1. The Foundations of Consumer Society

Episode 6 from James Burke’s The Day the Universe Changed
· Refer to textbook

Twitchell Introduction:
“Advertising does its work in the wink of an eye… The waste in generating such short-lived ephemera is huge and is the understandable object of much criticism” (5)

“I am after the most profound ads ever produced… In the sense of being like a poem, like a painting, like a series of musical notes, deep and moving, axiomatic” (7)
	Compares ads to art!

“We have not grown weaker but stronger by accepting these self-evidently ridiculous myths that sacramentalize mass-produced interchangeable objects” (13)

“While you don’t have to like it, or even buy into it, you need to understand our part in its history” (15)

Sex A: They’re sexy, so watch! Beer, Tic Tac
Sex B: You’ll be sexy! Transformation. Magic Potion. Old Spice
Sex C: You’ll get it. Magical Morph: they can’t resist you. Molson, Axe.
Sex D: Oh! Oh! You’re having it. Equivalent to sex: organic experience.

2. Advertising Strategies

Pepsodent
Claude Hopkins and the Magic of the Preemptive Claim (OMITTING THE OBVIOUS)
· Claude Hopkins was the Elvis of advertising
· Removes film on teeth glistening teeth! It whitens, cleans and protects teeth
· Developed a “preemptive” reason why
· Never discussed how well it worked, rather the colorful wooden finished and the fact that it would make a great present, said Palmolive soap was used by Cleopatra, not a cleanser
· He is claiming some aspect of the product that is not unique, and then attempting to own this aspect
· How to sell “fast-moving consumer goods” (FMCGs)
· Tell simple facts (factors and feature which others deem too commonplace to claim)
· Your product will come to typify those Excellencies. If others claim afterward it will only advertise you
· Central Truth: Never Tell a Howler (outright lie)
· Used the science of magic, magically change your life (sex life?)
· Bumped aside by the science of medicine
· Now an Elvis brand; you think they are dead but they keep coming back


Listerine
Gerard Lambert and Selling the Need
· 1st time they created a cure, but they also created the disease
· Halitosis – Unpleasant breath (makes you unpopular)
· Americans spend 4 billion a year to alter natural body odor
· Lister “ine” liquefied the product, making it sound scientific
· Suggested it fired workers during depression, alcohol stressed points during prohibition

Anacin and the Unique Selling Proposal
How Would You Like a Hammer in the Head?
· The product that brings religion and merchandising together is pain relief
· The Voice of Authority 
· Dead-on-Target-Claim, like a doctors prescription 
· Used the power of threes (father/son/holy ghost) (Fast/Pain/Relief) (Headache/Neuralgia/Neuritis) – last two never explained..
· What killed them was the remote control

Social Communication in Advertising
Persons, Products & Images of Well-Being
By: William Leiss, Stephen Kline & Sut Jhally
Criticisms of Advertising
· Many critics charge that advertising is a wasteful and inefficient business tool
· Advertising raises the prices of goods because it is an unnecessary business cost whose main effect is to circulate a great deal of superfluous puffery in unsuitable places
· It is also a beneficial component of modern economies, and that significant increases in the standard of living and consumer satisfaction can be attributed to it
· Kaldor and Silverman (1948) were among the first economists to attempt to assess advertising’s contribution to the industrial economy
· The significant economies of scale achieved by national producers for the mass market might never have occurred
· Innovator of mass production (Ford) waiting until others advertised!
· The growth of advertising is correlated to the growth of the industrial economy
· Expenditure on advertising has remained at about 2.5% of share of consumer spending
· Main effect is to draw consumers away from competitive brand
· Allows inefficient large manufacturers to dominate the scene (large marketing budgets)
· Advertising has become an entrance barrier discouraging competition and promoting conditions in which a few manufacturers have an unhealthy oligopolistic control of prices and supplies of goods (non-perfect market)
· Research has not shown this conclusively
· Advertisers distort the adequate and uniform distribution of information
Why Does Advertising Exist?
· Advertising creates demands among consumers
· Neoliberal: A managed economy is desirable, but within such an economy advertising is seen as unnecessary and disadvantageous to the public welfare
· Marxist: Advertising is essential to the maintenance of the exploitative relations of advanced capitalism
The Neoliberal Position (Refer to Galbraith)
· Industrial production provides high levels of employment
· Goods that are produced satisfy the needs of consumers
· Galbraith: Modifying the economic system so that the rewards that capitalism can produce are more equitably distributed… ‘Social-welfare capitalism’ 
The Marxist Critique
· Advertising is such a vital and integral part of the system of capitalism that one could not survive without the other
· Problem that people must purchase past their basic necessities to avoid a collapse (realization)
· Agree with Marxists that advertising creates demand for products, and that it makes people buy more than they really need
How Does Advertising Create Demand?
· Criticism: Advertising influences us without our being aware of it (behind our back)
· Technological Manipulation Vance Packard, Wilson Bryan Key:
· Vance Packard – The Hidden Persuaders – Large scale efforts to channel our unthinking habits, purchasing decisions, taking place beneath our level of awareness (not all advertising, just the devious ones)
· Consumers were becoming creatures of conditioned reflex rather than of rational thought
· Wilson Brian Key – (Alleged) Technique of subliminal perception in advertising
· Sex baked into Ritz crackers, or sexual imagery of ice cubes in alcohol
· Secret Technology – modifies behavior invisibly
· Neither were ever able to point to actual instances where consumers were induced
· False Symbolism – Difference between what goods can do for us and what they mean to us (use vs. symbol)
· Presentation – favors persuasion rather than sober decision
· Advertisings imagery and symbolism replaces “real” people with artificial “types” and situations, and thus turns people into things, purchasable and exchangeable in the marketplace
What Effects Does Advertising Have On Society
The Creation of False Needs
· Advertisements combine a constructed or imaginary event (how junior got his clothes so filthy) with a simplified but vivid ideal (mother’s passionate concern for whiteness) so as to generate a desired outcome in reality (brand loyalty in laundry detergent) (pseudo-deal)
· Reification – Process where people are encouraged to satisfy their needs through commodities that can be bought and sold
· Most sinister feature of advertising in modern society
· Advertising plays on our fears, insecurities and anxieties by constantly reminding us that our lives could be better
Advertising and the Development of Agencies
Stage One: The Product-Oriented Approach (1890-1925) (Page 29)
Stage Two: Product Symbols (1925-1945): Freed from the burden of utility, products engage consumers with more abstract qualities of goods
Stage Three: Personalization (1945-1965): Objects carried cues fitting and proper to guide the interior regions of the individual psyche
· New medium of television can combine design and cultural symbolism with characterization, story line, and dialogue
Stage Four: Market Segmentation (1965-1985): Products are positioned within the web of collective activities resonating with implicit consumption styles
The Product-Information Format: Heavy on text, illustration is primarily used to visualize the product packaging
· A more subtle blending of text and illustration also enabled advertisers to refer to abstract features of product characteristics and design
· Visualization was used to help demonstrate the utilities of the product in new, more effective ways
The Personalized Format
· Pride in ownership and social admiration speak of a direct personal relationship to products
· Testimonials are based upon experience with and use of products often by celebrities
· Narratives help introduce expert testimonial while personalizing the use
· Models stand for products and the connection between the two is so complete that they become interchangeable
· Showing consumers before and after use emphasizes the role products play in self-improvement
· The mirror accentuates the fantasized completion of the self made possible by the world of products
The Lifestyle Format
· Reference to particular lifestyles is internalized within the essential meaning of the product and reflected in its use
· The allusion to consumption style can be subtly nested in personal narratives and even in the breaking of social conventions

3. The Semiotics of Advertising

Sign Wars
· Today’s corporate competition to sell commodities is centered on the brand image, the look, the sign
· Turning point of sign wars – Cola wars in the 80’s
· Bud vs. Coors, Nike vs. Reebok
· Index the rationalization of advertising and marketing devoted to cultivating brand-name awareness
· Speed is critical – AT&T reduced advertising response time to a rival from a year to a week
· Brand image shift from reputation of product function to symbolic image value

The Marlboro Man
The Perfect Campaign
· Every fourth cigarette smoked
· They are tasting images
· Red filter to hide lipstick stains, smoke bombed by manly cowboy image
· Marlboro man – perfect icon of adolescent independence
· Marlboro Friday – price of stock dropped 23% in one day from cutting the price by Michael Miles (lost his job and 13 billion in shareholder equity)


4. Critics of Advertising

The Affluent Society
By: John Kenneth Galbraith
The Dependence Effect – ‘modern want creation’
· Production only fills a void that it has itself created
· Wants are the fruit of production. The more wants that are satisfied, the more new ones are born
· One man’s consumption becomes his neighbors wish
· Principle goal of our society is a higher standard of living
· It also evaluates people by the products they possess
· Is a new breakfast cereal so much wanted if so much must be spent to compel in the consumer the sense of want?
· The fact that wants can be synthesized by advertising, catalyzed by salesmanship, and shaped by the discreet manipulations of the persuaders shows that they are not very urgent
· As a society becomes increasingly affluent, wants are increasingly created by the process by which they are satisfied 

LBJ VS. Barry Goldwater
Thirty-Second Politics
· Three types of political ads – positive, comparative and negative
· Lyndon Baines Johnson’s 1964 ad attacking Barry Goldwater
· Little Maria playing in a field of daisies, dropped in water to drown by monster, close up on her face then explosion followed by mushroom cloud followed by firestorm (vote for president Johnson on November third)
· Only played once but the media played repeatedly
· Positive ad about the dangers of nuclear war
· Johnson portrayed as a peacemaker but committed the country to bloody war

5. The Creative Revolution

The Conquest of Cool
Thomas Frank
· Bill Bernbach – Guiding Spirit of advertising agency DDB
· Unchallenged leader of the creative revolution (1960s)
· Invented “anti-advertising” a style which harnessed public mistrust of consumerism with consumerism
· Ignored the rules!
· Maximized freedom of creative workers and eliminated hierarchy/Rationalized the creative operation, with artists and writers working together
· The campaign for VW is one of the most analyzed, discussed and admired campaigns in the industry’s history
· Widely believed to have made VW a competitive brand
· Americans learned cars were designed to break down and fall apart/exaggerations 
· The car culture was a huge fraud!
· VW Ads: black/white, minimalist, featureless background, small copy at the bottom of the page, pun/joke (rare)
· Curious admissions of errors “looks like a beetle” “looks like a show box”
· No visible changes: made to work better but not look different
· VW was the anti-car, the automotive signifier of the uprising against the cultural establishment
· 50’s known as a Nazi product, being designed in part by Hitler

The Volkswagen Beetle
William Bernbach and the Fourth wall
· Doyle Dane Bernbach
· Bernbach gave personality to advertising
· At the time, cars were going over the top into the world of macho superheroes – This was an annoyance and disaffection with the public

6. Cola Wars!

Thomas Frank
The Conquest of Cool
· The best soda ads stressed the values of the counterculture rather than simple counterculture appearances – footage of long-haired youngsters/rock soundtracks
· In the 70’s, Dr. Pepper was tagged with the term ‘misunderstood’
· Ad in loading dock, man shouts, “There are people that don’t understand us! “Dr. Pepper may be America’s most misunderstood soft drink, but with guys like we got, it won’t be for long.”
· 7-Up Leading third behind the colas
· Tagged as the ‘uncola’ by J. Walter Thompson, hitching the product to the rising star of nonconformity
· The uncola was anti-establishment, the outsider beverage
· Anti-establishment everything as the U.S. was struggling to get out of Vietnam

Chapter 8
Carnival and Cola: Hip Versus Square in the Cola Wars
· Rapid rise of Pepsi in the 60’s through ad campaign: skillful use of the subversive, anarchic power of the carnivalesque and of the imagery of youth rebellion
· Pepsi only became a real competitor to Coke in the 30s
· Offered 12oz for the same price as Coke’s 6oz
· “One of the best ways to separate our product from the competition was to differentiate our users”
· The Pepsi generation, signifying a state of mind, transcends age groups, as well as changing hair, apparel, and music styles
· Greatest thing Pepsi did was make it the official drink of young America
· Whether playing wildly at the beach, speeding on motorcycles, or dancing to rock music, the Pepsi Generation was acting out 60’s notions of both youth rebellion and corporate America’s vision of the model consumer
· 1963-66 “Come Alive!” Campaign – “active, livelier people”
· Pepsi’s first heavy make use of television (commercials)
· Follows young people engaged in fast-moving and exotic entertainment: motorbike, sailboat with wheel across desert
· Hit a terrible obstacle in ’67, youth no longer looked like this! The music aged quickly, along with the happy-go-lucky people
· 1967-69 Campaign of failed psychedelic/LSD themes
· 1969 “You’ve Got a Lot to Live, and Pepsi’s Got a Lot to Give” (Live/Give)
· Power as a message of national reconciliation, optimistic cheerfulness during a dark time, patriotism
· Classic cooptation, a panorama of hip images without radical content

Coke and Christmas
The Claus that Refreshes
· To move your product out of the store, you first need to move it into the consumer’s imagination
· Carry this off without detection! Position object near calendar event (Christmas)
· Syncretism – phenomenon by which one system is laid down over another
· Advertisers call it nirvana
· You can keep Christ out of Christmas, but not Coke’s Santa
· End of the 19th century, Santa was everywhere
· Coke difficulty selling soft drink during winter
· Kids left our coke for Santa (no milk) in exchange for gifts
· “They Knew What I Wanted”/”It’s My Gift for Thirst”

De Beers
A Good Campaign is Forever
· We think De Beers’s achievement has been controlling supply, but it is really in manipulating demand!
· You wear diamonds on your finger when you are in love, and put them over the body of a loved one after death
· The only real value of diamonds is what can be attributed
· While they were increasing in supply and decreasing in demand 3 things had to happen:
· First, diamonds had to stop being thought of as a commodity, they should be bought but not sold
· Second, the diamond had to be tied to some more regular use than sticking in a crown, scepter or ring. They had to be made ritualistic, totemic, metaphoric (secondhand market must be destroyed!)
· Third, to accomplish the first two, producers had to promise not to deviate from either the controlled supply or the controlled meaning of their product. They had to funnel the rocks down a single channel in one direction known as the buy whole
· Ayer conducted one of the most thorough market studies ever done
· Interviewed 4000 married individuals, 1000 college students
· They did not associated diamonds with ritualized engagement to be married/romantic love
· They were confused about how much to pay and how big of a diamond to buy
· CATEGORY ADVERTISING! You don’t sell shoes, cigarettes, you sell Nike and Marlboro… But diamonds are different
· Carat weight, color, cutting, clarity and prices appeared in the bottom margin of ads (small print for men), big body ad for women
· Prices replaced with: “Is two month’s salary too much for a diamond engagement ring?” (Rhetorical question)
· “A Diamond is forever” – But you will die and so goes your undying love, however it must stay in your family, testament to your immortal love. A stone becomes an heirloom
· Japanese counterparts are told to devote 3-4 months earnings

7. Materialism: For and Against

Conspicuous Consumption – The spending of money on the acquiring of luxury goods and services to publicly display economic power. This is a wasteful consumption of goods.

Pure TV Brilliance from Heineken/Moving Ads from Theatres To Web to TV Opens Their World
· Emphasis premium quality by using ‘surprising demonstrations of legendary behavior
· Campaign: Be a Man of the World (confident, resourceful and open to new people and experiences when making an entrance) – Switch from talking about the beer 
To talking about the drinker
· ‘The Entrance’ ‘The Date’ – Closer resemblance to movies than traditional ads
· Target audience: 21-34, Ethnic and millennial consumers, important, upscale

Two Cheers for Materialism
By: James Twitchell
· Most of the world most of the time spends most of its energy producing and consuming more and more stuff (16)
· Rapidly exporting a new material culture – mallcondo culture
· Americans have four times as many things as Middle Europeans
· Americans consume twice as many goods and services as in 1950 (17)
· Materialism contributes to the rise of eating disorders, the spread of “affluenza,” the epidemic of depression, the despoliation of cultural icons, the corruption of politics, the carnivalization of holy times like Christmas, and the gnat-life attention span of our youth (18)
· We use materialism as a scapegoat, revealing our passiveness in the face of complexity than about the thing itself
· “The struggle should not be to deter capitalism and its made consumptive ways, but to appreciate how it works so its furious energy may be understood and exploited” (19) **contrast**
· “Democracy is the right to buy anything you want” (20)
· Materialism does not crowd out spiritualism; spiritualism is more likely a substitute when objects are scarce
· Money can’t buy happiness, but you stand a better chance than with penury (21)
· Consumption will turn sour because so much of it is based on the chimera of debt
· More than 95.5% of consumer debts gets paid, usually on time
· What the poor are after, is what we all want: association, affiliation, inclusion and magical purpose – e.g. popularity of Heineken man
· If only we had fewer choices we would be happier, there would be less waste, and we would accept each other as equals – Veblen (22)
· Mihaly Csikszentmihalyi – Study of Chicago families that showed that the 6 happiest families were 30% of the time to cherish items in their home that reminded them of other people and good times they’d had together. The most dissatisfied families cited such objects only 6% of the time. 
· Individuals since midcentury have had lifestyles rather than lives which are secular religions, coherent patterns of values things. It is not what you do for a living, but to what you buy.
· “Consumerism is wasteful, it is devoid of otherworldly concerns, it lives for today and celebrates the body, and it overindulges and spoils the young with impossible promises (26)
· “An increasing number of young people around the world will give more of their loyalty to Nike than to creeds of blood, race, or belief” – Twitchell says this is not horrible, but “far from inspiring”

Voluntary Simplicity
Toward A Way of Life That is Outwardly Simple, Inwardly Right
By: Duane Elgin
· During the 70s, a quiet revolution has been stirring at the grass roots level of virtually every Western industrial nation
· Experimenting with alternative ways of living
· City dweller plants intensive garden, suburban family insulates home, recycle, and diet processed foods
· “The character of a while society is the cumulative result of countless small actions, day in and day out, of millions of persons”
· Small decisions of daily life have become an immensely important arena of social action
· Individuals with foot in two worlds, unraveling industrial civilization vs. newly arising post-industrial civilization “in-betweeners”
· Simplicity of living implies conscious appreciation of the condition of the rest of the world
· Consciously chosen simplicity
· Elise Boulding – did not want to eat what others in the world could not have as well
· Widespread simplification of life is vital to the well-being of the entire human family for 6 reasons:
· First, we are running out of crucial nonrenewable resources (gas)
· Second, pollution with massive discharges of waste from industrial production – voluntary simplify our material demands
· Third, millions in developing nations are physically and mentally disabled by malnutrition and poor health care
· Fourth, nuclear weapons are increasing and threat of warfare over resources is growing
· Fifth, the search for happiness through pursuit of material wealth has lead to social alienation and spiritual impoverishment
· Sixth, high rates of inflation are exerting unrelenting pressure on the poor and elderly who live on relatively fixed incomes
· We are buying things before they are needed and in larger quantities
· We need to adopt a conservation psychology – this will help moderate inflationary pressures
· Moderation of our wants increases our capacity to be of (loving) service to others = emergence of true civilization
· Counter-culture in the 60s – impact on environment, consumption, human equality and global relations
· Without mass protests or major media events to mark its progress, the growth of simplicity of living could unfold virtually unnoticed
· “Voluntary Simplicity” short article written by Eric Gregg in 1936
· Avoidance of clutter of many possessions irrelevant to the chief purpose of life
· To live more “voluntarily” means to live more deliberately, intentionally, and purposefully
· To live more “simply” means to unburden our lives – to live more lightly, cleanly, aerodynamically
· Buy less clothing, jewelry, cosmetics, alter patterns of consumption, reduce clutter, boycott unethical goods/services, recycle, contributory livelihood (contributing to the well-being of the world), develop personal skills leading to more self-reliance (carpentry), be physical, emotional, mental, spiritual, involved in compassionate causes (world hunger), participate in alternative schools
· Contrasting attitudes of the industrial worldview and the worldview of voluntary simplicity, see page 166.

8. Shopping With Apple

Apple’s 1984
The Ad as Artifact
· Dystopian masterpiece 1984 – George Orwell
· All nations are in perpetual war
· “The Party” run by Big Brother, makes sure there is no peace
· “Thought Police” – They use psychology and surveillance (TV screens) to search, find, monitor and arrest members of society who could potentially challenge authority and status quo, ever only by thought
· Mac ad – 1984
· Only shown once at Super bowl xviii
· Cost conscious board of directors did not want it
· Lowest score when tested for effectiveness
· Cancelled and sold the broadcasting time
· Approved airing! Advertising Age considers it the commercial of the decade and won top prize at Cannes International Advertising Film Festival
· Was talked about constantly
· The ad does it all by using gender
· Mac female (new female, strong, athletic, liberated, independent, important, IBM male (big brother)
· Layered itself into one of the central male institutions of modern life: the Super Bowl, or as it has since become the Advertising Bowl
· Perfect demographics for cars, beers and computers
· 1.6 million for 30 seconds

The McDonaldization of Society
· McDonald’s has succeeded because it offers consumers, workers, and managers efficiency, calculability, predictability, and control
· Efficiency – Drive-Thru – Fast way to get from hungry to full – Predesigned process
· Calculability – Emphasizes the quantitative aspects of products sold (portion size, cost) and services offered (the time it takes to get the product)
· People calculate the time it takes to drive to McD, to be served, eat it and go home compared to the time to make it themselves
· Predictability – Assurance that products and services will be the same over time and in all locales
· Control – Exerted over the people who enter the world of McDonald’s – Eat quickly and leave
· Workers also controlled to a high degree, trained to do limited tasks in a precise way
· Fifth dimension: Irrationality of rationality

Mall Culture
What if you could give everyone what he or she wanted make everyone content and end the wanting?
· Life would end! There would be no malls, factories or design studios working feverishly to replace hot items with the next, and their associated jobs
· The economy would stop!
· Contemporary American culture is based on unsatisfied want – on unhappiness
· Manufacturing desire!
· Readers must be kept unhappy in quest of a goal kept out of reach

Shopping Can Make You Depressed
· Binge shopping makes you feel worse
· 55% of 1000 interviewed had felt depressed in the past year, those people were twice as likely to say they had bought something and regretted it
· Dissatisfaction is now part of the shopping process
· A lot of companies don’t appreciate that consumers in a bad mood wont buy their product
· European Union – 33% of consumers displayed a ‘high level of addiction to rash or unnecessary consumption’

9. Culture Jamming

Culture Jam: The Uncooling of America
By: Kalle Lasn
· Culture Jammers – loose global network of media activists whose aim is to topple existing power structures and forge major adjustments to the way we will live in the twenty-first century (xi)
· It will change the way information flows, institutions wield power, TV. Stations are run, food, fashion, music, industries set their agendas
· It will change the way we interact with the mass media and the way in which meaning is produced in our society
· “America is no longer a country. It is a multitrillion-dollar brand” (xii)
· This brand is associated with catch-words such as “democracy, opportunity and freedom”
· American culture is no longer created by the people, our role in society is to listen, watch then buy (xiii)
· A free, authentic life is no longer possible in America today
· Our emotions, personalities and core values are under siege
· Our mass media dispense a king of Huxleyan “soma” (cool)
· The most powerful narcotic in the world is the promise of belonging
· Economic “progress” is killing our planet
· First started to culture jam by jamming the shopping carts quarter machine

The Revolutionary Impulse
· The Situationists – First applied that spirit of anarchy to modern media culture
· Eight artists and writers (100)
· Only interested in freedom
· Do ½ things every day, act normal or do something risky/wild/genuine
· Juiciest consumer target groups are called emulators – those who look for products that make them feel like somebody else (102)
· Semi-Radical notions: “vacations” enforce the loop of alienation and domination and symbolize the false promises of modern life, if you’re living a full life why would you want to get away from it?
· The Truman Show – The only time Truman upsets that managed order, when he catches a glimpse of the real world behind his scripted life, is when he does something spontaneous. Similar to a culture jammer is seized by a similar sense of urgency to do something, anything, to escape the consumerist script (108)
· If enough people saw the light and undertook spontaneous acts at once, the Situationists believed, the result would be a mass awakening that would suddenly devalue the currency of the spectacle.
· “We will jam the pop-culture marketers and bring their image factory to a sudden, shuddering halt”

The Meme Warrior
· Corporations advertise, culture jammers subvertise (131)
Cyberjamming – Cyberpetitions, Virtual Protests, Virtual Sit-Ins, Gripe Sites – Create and maintain a site dedicated to uncooling one particular corporation or brand

TV Jamming – 15-60 second TV spot is the most powerful weapons of the culture jammer (“mind bomb”) (133)

Pincer Strategy (134)
1. Attack (from above) industry with hard-hitting media thrusts. Air dissenting ads. Spoofs in magazines. Anti-ads next to theirs in urban environments.
2. Attack (from below). Contact citizen’s groups and catalyze action (campaigns, rallies) to attract coverage.
3. Don’t let up for 2 years.

Uncooling Consumption
· Voluntary Simplicity (Elgin) – Downshifters left high-powered jobs and took drastic pay cuts in order to make more time for family, friends, community and meaningful work.
· “American life fulfillment peaked in 1957, and with a couple of brief exceptions, it’s been downhill from there” (171)
· “For jammers downshifting is not simply a way of adjusting our routines; it’s adopting a lifestyle of defiance against a culture run amok, a revolutionary step toward a fundamental transformation of the American way of life”

Uncooling Fast Food
· The average pound of food in America travels 1,300 miles before it reaches a kitchen table. That’s inefficient and unsustainable (174)
· Alternative: farmer’s markets and your own garden plot

Uncooling Calvin (177)
Uncooling the Car
· Sever the intimate connection between people and their cars (179)
· True Cost (180)

Uncooling the Spectacle

She’s Very Charlie
The Politics of Scent
· You are not good at corporate research until you can make money by investing in airline stocks
· On Madison avenue same goes for advertising perfumes
· Most expensive scent strip is the first one you encounter in the magazine
· Perfume has become less of a smell and more of a commodity 
· Name then image then (afterthought) fragrance
· Charlie, Revlon’s launch of a new jasmine-loaded scent in the late 60’s
· Women in ads were younger than the typical perfume user
· Doing something active and doing it alone
· If men are in it, they are looking at her in awe
· Charlie is not just in charge, she is clearly enjoying dominance
· Delivers the most masculine of signifiers, the booty pat
· Charlie has subverted sexism, turned it on its head, and used it against itself
· She balances sex and work
· Core users in their 50s and have dumped the brand

Miss Clairol’s “Does She… Or Doesn’t She?”
How to Advertise a Dangerous Product
· “Hair colour so natural only her hairdresser knows for sure!”
· Back then, the only women who regularly dyed their hair were Jean Harlow and fast women, especially prostitutes
· Unique because it actually penetrated the hair shaft, producing softer, more natural tones
· Gelb took industry by storm (WW2) by introducing one-step process
· Revolutionary – 6 months, hair coloring services boomed 500%
· Many didn’t believe the product worked, not accepting advertisements
· The Psychology: Women don’t want others to know they dyed their hair, there must be a great stress on naturalness is important
· To Men this slogan DSODS was sexual
· Dangerous AD because in the 50s illegitimacy was a powerful taboo
· Naughty/nice conundrum intensified and diffused by some of the ads featuring a wedding ring on the mode’s hand
· Motif of mother and child was always constant
· Clairol made “roots showing” into what Gillette had made “five o’clock shadow”
· The key ingredients are just a few pennies worth of peroxide, ammonia and pigment
· In a generation it went from “Does She?” to “You Better Believe I Do!”
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