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Think you love shopping?
It’s the marketing scam
of the century

US author Benjamin Barber explains how buying things became a fun day out

Interview by Sophie Morris, Thursday, 19 June 2008

! 'The folly of rampant consumerism
as resources grow scarcer is lost on
no one, least of all the marketing
community. Still, desperate to
maximise profits, manufacturers and
marketing men are targeting very
young children, buying their loyalty
almost from birth, and infantilising
adults, to deter them from making
considered decisions about what
they buy. This way, adults and
children will be attracted to the
same product, and buy it for most
of their lives, trapped in a Peter Pan
cycle of consumption, constructed
by branding supremos.

? For many, shopping changed from
chore to leisure pursuit long ago. You
will be hard pushed to find a British
consumer who hasn’t, at least once,
gone out on the street with the
intention of finding something
they want to buy, rather than
buying something they need. This
behaviour contrasts not only with
that of consumers in developing
countries, but also with the Europe
and US of just 60 years ago.

3 'The exact point at which a life
of frugality —led by most people
until the 1950s — developed into
one of comfort, before slipping
into absurd excess, is impossible
to determine, admits Benjamin
Barber, author of the best-
selling ‘Jihad Vs. McWorld’. His
new book, ‘Consumed’, tackles
obsessive, ‘hyper’ consumption. This
trend, predicts Barber, is leading
democratic societies towards an
early grave.

‘trapped in a
Peter Pan cycle of
consumption’

4 ‘It struck me that a lot of what
makes up McWorld is superfluous,
he says of his inspiration to analyse
this hyper-consumerism, which

is most acute in Barber’s US.

‘An awful lot of products are not
necessary, whether fast food or
gadgets or games,” he explains.

T can’t tell you where the tipping
point is, but we’re way over it.’

5 Since basic human needs — food,
shelter, clothing — have long since
been met for most people in

the developed world, marketing
professionals now bang their
heads together to reinvent and
recreate goods in order to sell
more stuff.

¢ Barber is far from the first to
draw attention to the fact that
consumers are very often attracted
by the image of a product, rather
than its function, and that we would
all benefit from consuming less.
Yet he goes one further, blaming
hyper-consumption for the current
economic crisis. He also believes
the anti-consumer movement lacks
the wherewithal to address the
problem. ‘I love the anti-consumer
movement temperamentally, but

it risks turning these issues into
minority problems,” he says.

7 Consumption is not only out
of control at the shops. Barber =
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w uses television watching as an
example: there is nothing wrong
with reaching for the remote after
a long day at work, he says. But

60 hours — the time each week an
average American spends watching
television — is way too much.

‘hoodwinked
into buying
unnecessary
products’

¥ Watching TV is just part

of the problem. What we are
choosing to watch has changed
considerably over the years and
now resembles a homogenous
lowbrow pulp designed to

appeal to children and adults

alike. Barber’s book is subtitled
‘How markets corrupt children,
infantilise adults and swallow
citizens whole’. Commentators
have been documenting the rise of
the scooter-pushing, iPod-toting
kidult for a number of years now,
but in Barber’s opinion, the ‘40 is
the new 20’ spirit does not mean
that people are retaining their
youthfulness and energy for longer,
but that they are not growing up at
all. Why not? Because marketers
desperate for instant profits are
cutting corners by lumping child
and adult tastes and products
together, instead of building a
sustainable market. This then
reduces diversity and threatens to
eliminate choice altogether.

? 'The success of films such as
Shrek and Spider-Man, aimed at
all ages, illustrate this. If you want
to see the future of Britain, don’t
look at what 40-years-olds are
buying, look at what 15-year-olds
are buying and watching and what
their music tastes are,’ predicts
Barber. For anyone who has sat
next to a gang of schoolgirls
playing Pussycat Dolls loudly on
mobile phones, the idea that their
musical tastes will never mature
and that the shade of their nail
varnish will never be toned down is
sobering. But why can’t adults enjoy
the nuances of an episode of The
Simpsons, say, or a Harry Potter
film? Does growing up mean
becoming boring?

19 Pm not saying that when we
grow up we lose all pleasures,’ insists
Barber. ‘But growing up means
becoming more complex and that
you require greater stimulation. If
you can be pleased and satisfied
with comic books, it means you've
kept yourself as a kid. I'm not saying
there’s something wrong with
people who have fun, but I have fun
in a different way from how I did
when I was 12

11 Barber buried his head in
marketing textbooks to try to make
sense of why we buy more and more
stuff we don’t need, and often do
not want or enjoy having, either.
Saatchi & Saatchi chief executive
Kevin Roberts, the man who loves
Head & Shoulders so dearly he
continues to use it despite the fact
he is now bald, receives frequent
scoldings in ‘Consumed’.

12 Tt is Roberts and his ilk who are
driving our impulse to buy. These
big guns are only too aware that
most of our needs were met long
ago, and it is with this in mind that
they have set about eternalising
childhood desires and fabricating
new adult ones. In ‘Consumed’,

the merchandising guru Gene del
Vecchio explains: ‘the demand for
adult goods and services has proved
not to be endless, he observes. This
must be tackled with a ‘kidquake
of kid-directed goods and services’.
Del Vecchio also worked out that
if you want to sell goods globally,
you can't sell to adults who belong
to distinct cultures. But children are
the same everywhere, and if you get
adults to behave like children, you
can sell the same products to any
generation, anywhere.

3 Hyper-consumerism is a major
contributor to environmental
problems, yet so-called green
marketers are as guilty as your
average marketing man. ‘Don't
tool yourself, warns Barber. ‘Green
consumerism is still consuming. The
simplest way to go green is not to
consume, or to consume less, but
these people want you to consume
their way, because if you stop
consuming they don’t make any
money.’

¥ When Barber bought his last car
he was tempted by a Lexus hybrid,
until a friend pointed out that

the hybrid’s powerful engine used
more petrol than many non-hybrid
vehicles. Last year, a magazine
advertisement for Lexus hybrids
was banned in the UK, =

English In Mind Second edition

© Cambridge University Press 2008

www.cambridge.org/elt/englishinmind

PHOTOCOPIABLE



CAMBRIDGE

Article

English in Mind Second edition
Level 5 Unit5

THE%
INDEPENDENT

w for misleadingly implying that
the car caused little or no harm to
the environment.

1> Barber records a moment when
he orders bottled water in the

bar of his London hotel, during a
visit in his capacity as president of
CivWorld, an international political
NGO. Bottled water, in a country
where clean water flows straight
from the tap, is perhaps the ultimate
in manufactured need. ‘Over a

billion people are without drinking
water, says Barber. ‘Why don't we
find out ways to get the water they
need to them, instead of new ways
of getting water to us?’

16 All this makes ‘Consumed’
sound like depressing reading. In
many ways, it is, and the idea that
Western shoppers are to blame for
environmental degradation, even
if they have been hoodwinked into
buying unnecessary products, is a
heavy cross to bear.

17 Ts capitalism eating itself? Barber
is optimistic. ‘Capitalism has a
tendency to overdo itself,” he says. It
destroys everything in its path. This
is a strategy for saving capitalism.
There are deep, pressing human
needs that still need to be met and
capitalism is the perfect thing to
meet them.” m

English In Mind Second edition

© Cambridge University Press 2008

www.cambridge.org/elt/englishinmind

PHOTOCOPIABLE




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage false
  /PreserveDICMYKValues true
  /PreserveEPSInfo false
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 400
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


