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Consumerism
· What is an ‘ism’
· What does it mean to say that we live in a consumer society?
· What about the production of commodities?
· Is consumerism a way/philosophy of life?
· Are consumption and production separate processes
· Ethical consumption?
Karl Marx – production
· Never really discusses consumption
· With the development of mass production we also see the development of mass consumption
· How we spend our money and consume is an important part of who we are – status and class
Erving Goffman – Status symbols have ‘expressive significance’ – says things about who we are (what we buy & don’t buy)
· They say something about who we are, the ‘type’ of person we are, the kinds of values we hold
· We use our consumption of commodities and services to say something about ourselves.
Weber’s status groups – the monopolization (monopolized through their price – the more affordable  the less it is monopolized)  and consumption of certain cultural goods – membership (exclusive club 
· Hierarchy of prestige (place different brands in different categories) – Gap, Wal-Mart, Giant Tiger, Joe Fresh – low prestige 
· A lot of the things we consume are in some ways unnecessary
· Do dogs ‘need’ t-shirts?
· A lot of things we consume are also necessary – food, clothing, etc. but again it is more than just meeting the basic need
Thorsten Veblen
· Key concepts: Conspicuous consumption, pecuniary emulation, conspicuous waste, leisure class
· The Leisure Class
· Conspicuous (blatantly obvious) consumption of valuable goods is a means of reputability/prestige for the leisure class
· The basis on which prestige or status ultimately rests is pecuniary strength (wealth) (very economic)
· Pecuniary emulation ‘keeping up with the Jones’ (competing with each other)
· Consumption / Status is aspirational and competitive
· Can TV programs be a means of producing aspirational values and feelings of inadequacy?
· Veblen – the means of showing pecuniary strength and therefore of gaining or retaining status, are leisure and a conspicuous consumption of goods (shared lifestyle)
· “In order to gain and hold the esteem of men it is not sufficient merely to possess wealth or power.. It must be put in evidence, for esteem is awarded only on evidence”
· Leisure: ‘the non-productive consumption of time’
· Conspicuous leisure & consumption
· Conspicuous waste
· The use of both for the purposes of reputability or prestige/status lies in the element of waste (non-productive/utilitarian) that is common to both.
· It is a ‘waste’ of time and effort, it is a waste of goods.
· Goods are ‘humilific’ if they are purely functional and do not have any surplus frills
· Cheap things become ‘cheap’
· Consumer goods become semantically coded through an honor/status system
Naomi Klein No Logo
· In the mid-1980s – successful corporations must primarily produce brands as opposed to products
· Corporations were weighed down by too many ‘things’ 
· What these companies produced were not things but images of their things- their real work was in marketing not manufacturing
· New goal – a divestment of the world of things
· So they would no longer produce products and advertise them but buy products and brand them
· This is at the same time that companies were outsourcing their manufacturing to poorer countries
· Nike etc. were all producing these products really cheap but selling them at a high price – Klein deals with this in other chapters of her book
· Manufacturing:	 1911 = 14% 		1954 = 17%		2006 = 7%
· Branding called for a completely different set of tools and materials – cultural tools. 
· Advertising vs. branding
· Its not the same – advertising is only one part of a brand strategy
· The brand is the core meaning of a corporation and the ad is the vehicle used to convey that meaning
· Coke advertises its products but more importantly its advertises Coke (and what that means)
· So another way to think about it is that corporations- that have a brand identity- use products to sell themselves/lifestyle
· We see brands as a ‘natural’ part of our world – inserted into our life world of values, beliefs, etc. 
· Originally branding was used to differentiate mass produced products and give the product a sense of familiarity and trust – image based difference
· The emergence of the corporate personality advertising was ‘spiritual’ 
· The ‘soul’ of a company was defined through its brand – companies could have their own identities defined and shaped through the brand. –The fact we can recognize logos = they have been successful 
· The advertising man became the ‘philosopher king’ of consumer culture
· The added value of the branding work
· So if the surplus value is created through the production process through wage labor it is also created through the marketing/consumption process by adding value to brands
· In the 1980s and 1990s there was a brand crisis – Marlboro Friday where many people thought  that spending so much on brands was crazy in order to add value- “welcome to the value generation”
· The public were suffering from brand blindness – bargain craze of the early nineties
· A commodity based market place rather than an image based one.
· But there were some brands who didn’t give in – Nike, Starbucks, CK and continued to grow and spend more on branding
· They became lifestyle philosophers
· Just Do It! Impossible is Nothing-
· Marlboro Friday led to a two tier system – big box bargain stores and extra premium attitude brands – Absolute Vodka, Apple, Coke, Gap, Ikea
· Corporations are more and more permeating our world and transforming it in the process – they are colonizing the life world – a more organic approach to image building
· One of her key points that is not covered in the article is that private corporations are taking over public space 
· The way that they are taking it over is through branding which we identify with and thus more easily accept-the brand becomes a part of who we are and our life-Coke
· Brands must establish emotional ties Starbucks, Nike
· Branding in its truest and most advanced incarnations is about corporate transcendence
· What does she mean by this?
· The brand as experience and lifestyle
· “Nike is a marketing orientated company and the product is our most important marketing tool.”
· Polaroid is not selling a camera its selling a social lubricant – Kodak sells memories
· Brands are built around reputation, values, attitudes
 Naomi Klein
· Management theorists mid-1980s  successful corporations must produce brands as opposed to products. 
· Corporations were weighed down with too many things (employment, too much stuff, etc.) 
· Companies produced primarily were not things, but images of their brands  real work = marketing not manufacturing. 
· No longer produce products and advertise them, but rather buy products and “brand” them. 
· Creating brands calls for different set of tools and materials = imagery for marketing and fresh new space
· [bookmark: _GoBack]Brand = Core meaning of the modern corporation
· Advertisement = one vehicle used to convey that meaning to the world. 
· Flooded with uniform mass-produced products that were virtually indistinguishable from one another. Comepetitive branding became necessity of the machine age – within a context of manufactured sameness; image-based difference had to be manufactured along with the product.
· Proper names on generic goods, corporate logos, familiarity and folksiness. 
· Advertising wasn’t just scientific, it was also spiritual, a feeling… (comfort)  corporations embody a meaning of their own.
· Soul of a company.
· Brand identification or “corporate consciousness”
· Corporations manufacture products but consumers buy brands
· We live a sponsored life.
· “prestige” brand like Marlboro cigarettes  compete with no names – people thought brand names were dead. 
· Value generation: Companies start to cut prices for good
· “Brand blindness” – baby boomers couldn’t tell the difference, all seemed the same
· Bargain craze of the early nineties shook the name brands to their core.  seemed smarter to put resources into price reductions and other incentives than into expensive campaigns. 
· “A commodity marketplace” rather than an image-based one. 
· Adbashing + tax on advertising
· Brands Bounce Back
· Brands were becoming cultural accessories and lifestyle philosophers
· Two tiers of consumerism developed which had an impact on the economy.  each company increasing their budget to outspend the others. 
· Foster powerful identities by making their brand concept into a virus and sending it out into the culture via a variety of channels: cultural sponsorship, political controversy, the consumer experience and brand extensions
· Consumers don’t believe that there is a huge difference between products, which is why brands must establish emotional ties.  “It’s the romance of the coffee experience, the feeling of warmth and community people get in Starbucks stores.”
· A great brand raises the bar – it adds a greater sense of purpose to the experience, whether it’s the challenge to do your best in sports and fitness or the affirmation that the cup of coffee you’re drinking really matters. 
· Brands not products  meaning brokers instead of product producers. 
· Old paradigm = marketing was selling a product. New model = product takes a backseat, the brand and the selling of the brand acquired an extra component that can only be described as spiritual. 
· Advertising is about hawking product. Branding, in its truest and most advanced incarnations, is about corporate transcendence. 
· The products that will flourish in the future will be the ones presented not as “commodities” but as concepts: the brand as experience, as lifestyle. 
· Brand X is not a product but a way of life, an attitude, a set of values, a look, an idea. 
· The conveyers of a grand idea
· Brand is a stylistic badge of courage
· Build brands not around products but around reputation
· Do not relate directly to one product but instead to a set of values. 
