Keep Your Fingers Crossed! How Superstition Improves 

Performance’, Psychological Science, 21(7), pp. 1014–1020. 
Kim, H., Kulow, K. and Kramer, T. (2014) ‘The Interactive Effect of Beliefs in Malleable Fate and Fateful Predictions on 

Choice’, Journal of Consumer Research, 40(6), pp. 1139–1148. 
Vaguely Strategic Research Unit (2026) Astrocosmic Alignment Marketing Study. Interpretive working paper. Vaguely 

Strategic. 

18. Proposed supervisory note 
The project sits at the intersection of consumer behaviour, marketing decision science, ritual and superstition 
research, organisational behaviour and whatever department is willing to take responsibility for the spoon. A 
supervisory team would ideally include expertise in consumer psychology, quantitative marketing research and 
qualitative organisational methods. 
PROVISIONAL CENTRAL CLAIM 

Astrocosmic Marketing may matter not because the stars manage campaigns, but because 
humans do, and humans are unusually responsive to timing, ritual, confidence, shared narratives 
and the occasional alarming spoon. 
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