Kpu3uc BHyTpH JIuBaHa. 3a nepuo Kpu3uca 3HaYUTEIBHO BO3POC rOCYapcT-
BeHHBIN noiar JInBana.

KoHpaukTsl B apabCKOM MUpPE BBIHYKJIAIOT CTPaHbl pETMOHA YBEIUYUBATH
pacxozbl Ha 0€30MacCHOCTb U OOOpPOHY, U KaK CJIEACTBHE COKpAIlaTh UMIIOPT
NPOAYKIIMH TPaKIaHCKOTO HAa3HAYEHUs, a TaKXKe MPUOCTAaHABIIMBATh CBOU HH-
BECTUI[MOHHBIE TPOEKTHl B JApyrux crpaHax. [lomoOnast curyarus Habmio-
nanacek B Hadasie 1990-x rT. B CBA3M €O BTOPOM BOMHOM B 3anuBe. Mexny tem,
benapych He CTaBUT NPUOPUTETHBIM HANPABICHUEM BOECHHO-TEXHUYECKOE CO-
TPYJHUYECTBO C apaOCKUMH CTpaHaMH, XOTS BO3MOYKHOCTb OEIOpyCCKO-
apaOCKOro BOEHHO-TEXHUYECKOI0 COTpyAHUYECTBa He uckiatoyaeTcs. Ho Hau-
OobllINE pe3ynbTaThl OEIOPYCCKas SKOHOMHUKA IOJIYYUT OT TOProBO-IKOHO-
MHUYECKOI0 U UHBECTULIMOHHOTO COTPYAHUYECTBA, a TAK)KE B3aUMOJCICTBUS B
cepe obpazoBaHus. Pa3BuTue 3THX HanpaBICHU COTPYIHUYECTBA MO3BOJIS-
€T paccMaTpuBaTh ABYCTOPOHHHUE OTHOILIECHHS B JIOJITOCPOYHOM MEPCHEKTUBE,
YTO HEMAJIOBAXKHO I CTPAHbl, KOTOPAasl OCYIIECTBISET CBOU IIEPBBIE CaMo-
CTOSITEJIbHBIE IIar'k B TAKOM CJIO)KHOM PETHOHE, Kak Apabckuil BocTok.

SOCIAL TRENDS GLOBALLY - CONSUMER SOCIETY
. B. KapkeBnu

«Shop Less, Live More»
«Buy! Buy! Buy! — Why? Why? Why?»

Buy Nothing Day, November, 27-th — worldwide campaign against over-
consumption. «Overcoming Consumerism» 1is becoming a growing
philosophy, especially in the developed countries. It is a term that embodies
the active resistance to consumerism and its most hineous form —
consumercide (a term introduced by sociologists combining consumer or con-
sumerism with the suffix ‘cide’ which from the Latin caedo means «to kill».
The term brings about plenty of associations — suicide, homicide, envirocide).
Buy Nothing Day, Slow Food Movement, Adbusting, Carbusting are popular
movements representing the new philosophy of today that counterstands val-
ues of consumer society.

Why are there so many alarmists in the countries of the West? Is overcon-
sumption a real curse of today? We can state ‘yes’ when taking into account
the data given by the Worldwatch Institute. According to it, more goods and
services have been consumed by the generation alive between 1950 and 1990,
measured in constant dollars and on a global scale, than by all the generations
in all of human history before!
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Consumer society is the reality of our life. But how does it change us and
our habits, our environment and our perception of the world? I will look at
2 dimensions — our environment and our perception of the world.

Commercialism is the right word to describe the drastic change in our envi-
ronment. It has become pervasive and visible almost in every sphere of our
lives — from architecture to education. A multiplicity of small individual spe-
cialized shops in the center of the town are replaced by impersonal hypermar-
kets located on the outskirts of cities; busy old-fashioned shopping streets are
replaced by shopping malls; centers of cities are turned into food deserts,
zones of malnutrition, hardly offering food at affordable prices, perhaps — only
for some tourists.

Even the social sphere that has been perceived as non-profit is gradually
being commercialized. Medical care and education which are the principle
pills of the public sphere are no longer free and accessible, moreover they are
turned into battle-fields between huge pharmaceutical, food ect. enterprises
fighting for their shares in these parts of our life that were once unalienable
from public sphere and our social rights. But now they are viewed as a part of
global market which brings huge profit...

Fetishization of goods and services is another side of commercilism that is
imposed on humankind to a large extent through advertisement.It is no longer
goods that people are buying, but brands and the lifestyle they personify.
People identify strongly with products or services they consume, especially
those with commercial brand names — it is more prestigious to wear Armani
than Kalinka, and it is more obliging as well, though the latter may not be at
all very much different from the former... But brands are a kind of a signal or
to be more precice a password that gives access to certain circles.

The actual worth of a good or service is devalued and its market price often
no longer describes its qualities and merits. Many goods have already been
developed to perfection and industrial enterprises need to create myths to
make their product more popular with the public. Cars can no longer run
faster, mobile telephones be more precise and clothes more comfortable — but
capitalism demands profit, the latter — larger outputs, and to consume these
large amouts of the same, hardly essentially modified goods they all need
easily manipulated consumers. And advertising is the driving force of it all.

Advertising is the most rapid growing inustry of today.In the USA its
output exceeds 100 billion dollars annually, more than is spent on public
higher education. Its impact is made inescapable by an annual barrage of
21,000 TV commercials, one million magazine ad pages, 14 billion mail-order
catalogues, 38 billion junk-mail ads, and a billion signs, posters, and bill-
boards. To it must be added a number of industries affecting popular taste and
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spending, including promotion, public relations, marketing, design, and above
all fashion, not merely of clothes but many other consumer products — a fur-
ther $100 billion-a-year enterprise. Thus through means of them people are
transformed into consumers and easily manipulated objects of adertisement
technologies. To illustrate it vividly — all of us are aquainted with lurable
offer — «buy 4 shampoos with a price of two or buy this shampoo and you will
get a sop free». The majority understands that it is a trick but still follows the
ad in chase of making a bargain.

The change of environment is only a part of the process which is inseparale
from the phychological dimension that is characterised by the revolution of
needs.

Though in general the population is far better off than it was in the 50-th, it
feels more deprived, more dissapointed and more depressed than ever before.
Development of communications and of modern technologies makes the most
bold plans a reality, and people having hundreds of them in their minds feel
frustrated when they fail to realise them, forgetting that there is only 24 hours
in a day. We want all and everything and as quickly as possible — and what is
more important we take it as granted that we must feel more contented.
«Feeling good» is a hallmark of a successful person according to consumer
philosophy.

We appoint more meetings, travel longer distances, produce more outputs,
experience increasing activity — but get no real satisfaction.But we need more
time to arrange and gain it all and we constantly steal time for something and
somebody — from our inner selves.And this proliferation of options makes it
increasingly difficult to know what one wants, to decide what one does not
want, and to make ones one way through the jungles of offers and choices.
Therefore more and more women in the developed countries plunge into ad-
dictive shopping trying to heal their dissatisfaction with purchasing commodi-
ties — thus continuing the vicious circle of consumer fever.

Scarcity of time is becoming another curse of our civilization and it is di-
rectly connected with exploding options of today. We no longer understand
the well-known «time is money» figuratively — rather directly. In the East they
have a proverb — In the West you have a watch, but in the East we have time.

To illustrate the difference in time perception and its value. I would like to
tell you a parable by Heinrich Boell:

A Western tourist in the developing country takes a picture of a man sleep-
ing in simple clothes in a fishing boat. The camera clicks, the fisherman awak-
ens. The tourist offers him a cigarette and launches into a conversation: «The
weather is great, there is plenty of fish, why are you lying around instead of
going out and catching more?»
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The fisherman replies: «Because I caught enough this morning.»

«But just imagine,» the tourist says, «you would go out there three or four
times a day, bringing home three or four times as much fish! You know what
could happen?» The fisherman shakes his head. «After about a year you could
buy yourself a motor-boat,» says the tourist. «After two years you could buy a
second one, and after three years you could have a cutter or two. And just
think! One day you might be able to build a freezing plant or a smoke house,
you might eventually even get your own helicopter for tracing shoals of fish
and guiding your fleet of cutters, or you could acquire your own trucks to ship
your fish to the capital, and then...»

«And then?» asks the fisherman.

«And then», the tourist continues triumphantly, «you could be calmly sit-
ting at the beachside, dozing in the sun and looking at the beautiful ocean!»
The fisherman looks at the tourist: «But that is exactly what I was doing be-
fore you came along!»

In the constant chase of tomorrow, success, profit or opportunities we
abandon the beauty of today. We may have plenty of things, but be poor in
time. And it is the time that enables us to get non-material satisfaction from
life. The full value of goods and services as well as of communication can
only be experienced when they are given attention, it means being connected
to things and people and not just consuming or using them. It means actually
preparing dinner and not just ordering pizza, writing your own congratulation
on a post—card but not just signing it, playing games yourself and not just
watching them on TV, planting your own tomato or picking up berries your-
self, not just buying them, planning trips yourself and not just buying offered
package tours, staging a play with your friends or drawing pictures
or...or...Otherwise there is a danger of us being transformed into pervasive
consumers of both material and non-material sides of our being — painting,
literature, theater as well as food, clothes- I would say not incapable but un-
willing and lazy of creating something of our own world of ideas.

Therefore «Live Your Life, Don’t Spend It» — a motto of Buy Nothing
Day, which is becoming more and more vital for our society.

JAUCKYPCBI BJIACTHU U TEJIA BI'EHEAJIOTYA M. ®YKO
0. Kyk

CoBpemenHas punocodusi cTpeMuTcss n30exaTh OrPaHUYCHHOCTH Tpaau-
[IUOHHOW TEOpPUU CYOBEKTUBHOCTH M NPHUAATh MPUBBIYHBIM TOHSTHIM, Kak,
Harnpumep, <CO3HaHHE>, <3HAUCHHC™> WU <JIMYHOCTH> MNPOCTPAHCTBCHHO-
TejecHble ouepTaHus. [IpeogoneBas MCUXOIOTU3M M a0CONIOTU3ALUIO COIU-
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