[bookmark: _GoBack]
									    January 29, 2014

Review from last lecture:

· Turrow, data can be used for the purposes of discrimination 
· Valued customers are considered to be profitable or for submitting the ‘right’ information or personal data
· Sacrificing data for the sake of convenience 
· Database marketers use our data to mimic a “personal” interaction with you or “simulated intimacy” (mass customization)
· To sort out the ‘valued’ customers from the “low-value” customers; which is important information on the profitability of certain customers for marketers 
· Wal-Mart uses data for efficiency 
· Wal-Mart is less interested in the individualized customer; less interested in niche marketing 
·  More interested in basket-level analysis (i.e. smoke detectors and batteries)
· Impulse buys or basket-buys
· This business model; very lean supply chain that is based on providing the cheapest price possible
· Other retailers cannot compete in terms of price because of Wal-Mart’s scale and efficiency
· Other retailers have to resort to customer experience and niche marketing

“The best customers in the best niches will get the best deals. In contrast, people not in the right segments will be left behind. They will not have as rewarding an experience” (Turrow, p. 18).

How is data gathered?
· We give it willingly to companies who sell it to marketers
· Retail anthropology and other forms of surveillance at the point of purchase
· Participant observation
· RFID Tags
· Database Companies
· Cell Phones
· Online and Interactive Technologies
· Audience Research
· GPS and “black box” in your car
· Biometrics and ID cards 
· Focus groups
· Cool hunting

· Data is a commodity in and of itself, and your customer data can be sold for a profit

Problems:
· Advertisers get to determine who counts; who has access to certain services and who doesn’t
· Privacy
· Unequal or no service may be provided to some demographics
· People begin to see themselves only as consumers (how they fit into a market demographic)


IDENTITY AND CONSUMER SOCIETY
= Marxist and Cultural Studies Approaches 

What kind of agency do people have in formulating their identities in a consumer society?
· In urban societies, people no longer produce their own goods and services; things become mass produced

Two Perspectives on Active vs. Passive Consumer:

1.) “…or the consumer as discerning and interactive participant in the consumption process” (p. 200)
- The distinction between production and consumption is blurred
- There is a creativity at play; there are options, and thus a type of agency occurs on a daily basis
(Think Stuart Hall, encoding and decoding)

2.) “the consumer as passive recipient of the powerful and manipulative strategies of advertisers and producers…”
- The thought that people are living under a false ideology
- We think we are resisting the system by buying into certain products/services while resisting others
- The political is rendered apolitical through cooptation by marketers (i.e. coopting social movements)


Marxist/Frankfurt School: 
· Marketers produce “false needs” out of production imperatives
· Undermining truly democratic principles


Commodification - taking a good or service and making it into something that can be bought and sold for money. A concept like democracy can be commodified

Ideology – Production of common sense or creation of a world view or social norms 
·  Creation of knowledge systems
· Conceptual framework “through which men interpret, make sense of, experience, and ‘live’ the material conditions in which they find themselves” (Hall, 1980, p. 33)
· Efficiency and profitability, for Marxists, is the most important thing

Hegemony – System in which the ruling classes (elite) secure the consent of the dominated (proletariat)
· Voluntarily entered into by subjects, although it may contain elements of coercion
· I.e. Turning debt into credit
· People consent to certain conditions because they think that’s just how the world works
· Why do people agree to these oppressive conditions while others are benefitting from it?

· Antonio Gramsci asked why workers (proletariats) in oppressive, hegemonic situations did not rebel
· Elites achieve and maintain hegemony by reproducing dominant ideology through social institutions
Elites have a vested interest in reproducing the status quo and maintaining the social order

Hegemony Reproduced through Ideology:

Dominant ideology: implies a maintenance of the status quo and social difference for the… (see CULEARN)


Interpellation – One is “hailed” by the discursive order
· “People believe themselves to be the arbiters of an experience that is in fact constructed by ideological codes” (MediaMaking, p. 207)
· Which doesn’t attribute much agency to people; the belief that our identities are constructed for us
· Identity categories are created for us and we understand ourselves in those terms
· “…the discursive production of the social subject” (p. 30)
· Subjects see themselves (are interpellated) above all as consumers; connects with identity on a fundamental level
· Rather than being engaged in a dialogue about political issues, lives become centered around common consumption patterns and practices (media content and other products)
· How do our consumer patterns constitute part of our identity? 

COMMODIFIED IDENTITY 
· We even commodify ourselves
· Through self-promotion
· Through constructing identity with consumer goods
· We are SOLD to advertisers and we sell ourselves to advertisers based on our exchange of data

See CULEARN for key questions 

Matt McAllister: Youth and Commodification
“Girls With a Passion for Fashion”

· Coming from a Frankfurt School/Marxist perspective 

The Female Consumer 
· International Niche Market – appeal directly to tween girls

Marketing Strategies:
· Focus groups of tween girls
· Racially, ethnically, and nationally ambiguous dolls so that they appeal widely
· The idea of “Girl Power” is empowering 
· The characters themselves are tweens; they are the same age as the demographic they are being marketed to
· Barbie was an individualist and a materialist, while Bratz is concerned with shopping and acquiring goods; the process of buying goods together that is central to social formation, and it is a process that is empowering 
· Bratz have unlimited disposable income
· Using the process of consumption as a form of empowerment 
· Barbie is an aspirational self, whereas Bratz are tweens themselves


Fan Identification
· The doll can model behaviour for the consumer
· Fun “spectacular” consumption
· Shopping becomes the central activity
· Makes children “empowered consumers” 
· Communal consumption
· Tie-ins to sell many different products
· “Plugola” – radio dj’s used to get paid to play certain records on the radio; the idea of product synergy that market the products on a variety of different realms within the franchise; self-promotion 

· Very distinct gender roles are reproduced 
· Cross-promotion
· Perpetual state of consumption; there’s always more products to buy


Next Week’s Quiz 
· Lectures, readings, video clips 
· The readings for next week may also be included
· Multiple choice, fill-in-the-blank, short answer


The Male Consumer
· How do you convince a stubborn demographic to become “better” consumers?
· Get them to engage (as women have for many years) in perpetual self-reform
· Women have internalized self-appearance; how do we get men to internalize the panopticon through consumer activity the same way?
· Fashion is cyclical

How Have Things Changed in Recent Years?
Queens for a Day: Queer Eye for the Straight Guy and the Neoliberal Project
By Katherine Sender

· Concerned with a kind of philosophy base don the assumption that consumer behaviour should be part of the free market
· Interested in capitalism and they way in which it produces a particular ideology that it based on consumer practices
· Similar to What Not To Wear, male contestants are taught how to commodify themselves
· Attractability, both for the opposite sex and potential employers
· The idea that you need to look like you have upward social mobility
· In order to attract the opposite sex, you need to look like you have some understanding of cultural capital
· The way you carry yourself, style you hair, should all be internalized and self-monitored

Queer Eye for the…
· In recent years, there has been an increase in the representation of GLTB people in the media 



Representation:
· How did representations of homosexual identity look in the past?
· Sexual deviants
· Criminals
· Victims of violence or ridicule
· Ridiculous caricatures
· Often play a “supporting” rather than “central” role


How does Katherine Sender suggest “Queer Eye” represents homosexual identity?

· Gay friends used as accessories in pop culture
· Affluent
· “Cultured”
· Flamboyant caricatures
· White, male

- “social mobility through personal transformation” by being consumers of cultural products
- Queer Eye trains its candidates in a life of responsible and fulfilling citizenship through consumption” (p. 137)
- “Reworking straight guys into more efficiently self-monitoring citizens” – metro-sexual men


“Hiding in the Light: Youth Surveillance and Display” – Dick Hebdige
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