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ABSTRACT

ENGENDERING CONSUMPTION:
COMMODIFICATION OF WOMEN THROUGH PRINT MEDIA
WITH SPECIFIC REFERENCE TO THE TURKISH CASE

Bagatur, Sine
M.S., Economics

Supervisor: Assoc. Prof. Dr. Onur Yildirim

December, 2007, 142 pages

This thesis aims to investigate women’s double-wajation to
consumption, as both consumers and commoditiesni&jer goal of the
study is to examine the historical constructionwadmen as primary
consumingeclassand how this relationship of women to consumptias
evolved through time. Moreover, it is claimed tdaplay of women as
visual objects of male gaze in visual iconograpbgologies of beauty
and body politics on women’s appearances resuftazsbmmodification
of women in the modern consumer culture. Additibnal brief analysis
of Turkish print advertisements for the period 19370 is attempted
with a view to demonstrating how Turkish middlessawomen have
been incorporated into newly emerging consumempaland how this
integration process has been perceived by advextise

Keywords: Production, Consumption, Advertisements, Consumer

Culture, Commaodification, “Beauty Myth”.
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TUKETIMI CINSIYETLENDRMEK:

TURKIYE ORNEGI UZERINDEN BASILI MEDYA YOLU iLE
KADINLARIN METALASTIRILMASI UZER INE BIR
DEGERLENDIRME
Bagatur, Sine
Yilksek Lisansjktisat
Tez Yoneticisi: Dogent Dr. Onur Yildirim
Aralik, 2007, 142 sayfa

Bu calgma kadinlarin hem tuketici hem tuketilen olaraketi edimi
ile iki yonla iliskisini incelemeyi amaclamaktadir. Tezin temel hedef
kadinlarin asil tiketici sinif olarak glurulmasinin tarihsel kokenlerini
arsstirmak ve kadinlarin tuketim edimi ile gkisinin zaman iginde nasil
evrildigini incelemektir. Bununla birlikte, kadinlarin katel imgelemde
erkek bakginin nesnesi konumundaki sunumunun, guzellik idesnloe
beden politikalari ile beraber kadinlarin megalasi sonucunu
dogurdusu iddia edilmektedir. Ek olarak, orta sinif Turk dikan
gelismekte olan tuketim kiltirine nasil entegre gldwe bu sirecin
reklamverenler tarafindan nasil algilahdihakkinda fikir sahibi
olabilmek amaciyla 1930 ve 1970 yillari arasindaasil reklamlardaki

kadin temsillerinin kisa bir gerlendirmesi sunulmtur.

Anahtar Kelimeler: Uretim, Tuketim, Reklamlar, Tuketim Kultird,

Metalastirma, “Guzellik Miti”.
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CHAPTER |

TRODUCTION

In Wolfang Becker’s film released in 2008podbye Lenina young man (Alex)
tries to prevent his sick mother from learning that beloved nation (German
Democratic Republic before the fall of the Berlinaly has unified with the
Federal Republic of Germany. During the months dreains unconscious in
coma, the wall crumbles, Germany is reunified amel world as she knew it
disappears. Alex tries to hide the truth from hether. We witness in the film
the small changes in everyday life with the invasion of ¢ast logic. The
clothes of people have changed, domestic consunogelugis have been swept
away by the competition of ‘foreign’ products. “Ogrey market turned into
rainbow overnight” tells Alex. The film draws attem to the way how big
political and social transformations have changedor details of everyday life.
We also understand that these (e.g., ads of Cotam-@oBurger King, satellite
TV, etc.) are not in fact small details but canegi®ues to his mother that
something is happening. Alex’s efforts to hide npwvoducts and search for
discarded cans of old brands from dustbins empbaabie changes idetails of
life that have been transformed, most probablyavernight but gradually. When
| saw the film, | realized how big historical chasgcan be told by the way they
change our everyday life. The products we consum@&aet simple things but they
all tell a story. Consumption is not simple satiifan of needsbut it has political

and cultural connotations.

This study is aboutetailsof life; about (gendered) consumption. It is ooalgto
analyze consumption both in its totality and varié Nike shirt can symbolize a
sportive lifestyle. It tells us something abouteas class and social identity of the

person wearing it. It might serve as a key for apal by popular youth culture,
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as signs of ‘coolness’ and (good) taste of fashibme same shirt can tell a
different story about the multinational companiesl dheir exploitation of the
Third World labour and resources. The racist andssgolitics of postcolonial
period can be seen as weaved in the $Hitejourneyof the product in the first
story is to our everyday lives, its journey aftélog window, whereas in the
second it is towards its origin, to workshop. Thdgérent stories refer to two
seemingly different spheres; the sphere of consiem@nd that of production.
But still, we live inoneworld and the commodity that makes these journegs h

onebodily form.

We argue that production and consumption are (Bquahseparable. The
distinction between consumption and productionyagiefine these terms today,
is one that has been made by modern thought, edlpday the meaning ofalue

in classical political economfyAs Fuat Firat points:

When the community of definers saw the outcomem feoprocess of consumption
as valuable, they named the procpssduction.Otherwise, it was a rather profane
(common and ordinary) act of consumption (propgsyre use, devouring,

destruction. However, the definition wélueitself is highly ideological and not so
easy to decide on. Nor is it possible to have aolaibe definition. Rather, it is quite

relative, to be defined by the culture of the timed society —whether culture
constructs this definition through the market, ficdi social relations, or a complex
combination of such.

This division between production and consumptiomn &neir theorization in

isolation by social sciences have close ties with development of capitalist
system. We believe that, isolating production froonsumption has resulted in an
incomplete picture of the development of the mar&atl modern capitalist
society. In the following chapter, we question thsgeparation between

consumption and production and its links with trevelopment of capitalism.

! This is inspired by Cynthia Enloe’s words: “Theisé and racist politics of postcolonial British
migration was weaved in the shirts that will goMarks and Spencer”. Cynthia Enldduzlar,
Plajlar ve Askeri Usler: Feminist BgkAcisindan Uluslararasiyaset, (trans. Berna Kurt and
Ece Aydin),istanbul: Citlembik Yayinlari, 2003, p. 203.

2 Fuat A. Firat, “Gender and Consumption: Transaemdiie Feminine”, in Janeen A. Costa (ed.),
Gender Issues and Consumer Behaviduandon and Thousand Oaks: Sage Publications, 1994,
pp. 205-228, p. 206.

® Firat, “Gender and Consumption: Transcending #miRine”, p. 206.
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This chapter attempts to address the problems aatirig the construction dg)
theory of consumption. Rather than giving an actafrwhat social scientists
told about consumption, it is abokibw they handled the issue of consumption.
We are interested in the methodology of analyzimgpsamption. It is our
contention that the incomplete comprehension ofsemption has much to do
with confinement of social disciplines to their ovoundaries which result in
horizontal analysis of consumption and successiveconomic imperialism
colonization of other social sciences by econorhidge propose an alternative
multidisciplinary approach to consumption which maWwledges the importance
of cultural determinants of consumption and synmbobignificance of

commodities.

In the third chapter, we are particularly interdsie gender as a social sphere
affecting consumer behaviour. We know that menwachen behave differently
and consumption is a context in which these diffees are often apparenwe
buy into a gendesuch that we demonstragenderedifestyles through the things

we buy and through the same process gender itsalicammodity is maintained.

The first goal of the third chapter is to show thgahder mattersand that the
generic individual in mainstream economics wdee#hat engages in production.
Women’s work in domestic sphere is not recognizedpeduction proper by
mainstream economics. We carry the criticism of ifésh economics onto
mainstream economics claiming that neoclassicah@woics is deeply shaped by
masculine biases in both its subject matter anchéthod. Both the definition of
economics and its agent in mainstream traditiorehev androcentric bias since
women are denied as subjects and agents of ecomofine field of home
economics serves for tlseientificjustification of women’s confinement to home

and household duties. Moreover, the feminine spisedefined as non-productive

* These terms dforizontal understanding of consumptiamdeconomic imperialisrare borrowed
from Ben Fine,The World of Consumption: The Material and CultlRavisited(second edition),
London and New York: Routledge, 2002, pp. ix-Xi.

® Janeen Arnold Costa (ed3ender Issues. vii.
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sphere and all housework is considered as consomattivity by the doctrine of
separate spheres. This very doctrine that “refisegcognize women'’s work as
production, served admirably to supply industrializ America [world] with
cheap and essential female labor.” It made suchk appeanatural andunskilled
and legitimized the idea that women’s place isha home which meant that
employers could lay off female workers at Will.

While a large part of women's work is rendered gible, their role in
consumption seems to be stressed. Therefm@grtheorizatiorof women'’s role
in production was accompanied by awmertheorizationof women’s role in
consumption. The second aim of the third chaptertds question this
overtheorizationof women’s role in consumption. We are concernedh wi
historical construction of women as primary conswgnclass and how this
relationship of women to consumption has evolvediubh time.lt is also aimed
to understand women’s dialectical and double-wdgticm to consumption, as
both consumers and commodities: they are commaddied at the same time

obsessivelygeducedy commodities.

A related approach for analyzing women’s articolatinto modern consumption
is to argue that there are dual systems of expilmitzand oppression; class and
patriarchy. Marxists feminists have argued thatrdhare dual systems @&
capitalist patriarchy Modern society is characterized by capitalism aas
economic and material force; it is also characeetiby patriarchy; “system of
social structures and practices in which men dotajnappress and exploit
women.” Dual systems approach argues that each of théggriamic forces at

work in history, which must therefore be understaoderms of both class and

® Steven Lubar, “Men/ Women/ Production/ ConsumgtiorRoger Horowitz and Arwen Mohun
(eds.), His and Hers: Gender, Consumption, and Technqglodyginia: University Press of
Virginia, 1998, pp. 7-37, p. 15.

" Sylvia Walby, Theorizing PatriarchyOxford: Basil Blackwell, 1990, p. 20.
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gender struggle?” The capitalist system grows on a patriarchal ord&e
understand consumption through the approach of gystems theory. To put
differently, we argue that consumption is not arnivédg, contrary to what
neoclassical economics tell, constructed on theirgie freed from gender and
class hierarchy in the society. Rather, consumpgsgresumed to be constructed
by and in a context that is shaped by unequalildigion of power between sexes
and classes. We use arguments of Maria Mies (1998 elaborates how
patriarchy and capitalism are intertwined in thegass by which Western women

are housewifized while women in the Third World preletarianized.

Therefore, we are particularly interested in thatijgs of consumption. We claim
that thenaturalizedlinks between feminity and consumption contribubedh to
exclusion of women from politics and their contagmh in the household.
Moreover, with their display as visual objects adlengaze in visual iconography,
with ideologies of beauty and body politics on weorseappearances, women are

themselves being commodified in the modern conswléure.

We claim that stereotypes of women as passive comsuand men as active
producers have been historically and culturallymfed. Firat tells that the
existence of close relationship between consumpgioth gender goes without
saying, yet historical foundations of this relasbip have not been systematically
studied? Gender matters but how it matters can vary hisatlsi and culturally.
With this view, the last chapter is devoted to aalgsis of the historical and
cultural construction of female Turkish consumeurkish print advertisements
between 1930 and 1970 are utilized to analyze howi3h middle-class women
have been incorporated into newly emerging consumdture and how
advertisers perceived this relation. We agree witiii Anne Loeb that the

potential of advertisements as historical docuneentrealized such that;

8 Valerie BrysonFeminist Political Theory: An Introductioriondon: Macmillan, 1992, p. 243.
For a key text of dual systems theory, see Lydig&# (ed.)Unhappy Marriage of Marxism and
Feminism: A Debate of Class and Patriarchpndon: Pluto Press, 1981.

° Firat, “Gender and Consumption: Transcending #miRine”, p. 205.
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It is ready to be uncovered, to reveal the riseafsumerism, the emergence of a
materially defined cultural ideal and the transfation of the society.
Advertisements can serve as an iconography of ¢#ve emphasis for good life in
cultural orientation’®

It is believed here that advertisements, espegmlht ones can serve as historical
documents to understand how people’s relation jectd and their perception of
this relation changed historically. Print ads, #h@s newspapers and magazines,
are good sources to discern the patterns bothvearasing industry itself and the
consumption practices. Newspapers and magazineprabably the oldest and
ever-existent mediums of advertising. With the mti@n of other media, print
advertising continually adjusted itself to and aedpthe new techniques of
advertising in these new mediums such as full-cghointing, storytelling,
testimonials of celebrities, etc. Therefore beimg dnly medium that crosses-over
all the time since the invention of advertisingnpmedia should be considered as
the most suitable channel of advertising for adnisal analysis. With this view in
mind, we try to utilize the advertisements in some prominent Turkish
newspapers and magazines beginning with the eadysyof the Republic up to
the 1970s in order to have an understanding ofgihgrconsumption practices in
Turkey in this period and how women were incorpedlabr at least thought to be

incorporated by advertisers, into this culture aigumption.

Besides the importance of advertisements as hislodiocuments for analysis of
consumption, advertisements are particularly ctdoraour claim that women are
articulated into modern consumer culture simultasgo as consumers and
commodities. Because, advertising industry invites viewers to consume
continuously and it is at the same time an impdrtardtural institution of late

capitalism that serves for commodification of wonmmnthe way itrepresents

women. Therefore, advertisements—as a genderedofowolarket capitalism—by
their portrayal of women demonstrate how capitaliamd patriarchy rarely

diverge but frequently intersect in oppressing wome

1 | ori A. Loeb, Consuming Angels: Advertising and Victorian Wombiew York: Oxford
University Press, 1994, p. vii.
6



CHAPTER 2

PRODUCTION, CONSUMPTIOMND NEEDS

"Good morning," said the little prince.
"Good morning," said the merchant.
This was a merchant who sold pills that
had been invented to quench thirst.
You need only swallow one pill a week,
and you would feel no need of anything to drink.
"Why are you selling those?" asked the little pein
"Because they save a tremendous amount of timigl, treamerchant.
"Computations have been made by experts.
With these pills, you save fifty-three minutesvierg week."
"And what do | do with those fifty-three minutes?"
"Anything you like..."
"As for me," said the little prince to himself,
"if I had fifty-three minutes to spend as | liked,
| should walk at my leisure toward a spring ofsfievater."

FromLittle Prince by Antoine de Saint Exupéry.

2.1. Disarray in the Theories of Consumption

Although consumption is a social activity as olchasnan history, its studyer se

in social disciplines has been a rare phenomentihquite recently. It has been

production rather than consumption that has beeilgged as a subject matter in

academic disciplines. More recently, consumption has begun to be a stbje

interest in popular culture and academic studiéss Telatively recent interest in

consumption seems to have led to the overt coradider of consumption as

separate and independent from other economic acdl selations (especially

! Daniel Miller, Material Culture and Mass Consumptidbxford: Blackwell, 1994, p. 3.
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production), causing in turn to its confinementtie field of cultural studie¥ It
should also be mentioned that there is a receriifgradion of studies dealing
with both general and specific topics of consumptoich as consumer society,
mass consumption, historical studies of consumptroie of consumption in
identity formation, symbolic dimensions of consuropt et¢®. The variety of
these studies demonstrates that the factors wheterrdine and transform
consumption are multifarious and that there camdene comprehensive theory

to analyze consumption in all its aspects.

Moreover, social sciences compartmentalized inteirthown disciplinary
boundaries have treated consumption from their stand-point, preventing in
turn maturation of an interdisciplinary approachctmsumption. Ben Fine and
Ellen Leopold refer to this practice of social scies as “horizontal understanding
of consumption” within which each discipline beginsth a particular factor
considered crucial to the determination of consumnptand this factor is
presumed to apply generally across the economyociety as a whol&
Consumption gives utility or satisfies needs inremuics discipline; it is sign of
social status or distinction in sociology; in amghology it has symbolic role in
rituals, etc. This horizontal understanding resuttsthe “inability of social

sciences to integrate their treatment of consumpti®

This chapter attempts to provide a brief reviewha&fories of consumption and to
address the problems confronting the constructida)adheory of consumption. It

is our contention that to start with economicsatreent of consumption will be

2 Fine, The World of Consumptiop. 58.

13 For historical studies of consumption and the oamer revolution; Neil McKendrik, Jon Brewer
and J.H.Plumb (ed.)The Birth of Consumer Society: The Commercialimatid Eighteenth-
Century England Bloomington: Indiana University Press, 1982, felation between economy
and culture, Martyn J. Le€Consumer Culture Reborn: The Cultural Politics adnSumption
London and New York: Routledge, 1993.

14 Ben Fine and Ellen Leopoldhe World of Consumptiph.ondon and New York: Routledge,
1993, p. 4.

'* Fine and LeopoldThe World of Consumptiorp. 39.
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appropriate, since consumption is thought and lexge extent studied primarily
as an economic phenomenon. Among the social s@encensumption is
considered to be a privileged domain of econoniirosically however, within the
economics discipline it is marginalized and reledai secondary status relative
to production. Consumption, say Fine and Leopddian immediate economic
category” since “commodities have to be designeajyced and marketed before
they are sold, bought and, ultimately, consum@&dfowever economics’ analysis
of consumption has remained weak and innovatidheranalysis of consumption
in orthodox economics and political economy ratHienited.’” Moreover,
economics provide the classic example and goekdsirtin horizontal thinking

such that, in Fine and Leopold’s words:

[t [Economics] is notorious for its presumptiohat preferences (which are left
unexplained) remain fixed, even across generatidrtbe population separated by
profound economic and social change. The prinaypletility maximization subject
to price and income constraints is generalized ssceconomy as a whole to all
commodities®

The studies in the era of postmodernism, on therdthnd, increasingly deal with
symbolic and cultural aspects of consumption, te #éxtent of ignoring the
material factors that effect, if not determine, amption. Contemporary studies
are designed on a notion of consumer society osrmassumerism and there is
usually an analytical shift fronculturally constructed consumptiotowards
cultures constructed on consumptid@onsumption seems to have (re)gained its
importance in postmodernist studies as observethén shift of focus from
production to consumption, from exchange value yimtwlic value and from
consumption of object® objects of consumptionin addition, “the character of

power and self-determination afforded to consumemiass consumption” or in

'® Fine and Ellen Leopold;he World of Consumptiop. 254.

" Ben Fine, “From Political Economy to Consumptidn”Daniel Miller (ed.),Acknowledging
Consumption: A Review of New Studiesndon and New York: Routledge, 1995, pp. 127;363
127.

'8 Fine and LeopoldThe World of Consumptiop. 4.
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opposite;mass deceptioras a result of mass consumption has been a central
concern of theories of consumptibh.

| argue that perception of consumption as a sqii@nomenon detached from
production, and of commodities having a life fréemin the social processes that
produced them is a byproduct of the developmentcagitalist commodity
production. Hence, consumption must be studiedsimélation to production, to
quote Marx, as the “final end” of production. Siamll, commodities should be
analyzed in their whole life-span from factory puwotdon to marketing,
distribution, final usage and valuation processdoysumers® Moreover, we
should bear in mind that consumption is developadl shaped historically, such
that there have been systematic shifts in the copsan practices due to
historical changes in the production proceg$eStarting from analysis of
consumption by mainstream economics and continuimigh heterodox
approaches to consumption, this chapter aims te gicritical survey of how

social sciences have studied consumption.

!9 peter K. Lunt and Sonia M. Livingston®lass Consumption and Personal identiveryday
Economic Experien¢gdBuckingham and Philadelphia: Open University Brd992, p. 8. The term
mass deceptioiis borrowed from Adorno and Horkheimer who use ithi» define the current
situation of culture industry which produces staddaed cultural products turning people into
passive objects of the culture industry, as well‘making him believe that the deception he
practices is satisfaction.” Max Horkheimer and Td@moW. Adorno, “The Culture Industry:
Enlightenment in Mass Deception” Dialectic of Enlightenment(trans. John Cumming), New
York: Continuum, 1996. Modern studies of consumptioesides this concern for the power of the
consumer, also deal with political implications tbfs power. For Simmel, for instance, in the
modern condition, money provides an abstract piatestindard for the comparison and exchange
of goods. Thus, people are ‘freed’ from the tradhéil forms of valuation and exchange processes.
For Gramsci, the underlying ideology in mass camstion is the ideology of the dominant class.
The new state is not one of increasing freedomsobuydrojecting of capitalist's interests onto
whole society. “Capitalism has constructed theviidllial first by undermining traditional cultural
forms and then offering the diverse consumptiomasks culture.” In this view, the individual is
considered as an artifact of the ideological preessvhich mystify the true economic processes of
domination. Lunt and Livingston&jass Consumption and Personal identjiy 10.

%0 This approach is akin to what Fine and LeopoldTie World of Consumptiof1993) call
“systems of provision approach” to consumption whigll be discussed in detail in this chapter.

2l Historians like Peter Stearns analyzed historigatecedents of contemporary consumer
practices, set out stages in the development obuwmption or identified when a so-called
consumer revolution could be dated. Peter N. S¢edBtages of Consumerism: Recent Work on
the Issues of PeriodizationJournal of Modern History69 (March 1997), pp.102-107 and his
Consumerism in World History: The Global Transfotima of Desire London and New York:
Routledge, 2001.
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2.1.1 The Neoclassical Orthodoxy

The problem of the consumer in neoclassical ecoc®msi to attain the optimal
bundle of goods in order to maximize utility sultjdo price and income
constraints. Theorization of consumer behavioumainstream economics as the
practice ofrational consumer of an individual agent, who is endowedh witeds
and deals only with calculation of utilities demvé&rom consumption of goods,
motivated by utility maximization has been subjdcte harsh criticisms. Do we
have to consume? Do the goods exchanged in theetrsakisfy needs and if they
do, how? Where do these needs originate from irfiteeinstance? These and
many other questions can be and are posed to tbelassical theory of
consumptiorf? In the following section we provide an overviewtbé theoretical

limitations of consumer theory of neoclassical itiad.*

2 Ben Fine even argues that neoclassical economies dot have a distinct theory of
consumption. The existing one is the mirror of dassical production theory such that utility-
maximizing consumer behaviour is equivalent to tost-minimizing behaviour of the firm:
“essentially the consumer is treated as a self-eyegl firm that seeks to produce utility as cheaply
as possible and makes demand for inputs accordirtpeir prices. Relative marginal utilities
(products) or marginal rates of substitution betweensumption goods (factor inputs) should
equal relative prices.” Find,he World of Consumptiom. 128. Ironically, however, mainstream
economics criticizes heterodox economics for notirfga an adequate analysis of consumer
behaviour.

% Throughout this study the terms mainstream andlassical are used interchangeably. What is
meant by these terms is probably easier to descfibewing Hirschfield, in terms of those
excluded; Austrians, Institutionalists, Marxists daPost-Keynesians. Mary L. Hirschfield,
“Methodological Stance and Consumption Theory: Adan in Feminist Methodology” in John
B. Davis (ed.New Economics and Its Histqripurham/London: Duke University Press, 1997, pp.
191-211, p.191 footnote no.1 Although we categotiimeexamples summarized in this section as
practices of neoclassical tradition, we do notralahat this tradition is a homogenous and
coherent entity. There are divergences within thedition, especially recently, such that
neoclassical economics marked by an explosion afetsobased on formerly ignored topics like
endogenous preferences, game theory, imperfeatniafion and bounded rationality. However,
following Arnsperger and Varoufakis, it is heldthis thesis that “neoclassical economics retains
its roots firmly within liberal individualist sodiacience” and three underpinning methodological
axioms lie at the heart of neoclassical economadd, and new alike. These axioms are;
methodological individualism, methodological instrentalism and methodological equilibration.
Christian Arnspergeand Yanis Varoufakis“What Is Neoclassical Economics?Post-Autistic
Economics RevievNo. 38, (July 2006), taken from ;
http://www.paecon.net/PAEReview/issue38/Arnspergeoufakis38.htm
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Any economics textbook, especially which is written mainstream tradition,
starts at the outset with a mottowflimited desires, but limited resourc&¥e are
repeatedly reminded that we have needs and ddbkmesre insatiable. Yet, we
are not told of where these needs originate fromh \&hy they are insatiable.
Therefore, people are uncritically assumed to ker-desiring creatures and the
origins of this trait is implicitly attributed tdvé natural make-up of human beings.

Preteceille and Terrail argue that:

[F]rom Locke to the theoreticians of affluent sagiat is always by reference to the
obvious nature of needs, taken to be the very essef human existence, that
justifications of the individual's right to appraate—to alienate through sale—his
own person and goods, are explained; indeed thdew$toucture of economic
liberalism is work oufrom this premiseThe free expression of the needs of the free
worker in the market place—in the sphere of congiompthis bourgeois vision of
the highest degree of freedom depends on a clode Hetween needs and
consumptiorf?

In mainstream economics, hence, needs are takengfanted, thus denied as
proper representation as subject matter in ecorsoriather, they are assumed to
be represented by ahistorical and stable prefeséic&conomics deals
exclusively with the question of which products aatisfying these given needs,
which is a problem of choice on the part of thestoner. Therefore, it is further
assumed that there is a natural interaction betweexds and objects; needs can
be satisfied by acquisition of objects and objeacatsturn are endowed with
properties that satisfy needs.

24 Edmond Preteceille and Jean-Pierre Terfalpitalism, Consumption and Needsans. Sarah
Matthews), Oxford and New York, Blackwell, 1985 6p.emphasis original.

% “Duesenberry’s relative income hypothesis was aidier a time since it provided a neat
explanation for the empirical anomaly around shont-and long-run propensities to consume.
However, it has fallen out of favor, essentiallychese it would have been associated with
multiple equilibria and endogeneity of preferenessl social processes.” Fine, “From Political
Economy to Consumption”, p. 130. Fine elsewhereestthat the exceptions from exogenously
given and stable preferences in mainstream ecosoanéecrare and that they never integrated into
an alternative and sustained theoretical framewackordingly, if preferences were endogenised,
the whole edifice of orthodoxy would collapse asrttmultiple equilibria will be allowed and the
positive association of utility with welfare willebno longer sustainable. Fine and Leopdlde
World of Consumptiarp. 46.
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According to Baudrillard the concept okedsis a (metaphysical) notion that
amounts to a kind ofunctionalist hominalismSince, subject and object have
been posited as autonomous and separated entitieen becomes necessary to
establish their relation. The concept of needs eaplain this subject-object
relation only in term of adequation, that is thadtional response of subject to
objects, and vice ver€aIn addition to its function as medium between obgnd
subject, Baudrillard points to the ideological ftion of needs arguing that it
ideologically supports the processes of exchangk sagnification, and forces
rationalization. “This is the reason that econostence does not dispense with
the concept of need.” In other words, “there arly meeds because the system

needs them?’ Baudrillard tells:

The legitimacyof production rests on a logical fallagypetition principii such that
people discovera posteriori and almost miraculously that they need what is
produced and offered at the marketplace (and thusgrder that they should
experience this or any particular need, the neest mlready exist inside people as a
virtual postulation) . . . this begging of the qiims-this forced rationalization-
simply masks thanternal finality of the order of production . . . Through the
meretricious legitimacy of needs and satisfactidhs, entire question of the social
and political finality of productivity is represséd

Thus, by displacing the genesis of need from thalnreof economics,

consumption is reduced to the theory of demandjémds. Accompanied by “the
priority assigned to individual utility, both as determining factor and as a
desirable outcome”, neoclassical economics paves why for the idea of
consumer sovereignty. Consumption thus bears arndigieg moment upon
production as “production becomes the servant oédseand wishes of
consumers?® For neoclassical economics, free play of marketchaeism

harmonizes the two sides of a bargain, that of satepurchase, of use-value and

%6 Jean Baudrillard, “The Ideological Genesis of N&edxcerpt fromFor a Critique of the
Political Economy of the SigfTelos Press: 1981) in Juliet B. Schor and Dau@aHolt (eds.),
The Consumer Society Readdew York: New Press, 2000, pp. 57-80, p. 63.

27 Jean Baudrillard, “The Ideological Genesis of N&egp. 65, 73.

8 Jean Baudrillard, “The Ideological Genesis of N&ef. 64, emphasis original.

%9 Fine and Leopold The World of Consumptigrp. 20.
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exchange value. Exchange value is mere represamtatiuse-value through the
mediation of market. “Capitalism is thus presengsda perfectly democratic
society, where economic activity is entirely gowatnby the sovereign

rs30

consumer’®” This vision is monumentalized in Milton Friedmam®tto offree

to chooseand his association of market and capitalism Wwithdom®*

As an extension of Marx’s argument that capitalsegparated the producer from
the thing produced, Simmel in hithe Philosophy of Monef§1990) argued that
money as a sole measure of value “moved people feorform of social

relationships based on emotions and imaginativekihg to a set of relations

based on calculatior’? In Simmel’s words:

On the one hand, money makes possible the plurafitgconomic dependencies
through its infinite flexibility and divisibility while on the other it is conducive to
the removal of the personal element from humarniogiships through its indifferent
and objective naturé®

The consumer theory in orthodox economics doesniyt take many important
determinants like preferences, prices and incorstilolition exogenously given,
but also often stable. This is particularly trueé‘@dnsumer preferences which are
pegged to a given utility function, formally( X1 ,X2, . .. Xj, ... Xnp)
where consumer, or often household i, derives tytil from consuming

quantities x; of the n available good$* Consequently, information about how

% preteceille and TerraiGapitalism, Consumption and Neegs7, emphasis original.

%1 In 1962, Friedman publishedCépitalism and Freedoma major defense of capitalism. In
1977, Friedman was approached by the Palmer Re€éait Fund and asked to create a television
program presenting his economic and social philogopgrhe Friedmans (Milton and Rose
Friedman worked on this project for the next thyears, and in 1980, the ten-part series, entitled
Free to Chooseaired on Public Broadcasting Service (PBS). Tommanion book to the series
(co-authored by Milton and Rose Friedman), alsdtledtFree to Choosewas the bestselling
nonfiction book of 1980 and has since been tragdlainto 14 foreign languages.
http://en.wikipedia.org/wiki/Milton_Friedman.

%2 Lunt and LivingtoneMass Consumption and Personal identjiy9.

% Georg SimmelThe Philosophy of Moneytrans. Tom Bottomore and David Frisbipndon
and New York: Routledge, 1990, p. 297.

% Fine, “From Political Economy to Consumption”,J129.
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these preferences of the individual i are formed @mange through time remains
unexplained. Moreover, the items of consumptionnartespecified. Instead, “they
are treated abstractly in pure formalism by algebsygmbols” as in the utility
function above. Thanks to this unspecific repres@m, “the nature of
consumption goods and of consumption activity carme addressed” The
motivation for this abstract representation presetiie examination of the
psychological or socio-historical basis of constiompgoods®® Therefore, items
of consumption are not specified, instead they represented abundles of
consumption goods. And, the water-diamond paradsx solved by the
equalization of marginal utiliies to relative pe&’’ These preferences of
individual i, being stable and unspecified alsoveeds representative of society.
Society is reduced to the sum of individuals, tatahsumption to the sum of
individual consumptions. Therefore, the axiom oftmoeological individualism
of neoclassical economics is at work when the theok consumption is

considered®®

Fine and Leopold claim that neoclassical economiesitment of consumption
has not changed since the marginalist revolutiothef1870s “which displaced
the labour theory of value of classical politicabromy.” Simple understanding
of consumption as one of thational individual that is motivated by maximizing
utility subject to previously given preferencesicprand income constraints has

been the undeviating focus, whereas its “matheatepresentation increased

% Fine, “From Political Economy to Consumption”,129.

% And that of subsistence for the case of “Gearys8totility function where account is taken of
consumption needed to cover the requirements fosistence”. Fine, “From Political Economy to
Consumption”, p. 129.

3" David B. Hamilton, “Institutional Economics and @umption”,Journal of Economic Issugs
Vol.XXI, No.4, (December 1987), pp.1531-1554, p.853

% Arnsperger and Varoufakis, define methodologicalividualism as “the idea that socio-
economic explanation must be sought at the levehefindividual agent.” They propose that,
“despite the fact that mainstream economics hawengl the last few decades, acknowledged that
the agent is a creature of her social contextr theidels retain the distinction of individual aggnc
and place the burden of explanation on the indaiduArnspergerand Varoufakis “What Is
Neoclassical Economics?” Therefore, all the newifaatations of neoclassicism still subscribe to
methodological individualism.
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significantly in sophistication® This logic of individuals agational utility-
seekers is present at all microeconomics book#harfirst-year textbooks as well
as in advanced microeconomics textbooks. What athisggwhether you equalize
marginal utilities to marginal prices or deal wigbphisticated Kuhn-Tucker or
Lagrange solutions. Moreover, orthodox economiassdmt deal with social and
cultural aspects of consumption such as consump®rsign of distinction,
e.g.,Veblen’s conspicuous consumption, historicaistruction of the categories
of subsistence and luxurious goods, effect of conion in social construction
of identity, and even transformation in consumptes a notion itself. These
aspects other than the rational and systemic patieodeterminants of demand
are denied as subject of economics and left tor aliseiplines such as sociology,
anthropology or psychology. However, consumptiorstii seen as a subject
matter of economics. Yet, fortunately, there arterahtives within political
economy. Marx’s analysis of capitalist commoditgghuction, for instance, offers
a fruitful analytical insight into the study of csumption. The next section deals

with such an analysis of consumption inspired byxi¢en political economy.
2.1.2 The Legacy of Marx

Marx is frequently criticized for being an economiteterminist, even

productionist, based on the assumption that he giayad the role of use-value,
hence consumption, since he favored and even w@tdbdeterminative power to
exchange value and production. Not only thosectsitis are refute®, but also

Marx’s exhaustive analysis of capitalist commogitgduction and especially his
concepts of commodity fetishism and alienation Veeais a rich legacy of ideas
from which we may be able to begin to make intdlligy the complex forces at
play in today’s consumer societ$}"Therefore it is our contention that, Marx’s

% Fine and Leopold The World of Consumptiam. 47.

“0 For elaborated rejection of the view that Marxdgd use value and consumption see Fithe,
World of ConsumptigriFine and LeopoldThe World of Consumpticand Sut JhallyAdvertising:
Fetishism and The Political Economy of Meaning le tConsumer SocietyNew York and
London: Routledge, 1987.

“l Lee,Consumer Culture Reborp.15.
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analysis of use-value, commodity fetishism and nali|mn deserves elaborate
exploration in order to be able to analyze consumpiThis section aims to serve

as a preliminary investigation for such an analysis

Marx dealt with consumptiomper se in few pages of his introduction to
Grundrisse where he establisheal dialectical relation between production and
consumption. Following a Hegelian methodology, Masgserts a threefold
identity between production and consumption; (ljinamediate identitguch that,
part of each process involves and thus is, to sextent, the other, “we take in
food, for example, which is a form of consumptiéhand we produce our bodies.
Marx calls thisconsumptive productioff Also, in the act of production, raw
materials are consumed such that they lose thatutal form and composition by
being used up* “The act of production is therefore in all its memts an act of
consumptionZproductive consumptiof.Besides this immediate identity between
production and consumption (2) there is an idenititpugh mediation. Production
mediates consumption since it creates the matasmlan external object, for
consumption. “But consumption also mediates pradogcin that it alone creates

for the products the subject for whom they are potsi™®

Consumption creates
an end for production such that it gives the prodsdast finish A product that is
not consumed is a product only potentially, forfil realization as a product it
must be consumed. “Without consumption there wdaddno production since
production would be purposelesé.”Production creates the material, as external

object, for consumption: consumption creates thexlpas internal object, as aim

2 Karl Marx, Grundrisse: Foundations of the Critique of Polii&onomy(rough draft), (trans.
Martin Nicolaus),London and New York : Penguin Books in associatidth New Left Review,
1973, p. 90.

3 Marx, Grundrisse p. 91.

44 Marx, Grundrisse p. 90.

> Marx, Grundrisse p. 90.

¢ Marx, Grundrisse p. 91.

4" Marx, Grundrisse p. 91.
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for production.*® In addition of production and consumption immeeliatbeing
the other and mediating the other; (3) “each ofnthereates the other in
completing itself, and creates itself as the otfigiThis last form of identity
between consumption and production is the one nadsh to Spinoza’'s
determination is negatiowhich Marx summarizes as; “given the undiffereieiia
self-identity of universal world-substance, to atp¢ to introduce particular
determinations is to negate this self-identf3Although production and
consumption are different stages of one procesg &ne seen in opposition to
each other to understand their particular detertioing. This last identity, “is
frequently cited in economics in the relation ofrdand and supply, of objects and
needs, of socially created and natural neéti$Herefore Marx asserts a Hegelian
dialectical relation between production and constimnp and sees them as phases

of one process; they ad#ferent not independenphases.

Moreover, Marx seems to have endowed productioh svilecisive character and
to privilege production relative to consumption esmaining chapters of
Grundrisseand bulk of hisCapital deal with production. The following passage
can serve as evidence of the claim of dominatioprofluction over consumption

in Marx:

The important thing to emphasize here is only thalhether production and
consumption are viewed as the activity of one amahy individuals they appear in
any case as moments of one process, in which ptioduts the realpoint of

departure and hence also the predominant mom@ahsumption as urgency, as
need, is itself an intrinsic moment of productiwtivaty. But the latter is the point of
departure for realization and hence also its prédamt moment; it is the act
through which the whole process again runs its smufhe individual produces an
object and, by consuming it, returns to himselft rturns as a productive self-

reproducing individualConsumption thus appears as a moment of produé?ion

8 Marx, Grundrisse p. 93.
9 Marx, Grundrisse p. 93.
*0 Marx, Grundrisse p. 90 footnote no. 11.
*1 Marx, Grundrisse p. 93.

2 Marx, Grundrisse p. 94, emphasis added.
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Since consumption is a phase of production, onéhtraggue, Marx’s elaborate
study of capitalist mode of production is also/esst in an indirect manner, a
study of consumptianMoreover, Marx’s emphasis on production does not
invalidate his perception of a dialectical relatibetween consumption and
production. He sees them as phases of one proedssgues that their separation
into two seemingly different spheres is a byprodfatapitalist production. “The
structured isolation of consumption from producti® not necessarily the
characteristic of other modes of production” andis‘tcan be illustrated by
comparing consumption under slavery and under aagpit, an example explicitly
used by Marx.® Preteceille and Terrail summarize the developroérapitalist
production process which detaches consumption fyn@duction: as what

follows:

By destroying the traditional unity between the kasrand the instruments of his
work, capital separated production and consumpttba: production of the free

worker, that is, of a market in labour-power, a¢ggailed the creation of a market
for means of production and a market for meansoagamption . . . In precapitalist
societies, production is essentially the productibise-values: it is limited by the
extent of existing consumption . . . But the iriaptof the logic of capital freed

production from the predetermined limits of constioqp The process of capitalist
production in which value is an end in itself, sbet the unity of production and
consumptior??

The detachment of production from consumption afsans the separation of
producers from the goods which they produceChpital Marx analyzed how
capitalism separated the producer from the thirge gfroduced and how the
relationship between producer and product which evee® a direct one turned into
a mediated one with the development of capitalisdpction. As mentioned in
previous section Simmel argued that money is tlsrument that renders this
mediation; exchange process, and its standardizatioommodity values. Money,
according to Simmel becomes a single standard bichwhll things can be

measured and compar&d.

*3 Fine, The World of Consumptiop. 63.
> preteceille and TerraiGapitalism, Consumption and Neegs7.

%5 Lunt and LivingtoneMass Consumption and Personal identjiy8.
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2.1.2.1 Use -Value of Marx

All societies appropriate nature to create meandifia They create things and
use these things for continuation of their life gasses. To put differently, human
beings create means (objects) to achieve their. éalsple, beginning from their
earliest existence, have appropriated nature far gurvival and produced goods.
“Man is not onlyhomo sapiensr homo ludenshe is alsdhomo faberthe maker
and user of objects, his self to a large exterdflaation of things with which he
interacts.®® Sut Jhally puts forward that the relationship sw people and
things should not be considered as a superficiaptional feature of lifé’ He
adds:

This relation between people and objects has beescribted as one of

‘objectification’—we objectify ourselves and ouvds in the materiality of concrete

world. We continually take what exists outside sf and, by our activity make it a

part of our daily existence . . . In fact, objecttion lies at the basis of what we can
call a distinctive human experience, the mediatibhuman need through objects.

Perceived in this waypeople need thingand the things produced have some
capacity to satisfy some human need since theglesigned to achieve this end in
view. Accordingly,use-valuds the qualitative aspect of things; the concreds

in which a thing meets human needs. Under capitattsis productive activity
materializes principally in the form of the commiydsuch that; “the commodity
is straightforwardly the material form taken by theans to life that is common to
capitalist societies® Within capitalism the things are produced for neark
exchange, they have not only use-values but alsedaltheir exchangeability they
have exchange-value. This twofold character ofiagthits meeting some need
and its production to be exchanged in the markeka® it acommodity.This is

Marx’s vision that what makes a thing a commodsyits having use and

%6 Csikszentmihalyi and Rochberg-Halton (1981:1)ctiteJhally,Advertising p. 2.
>" Jhally,Advertising p. 1.
*8 Jhally,Advertising p. 2.

% Lee,Consumer Culture Reborp. 8.
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exchange values simultaneously. What makes a thoammodity is not its being
exchanged in the market besides domestic usesptdtuctiorfor exchange.

In the introduction to his masterpiecgivilization and Capitalism, Fernand
Braudel tells that if we make an imaginary tripMoltaire’s house at Ferney we
will find out that “in the worlds of ideas, the mei eighteenth century are our
contemporaries” such that we won't feel alien inme of our habits of mind and
feelings. However we will be shocked by the detatlslaily life of the time such
as; “lighting at night, heating, transport, foodinéss, medicine® What is
perceived as the main difference between Voltailiéésand ours would be the
quality of material conditions of living and theaquity of the things that surround
us. Baudrillard also tells that the distinctive espof the environment in which
the humans ithe age of affluencive is that, people are surrounded not so much
by other human beings, as they were in all previmes, but bpbjects™

Similarly, Marx beginCapital with the analysis of commodity since “the wealth
of those societies in which the capitalist modepaodduction prevails presents
itself as an immense accumulation of commoditfés&ccording to Jhally,

Marx’s beginning with commodities to hizapital is not a matter of coincidence,

rather he tells:

Marx started with the commodity because he thotigittif one can understand how
the commodity was produced, distributed, excharagetl consumed, then one can
unravel the whole system, because objectified m ¢bmmodity are the social
relations of its production. They are part of tidormation that the commodity
contains within itself. . . If only we can penet&ratown to this information, then we
can understand and unravel the whole system otiopta of capitalism. The
materialist theory of history, then, is fundamelgta theory of the ‘reading’ of
goodséSand understanding that the social relatafnproduction arereflectedin
goods:

% Fernand BraudeGivilization and Capitalism, 15th-18th centuiyol. I, (trans. Sian Reynolds),
Berkeley : University of California Press, 1992 ,IMopp. 27-28.

®1 Jean BaudrillardThe Consumer SocietiMyths and Structures_ondon: Sage Publications,
1998, p. 25, emphasis original.

62 Karl Marx, Capital: A Critique of Political EconomyVol. |, New York: International Pub.,
1967, Vol. 1, p. 35.

%3 Jhally,Advertising p. 26, emphasis original.
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Therefore, embedded in goods are the social raktaf their production and
Marx understood thisorganic unity between goods and social relatibhs.
Moreover, Marx provides the most elaborated didons®f the use-value-
exchange-value relation. Indeed, tells Jhally, NMamritings “provide the most
adequate starting point for a study of societiesrafing within a capitalist mode
of production” and for an analysis of the modermsiomption practices.
Motivated by this view, the title of this sectiordrs two meanings. The first one
refers to Marx’s analysis of use-value. It is aintedshow that the presumption
that Marx subordinated use-value to exchange vauerroneous. Contrary,
Marx’s economic analysis “treats consumption astiogent upon, if not
determined by the production, distribution and wliation of use-values®® The
second meaning refers to a proposed utilizationMaifrx’s investigation of
capitalist mode of production for an analysis ohsamption. Contrary to the
view that a comprehensive examination of consumpi® absent in Marx’s
writings?® his political economy has much to contribute te tlssue of
consumption “although this has to do with strudtloaation than with concern
over particular consumption good¥.Before using Marxian concepts to the study
of consumption, a serious challenge to the applitabf these concepts has to be

met since:

[Iln recent years there has arisen a critique dtagnthere is something inherently
flawed in the way Marx conceptualized the relatlopsbetween use-value and
exchange-value that prevents any approach basedhi®nwork from fully

understanding the symbolic element in general, égecapitalist form. This attack

% Jhally,Advertising pp. 25-26, emphasis original.
% Fine and LeopoldThe World of Consumptipp. 256.

% The chief proponent of this view is Jean BaudullaAlthough he criticized Marx for failing to
recognize the importance of consumption especiallyhis Mirror of Production (1975),
Gottdiener claims that Baudrillard would not suliserto the simplistic view discussed above that
Marx had a “productionist bias”. Mark GottdieneApproaches to Consumption: Classical and
Contemporary Perspectives” in M. Gottdiener (eblgw Forms of Consumption: Consumers,
Culture, and Commodificatioh,anham and MD: Rowman and Littlefield Publish&@00, pp. 3-
31, p. 18.

®" Fine and LeopoldThe World of Consumptipp. 256.
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has found its most sophisticated expression inattiings of Marshall Sahlins and
Jean Baudrillarg®

Marx asserts that, there are two attributes oframsodity, namely, use-value and
exchange-valueUse-value refers to a qualitative relation betwegeods and
needs whereas exchange value refers to a quargitagiation between objects.
The utility of a thing; “the natural worth of anytig that consists in its fitness to
supply the necessities, or serve the convenientcasman life”®® Marx argues
makes it a use-value. Thus, use value of a commadines from its capacity to

satisfy some human want or need. In Marx’s words:

A commodity is in the first place, an object ouésias,a thing that by its properties
satisfies human wants of some sort or another The utility of a thing makes it a
use-value. But this utility is not a thing of aiBeing limited by the physical
properties of the commaodityt has no existence apart from that commodity. A
commodity, such as iron, corn, or a diamond, isetfege, so far as it is a material
thing, a use-value, something usefiliis property of a commaodity is independent of
the amount of labour required to appropriate itseefud qualities. . . Use-values
become a reality only by use or consumption uchgroperties [natural properties]
claim our attention only in so far as they affdo wtility of those commodities,
make them use-valueBut the exchange of commodities is evidently an act
characterized by a total abstraction from use-vdflie

In this passage from Marx, and in his constructbthe idea of use-value, Marx
assumes, at least implicitly, a natural relatiotween need and use-value. In his
view, human beings are [naturally?] endowed by seeldich wait to be satisfied
by things. Baudrillard criticizes this attitude dflarx harshly. Marx, for
Baudrillard, falls into affinity with bourgeois gotal economists in assigning
ontological priority to needs. Marx’s conceptualiaa of human beings as
endowed with needs, is also the means for selfzegan of man. Indeed, “it was
through the activity of labour, through the utiliom and adaptation of the

resources of nature in the process of satisfyirgdadghat human consciousness

% Jhally, Advertising p. 34. We will present the criticism of Baudritla yet would not mention
that of Marshall Sahlins in this study.

% Locke (1691) cited in ManCapital, Vol. I, p. 36 footnote no.1.

0 Marx, Capital, Vol. I, pp. 35-37, emphasis added.
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came to be what is was"To put differently, in producing objects for needan
produce himself: “the objectification of labour tiserefore theobjectification of
the species-life of mer? The anthropology of capitalism Fomo economicys

the anthropology of Marxism mman as self-produceBaudrillard criticizes:

[l]s man’s existence an end for which he must tinel means? These innocent little
phrases are already theoretical conclusions: tharagon between the end from the
means is the wildest and most naive postulate ahedtuman race. Man has needs.
Does he have needs? Is he pledged to satisfy theh#labor power (by which he
separates himself as means from himself as hisemaj?”>

Baudrillard claims that there is no such thing asesubjects with essential needs
for whom objects have essential usedhe conceptualization of use-value by
Marx as thaunmysteriouslimension of the commodity that refers to expassif

a natural and ahistorical relationship between lajead and a person is Marx’s

greatest theoretical error according to Baudrilfar&or Baudrillard, by seeing

use-value only as an objective relation betweereaibj and people, Marx

ironically fetishised use-value:

Use-value in this restrictive analysis of fetishiappears neither as a social relation
nor hence as the locus of fetishization. Utility sisch escapes the historical
determination of class. It presents an objectiugl frelation of intrinsic purpose
which does not mask itself and whose transparexform, defies history®

He failed to identify the fact that use-value isstituted socially and culturally.

For these critics of Marx, by using the same congdpcategories of bourgeois

" Lee,Consumer Culture Reborp. 5.

2 Marx (1975: 329) cited in Le€onsumer Culture Reborp, 5, emphasis original.

3 Jean Baudrillard, “Mirror of Production (excerptyi Mark Poster (ed.Jean Baudrillard:
Selected WritingsStanford and California: Stanford University Re$988, pp. 98-118, pp. 98-
99.

" Douglas KellnerJean Baudrillard: From Marxism to Postmodern andy8ed Stanford and
California : Stanford University Press, 1989, p. 34

> Lee,Consumer Culture Rebarp. 21.

"6 Baudrillard (1988:64) quoted in Le@pnsumer Culture Reborp. 22.
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political economy, Marx serves as justificatiortlod ideology of capitalism rather

than its radical critiqué’

Some writers assumed that these critiques of Mame tbheen grounded in the
misrepresentation of Marx’s original formulation use-value. Fine and Leopold
try to clear Marx’s analysis of use-value from #@gcusations. They oppose the
claim that Marx ignored use-value, for which thejied on Marx’s elaborate
analysis of specific use-value; that of money, nyooapital and labour power-
“that has the use value not only of producing uakies but also of producing
(surplus) value The last of these, that is the availability ofdab power that
has the use value of both producing use value arpgdus value, is a precondition

for analysis of use-value and capitalist explodtati

Moreover, as Jhally puts forward, Marx’s analydishe relation between use and
exchange values and his theory of commodity fetrehinight serve as the starting
point for an analysis of modern consumption. Taalid Marxist theory for an
analysis of consumption based on the claim thatxMgnored socio-cultural
determination of use-values and consumption woaltblthrow out the baby with
bathwater. Critics of Marx have some legitimateng®iand can serve for a
remedy for Marx’s neglect of consumption as Marx ot experience the birth of
consumer society neither did he address the taficonsumption and culturé.
However, carrying these critics too far to attacdmsumption and sign-value a
dynamics of its own—as Baudrillard does—would téall into the reductionist

trap- this into time @onsumptionisbias.

Baudrillard’s works effectively “opens up the thgrguestion of the role that
commodities play as the materials of lived, eveyydature.” Moreover his ideas,

" Although Baudrillard beginning from his early vinigs formed a critical analysis of Marxian
theory, he tried to look at consumption and lifecommodities within the Marxist framework.
According to Kellner, Baudrillard’s radical depadurom Marxist theory began in hidirror of
Production Kellner,Jean Baudrillard p. 40.

8 Fine and Leopold The World of Consumptiarp. 257.

" Lee,Consumer Culture Reborp. 15.
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especially those on sign-value, drew our atterntiboimne complex manner in which
commodities function as signs and symbols in thieesp of consumptioff.
However, Baudrillard’s special emphasis on signigal we think, detaches the
commodities as representation from their materiaistence. Ironically,
Baudrillard commits those sins he ascribed to Mbaexdoes not treat commodity
simultaneously as use-value, exchange value amdvsilgie but only sign-value,
hence, he fetishised sign-value. If Marx fetishissd-value, since he examined it
indirectly through its embodiment in exchange-vaBaudrillard fetishised sign-

value by examining anything but sign-value.

Baudrillard successfully elaborates on our surrcugpndoy system of objects
accompanied bgystem of needsnd how central place consumption occupies in

our lives. He writes:

Few objects today are offeradbne without a context of objects which ‘speaks’ for
them. And this changes the consumer’s relatioméoobject: he no longer relates to
a particular object in its specific utility, but ta set of objects in its total
signification. Washing machine, refrigerator andhavasher taken together have a
different meaning from the one each has indiviguatk an appliance. The shop-
window, the advertisement, the manufacturer andthad hamewhich here plays

a crucial role, impose a coherent, collective visas though they were an almost
indissociable totality, a series . . . We are at fhint where consumption is laying
hold of the whole of life, where all activities argequenced in the same
combinatorial mode . %%

Although Baudrillard gives a detailed account a$ tbroliferation of commodities
and their increasing dominance in our lives, “therkttle discussion in his works
about the emergence of the system of objects icdhese of the development of
capitalism.®? Objects are raining cats and dogs; they are gaftiom the sky. We
do not know where they come from, why they coménswuavily and in théorm
they are As Kellner correctly argued Baudrillard is “theaing needs and use-
values strictly from the stand-point of how theg @erceived by capital and how

8 Lee,Consumer Culture Reborpp. 23-24.
81 Baudrillard,Consumer Societyp. 27-29, emphasis original.

82 Kellner,Jean Baudrillard p. 11.
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capitalists fantasize how they are actually prodgoise-values and needs.”
Marx, on the contrary, in his theory of commodigigshism successfully analyses
theessenc®f objects and how thegppearedo us. He pointed to the fact that the
actual process of exploitation is mystified in t@mmodity form. It cannot be
denied in contemporary societies people are eedrtly increasing range of
commodities and their representations. But thesenoadities appear in a context
of which power is an important elemé&fit.We must bear in mind that
commodities, needs, desires are produced by soohéoarhe interests of some.
The discourse of the capitalists and advertisirdustry heavily depend on the
display of commodity as freed from the productioagess. The predomination of
goods and their representations over us is acaghly our insensibilization of or
immunization to these representations’ detachmenin f their production
processes. It is true that advertisements signdyenthan the products themselves
and their properties, but they still deliberately mot mention (rather deny) the
exploitation of labor in the production of thesequcts. We are not informed
about the cheap or child-labor employed in productdf many brand names,
instead we are invariably being told hawsol and distinct these products will

make us.
2.2 Beyond Marx: Incorporating the ‘Social’ and ‘Symbolic’ to Consumption

In the modern era of consumption, the motive fanstonption and the use of
commodities got complicated. Ownership of a comityockn satisfy some needs,
and at the same time, signify the status and ityeofi the owner. With mass
production, brand names and product differentiatipgets harder to discern the
motives behind consuming and the value of a comiyaodithe owner. Also mass
media and advertising industry promote consumptibimages in such a way
that, consumption detaches from the mere matewalecship and use of goods,

since images are alsonsumedo an increasing extent. The use of different dran

8 Kellner,Jean Baudrillard p. 37.

8 This ingredient of power will be more crucial whee look at consumption practices from a
gendered perspective which will be the task ofriéet chapters.
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names, display techniques and other means of alagrtaimed at selling the
imageof a product along with, or as part of, the thitsgif. ®> As Bowlby tells:
In the post-sliced era, a loaf may be marketingoaisig uniquely nutritious; as
containing some special ingredient; as the natcinaice of the decent housewife
(“Mother’s Pride”); or as particularly good for siers (an interesting version of its

original use, which can claim the reduction of céilo content, the amount of
energy-producing food, as a positive qualffy).

When a commodity achieves its primary purpose aharge it passes over into
another domain: the realm of everyday fifelhe commodity transforms from an
ideal use-value and imagined meaning into a matamizh symbolic object of lived
experience in its passage from a commodiy consumption to an objeaf
consumptiorf® Leiss and others point out that in the coursehef preceding
century the interpersonal relations have been cteriaed by mass media’s
discourse through and about objectSonsumption has been a form of social
communication and commodities are turned into comioators. This means
interpersonal relations and communication have le&easingly associated with
“ownership, preference, display and use of thing&lhe material objects
produced for consumption in the marketplace noly adtisfy needs, but also
serve as markers and communicators for interpeksdistinctions and self-
expression® Therefore, consumption becomes in most casesréhgrgduction
of differences.

This does not mean that the symbolic meaning ofctimamodity and use-value
derived from the appropriation of good are untodchH®y the process of
production, design, advertising and marketing. $yr@bolic meaning attached to

an object is not completely fluid that bears nokseaf production. Rather there is

8 Rachel BowlbyJust Looking: Consumer Culture in Dreiser, Gissargl Zola New York and
London: Methuen, 1985, p. 18, emphasis original.

8 Bowlby, Just Looking pp. 23-24.
87 Lee,Consumer Culture Rebarp. 25.
8 Lee,Consumer Culture Rebarp. 25, emphasis original.

8 william Leiss (et al.),Social Communication in Advertising: Consumptiontlie Mediated
Marketplace New York: Routledge, 2005, pp. 4-5.
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a dialectical relation between needs and symbokanmmg attached to objects;
needs are constructed symbolically and symbolicningamight be an element of

the design of an object and even the creation ed fer it.

The dominant view in economics that perceives comtion as end of production
obscures this life of commodities after their leav¢he shop window. Moreover,
if we hold the classical view of consumption ass$attion of needs, which are of
biological origin in general, we neglect its seryifor demonstration of class

distinctions, identities, cultural and symbolic mems of commodities.

Contrary to mainstream economics, the view heldehés that, for a
comprehensive analysis of consumption as a soci@itg, the whole life span of
a commodity; its design, production, marketing, stonption, use and discarding,
and people’s relation with commodities in all itspacts should be analyzed.
Commodity should be understood as a hybrid fornuse, exchange and sign-
values and consumption should be analyzed as anmitycthat has been
economically, culturally and symbolically constrett Motivated by this view,
the following section will explore cultural and slolic dimensions of
consumption through a study of the theories outling Veblen and Bourdieu. It
is our purpose to describe some of the ways inhvbands are used symbolically
as a means of reproducing the existing social caddrestablished class relations

in and through cultur&

2.2.1 The Art of Making Difference: Veblen and Boudieu

As elaborated in the first part of this chapteralassical analysis of consumption
builds on what Preteceille and Terrail callibstanstialism of needkat the
satisfaction of needs functions as a systematitaegpory principl€’* This view

sees the social in terms of a models of ends {aetiisn of needs) means (means

% | ee,Consumer Culture Reborp,25.

%1 Preteceille and TerraiGapitalism, Consumption and Neegs 10, emphasis original.
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by which needs are satisfied) and “developsatrumentalconcept of economic
and social activity.” The economic sphere is chémed as the sphere of
instrumental rationality from which needs are edeld, yet “the first stages of a
rational activity aim at specific satisfaction bese needs’” Needs are perceived

as given and their relation with, if not determiaatby, production is denied.

The materialist approach, on the other hand, whiohs not start from humans
and their needs but from “production at a defirstage of social development”

opposed such a@dealism of need¥ As Preteceille and Terrail assert:

A materialist approach to the problem of needs thatsonly requires that the order
of determination between the production and consiampestablished by vulgar
economics be reversed, but also demands the mjeatany autonomisation of the
spheres of consumption and need in relation to uhé&ersal development of
capital*

From a different perspective, the movement whicghinbe called “differentialist
movement” in Terrail's terms, attempts to escapemfrthe sin of the
substanstialism of needs. “Here, the need to walicbthers can be referred is no
longer that of reproduction in terms of nature matividual social structures, but
need for a symbolic manifestation of the individsiglosition in society: social
status, class membership and so on. Consumptianltboomes the production
and, in most cases the reproduction of differefited/eblen’s Theory of the
Leisure Class (1898 can be considered as one of the major works whécted
the way for thedifferentialist analysis of consumption that merits closer
examination. According to Gottdiener, Veblen sawatviarx did not; the sign-
value of objects. The sign-value of objects besigasvalue and exchange-value

%2 preteceille and TerraiGapitalism, Consumption and Neegs 10, emphasis original.
% Marx, Grundrisse p. 85.

% preteceille and TerraiCapitalism, Consumption and Neegs 18, emphasis original.
% preteceille and TerraiGapitalism, Consumption and Neeg@p. 20-21.

% Thorstein VeblenThe Theory of the Leisure Class: An Economic Stidpstitutions [1899]
New York: New America Library, 1953.
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was perhaps implicit in the Marxian concept of deization as a form of
alienation, but Veblen made this quality explfit.

Veblen’'s Theory of the Leisure Class considered among one of the earliest
studies on consumption. In fact, Veblen is saidh&wve created the field of
consumer cultural studi€dlt can be considered among one of the first amabfs
consumption anavants not in individual terms but in social and culiutarms.
Veblen used, similar to Marx, the concept of classan organizing referent, this
time in the analysis on consumptidnThere is also “a common moral vision of
Veblen and Marx in their moral assessment of chglitaystem as a system that
produced an extreme inequalit}® Max sublimated this moral vision into his
project of historical theory and the critique oftpolitical economy, whereas
Veblen, in contrast, remained closer to the factgveryday life®* As C. Wright
Mills observed, Veblen sought to grasp the esssrianodern American society

and “delineate the characters of the typical mehiwit.”*%2

Veblen begins his analysis by searching the histbroots of the leisure class, the
emergence of which coincided with the beginningoaiership. Thus, Veblen
states:

The present inquiry, therefore, is not concernetth tie beginning of indolence, nor
with the appropriation of useful articles to indival consumption. The point in
question is the origin and nature of a conventidgigure class on the one hand and

" Gottdiener, “Approaches to Consumption”, pp. 9-10.

% Gottdiener, “Approaches to Consumption”, p. 6. idadamilton also points to the fact that the
first major work what is recognized to be institutal economics, VeblenShe Theory of the
Leisure Clasdends itself readily to a useful institutional &sés of consumption. Hamilton,
“Institutional Economics and Consumption”, p. 153Ritzer, on the contrary, claims that
considering Veblen as a theorist of consumptioh lvdl misleading since he wrote in line with the
tradition of his time such that he also gave alfodarest in issues relating to production. George
Ritzer, Explorations in the Sociology of Consumption: Hastd, Credit Cards and Casinos
London, Thousand Oaks, California: Sage Publicati@f01, p. 203.

% Gottdiener, “Approaches to Consumption”, p. 7.
1% Gottdiener, “Approaches to Consumption”, p. 7.
191 Gottdiener, “Approaches to Consumption”, p. 7.

192 ¢, Wright Mills, “Introduction to the Mentor Edith” in Veblen, The Theory of The Leisure
Class,pp. vi-xix, p. X.
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the beginnings of individual ownership as a conieeratl right or equitable claim on
the other hand’®

This leisure class has been defined not only imseof its beingfreed from
menial work (by its leisure), but also in termsitsf demonstration of wealth.
Leisure class demonstrated leisure and wealth gilwownership. Veblen claimed
that from the days of Greek philosophers to thesgme a degree of leisure and
exemption from work are considered honorific andttwa But it was not enough
to be freed from work for the leisure class; alduos tleisure should be
demonstrated as a proof of wealth. “In the evohdaiy model that Veblen
elaborates, conspicuous consumption eventually mgnts and replaces
conspicuous leisure as means of demonstrating @gustrength.*** In earlier
stages of development, the leisure class demoadttheir wealth by hiring many
servants, giving feasts and similar activities tth@monstrated waste of time. In
modern societies, characterized by a high degreenohymity and mobility, it
gets very difficult to display conspicuous wastetiafe, since contact between
members of the society is weakened. It then becdane=asier to be conspicuous

on the display of good§® In Veblen’s words:

When the differentiation has gone farther and ¢tdmees necessary to reach a wider
human environment, consumption begins to hold &isure as an ordinary means
of decency. This is especially true during theelatpeaceable economic stage. The
means of communication and mobility of the popolathow expose the individual
to the observation of many persons who have noratieans of judging of his

193 y/eblen,The Theory of the Leisure Clags 33. Veblen's analysis of the genesis of lestlass
and private property will not be detailed here.Heathis handling ofonspicuous consumptiaf

the leisure class as signifier of honor and wedlths as a means of social differentiation will be
analyzed here. Yet, we prefer not to leave withoentioning that Veblen, interestingly enough,
saw “the ownership of the women by the able-bodieth of the community” as the earliest form
of ownership, residues of which lay the foundatiohthe contemporary property relations and the
differentiations between leisure and working classe

104 Ritzer,Explorations p. 210.

195 Ritzer, Explorations p. 210. Braudel also mentions such a shift ipeaxitures from exterior
luxury to that of interior luxury. Once people hadge dwellings, as space shortened they started
to decorate interiors spaces with expensive asti@®eaudel Civilization and CapitalismSombart
defines a similar change of character in luxurispending characterized bycreased frequency

of luxury, such that items had been changed more frequentigrestingly, he associated this
shortening of time with impatience of women for aicipg new goods, since women cannot wait.
Werner Sombart Luxury and Capitalism (trans. W.R. Dittmar), Ann Arbor: University of
Michigan Press, 1967, p. 97.
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reputability than the display of goods (and perhafpsreeding) which he is able to
make while he is under direct observatiotf®..

In order to impress these transient observers anétain one’s self-complacency
under their observation, the signature of one’supeay strength should be written
in characters which he who runs may ré¥d.

Hence, Veblen thus kills two birds with one stohe;understands (conspicuous)
consumption as demonstrating both one’s statusoaet identity. This is why
his analysis of consumption includes symbolic aspéconsumption in addition
to its material aspects. All actions including aomgtion can be viewed as having
two dimensions; one being ceremonial and one bdiechnological or
instrumental. We use goods as symbols of status sindiltaneously as
instruments to achieve some end-in-view such thatsamption has two
characters; ceremonial and technological or instniad. Hamilton thinks

automobiles are excellent examples of this dugb@ss as he writes:

We use our cars as symbols of status and simulsheas instruments of
transportation to get from one point to anotherd Avhen we state that we need a
new car, elements of both are intertwined. The maay refer to a ceremonial need
at the same time it refers to a technological n@ée. physical deterioration of the
car, which makes it unreliable as an instrumenttaxh an end-in-view--work, for
example—may simultaneously render it weak as @eywof status or representative
of the ability to pay®

Although Veblen’'s analysis of consumption has begpreciated by many
thinkers, there are also those that criticizeatralng that it has many deficiencies
and hence cannot be considered as a comprehensigsia of consumption.
Trigg summarized the three main criticisms. Fissthe restriction of Veblen’s
trickle-down effect of consumption to explain theills over effects of

consumption from the bottom of the social hierarcBgcond is the claim that
since Veblen's day consumers no longer demondtnaie wealth conspicuously.
Third is the criticism of postmodern tradition thebnsumption practices no

longer depend on social classes but on lifestyled tut across the social

1% v/eblen, The Theory of the Leisure Clags,35.
197y/eblen, The Theory of the Leisure Clagp,. 71-72.

198 Hamilton, “Institutional Economics and Consumption 1547.
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hierarchy!®® Campbell argues that Veblen’s definiton of conspus
consumption is not clear and has many ambiguitlet he even calls it
“conspicuous confusidri*® What follows is an overview of these critiques and
the ways of improving Veblen’'s theory by looking thie relations between

theories of Veblen and Bourdieu.

Veblen analyses, in the beginning of his work, te&tion of ownership to
consumption. He criticizes the naive economicsnitedn of ownership and
accumulation of wealth as a means to satisfy needxrease comforts. “The end
of acquisition and accumulation is conventionalgichto be the consumption of
goods accumulated” and as such consumption isigettas the legitimate end of
acquisition™** Such consumption may of course serve the consanpéysical
wants or his higher wants (e.g., spiritual, aesthentellectual, etc.); that
consumption can serve the wants of first or higlegrees. However, once we
observe the accumulation of wealth wastefulconsumption we can no longer
claim that consumption merely serves satisfactibmeeds. Neither, can it be
said, in reverse order, that consumption of gooffsrds the incentive for
accumulation. In another words, if consumption ryeserves for satisfaction of
needs and provide comf&{ there must be a limit for accumulation and
consumption (unless we presume that human beirgeaturally acquisitive and

have unlimited desires which Veblen would most pidp not agree). He wrote:

199 Andrew Trigg, “Veblen, Bourdieu, and Conspicuousn€umption? Journal of Economic
IssuesVol. XXXV No.1, (March 2001), pp. 99-115, p. 99.

110 Colin Campbell, “Conspicuous Confusion? A Critigok Veblen's Theory of Conspicuous
Consumption” Sociological TheoryVol. 13 No.1, ( March 1995), pp. 99-115.

1yv/eblen, The Theory of the Leisure Clags,35.

112 As Jhally points out the notion that goods are mmmicators and satisfiers is based upon a
relational view of consumption not as private affair but aiabactivity. Because consumption is
socially based and judged it describes relativa #traabsolute activity and the satisfaction derived
is than also relative. Jhallydvertising pp. 12-13. Aconsumption norgan average amount of
consumption which exists in a given society inxaegitime might be pronounced. The amount and
items of consumption defined as necessary mightgdndrom time to society. Now, for instance,
television or cellular phones might be considersdhaeedin many social groups and societies.
Also, one might talk about an analytical shift, doeincreasing production, differentiation and
availability of goods, from the notion akedto comfortin studies of consumption.
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[T]he desire of everyone is to excel everyone &ishe accumulation of goods. If,
as is sometimes assumed, the incentive to accuowlavere the want of

subsistence or of a physical comfort, then the eggfe economic wants of a
community might conceivably be satisfied at somimtpia the advance of industrial
efficiency: but since the struggle is substantiallyace foreputability on the basis

of an invidious comparisomo approach to a definitive attainment is possibl

For Veblen, “ownership began and grew into a hunmtitution on grounds
unrelated to the subsistence minimum. The domimacentive was from the
outset the invidious distinction attaching to widlt" “The motive that lies at the
root of ownership is emulatiort** The dominant incentive behind accumulation
of wealth in general and (conspicuous) consumpiionparticular is; both
emulation and distinction; emulation of the uppkasses, distinction from the
lower classes, conformity to own class. Consumptioinonly makes it possible to
distinguish oneself from others, but also providese with an identity.

Conformity is thus an indispensable complemenigtrdttion*®

Thus, Veblen substituted the man of distinction fosme economicus’
However, Preteceille and Terrail claim that Vebtaeats the social in terms of
ends and means and the crucial end here—systeniffecentiation—does not
depend on socio-historical determination”-it wasmdwant from the onset.
Therefore, Veblen's analysis does not alter theclassical principle of analysis
as; “production has no logic of its own excepfuel consumption*® They ask:

113y/eblen, The Theory of the Leisure Clags,39emphasis added.
114 yeblen,The Theory of the Leisure Clags 36.
115yeblen,The Theory of the Leisure Clags 35.

116 preteceille and TerrailCapitalism, Consumption and Needs. 21. This conformity to
consumption habits of one’'s own class is not sotraerio Veblen's analysis. He is rather
concerned mainly with the motive of distinctionrfrdower classes than conformity to own class.
The people of the same class also compete with ethar in reputability, according to Veblen.
Goblot points the element of conformity in consuimpttelling that “any group that attributes
social superiority to itself conceals any indivitligequalities so as to emphasize its collective
superiority”. E. Goblot (1967) cited in Preteceidmd Terrail, Capitalism, Consumption and
Needsp. 21.

117 preteceille and TerraiCapitalism, Consumption and Nee@ds21.

18 preteceille and TerraiGapitalism, Consumption and Needs21.
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Veblen asserts that no social class “denies itseline kind of conspicuous
consumption”. He is nonetheless forced to admit fhapular consumption is
principally a function of the “spirit of conformityBut conformity to what? In the

absence of any reference to production, the anksereris the satisfaction of organic
needs. Now it is in relation to popular consumpttbat the consumption of the
upper classes determines itself: could it be thadedying the differentialist

approach there is yet again a substanstialismeds®™*°

Hamilton would most probably reject such blame a@bMn that he felt into the

same trap of conventional economics since he stgyges

To Veblen, human behaviour was social behavioug; took its form from cultural
conditioning. HisThe Theory of the Leisure Classs a theory of consumption in
cultural, rather than individual terms. It rejetiie basic premise of the conventional
theory that wants are unique to each individual thents must be taken as givens—
things about the origin of which we can know nothii°

Veblen, in his various works, rejected the hedanisxplanation of consumption
behaviour of “both the classical school and itscegzed variant, the marginal-
utility economics, in particular” which took theattitional psychology of early
nineteenth-century hedonists and consistently adheo it. He criticizes the
“central and well-defined tenet”; the hedonistidcotus®* In his frequently

guoted words tells Veblen:

The hedonistic conception of man is that of a hgig calculator of pleasures and
pains who oscillates like a homogeneous globuldesire of happiness under the
impulse of stimuli that shift him about the areat keave him intact. He has neither
antecedent nor consequent. He is an isolated tieéinhuman datum, in stable
equilibrium except for the buffets of the impingifarces that displace him in one
direction or another. Self-poised in elemental spd® spins symmetrically about
his own spiritual axis until the parallelogram afrdes bears down upon him,
whereupon he follows the line of the resultant. Wiike force of the impact is
spent, he comes to rest, a self-contained globfutkesire as before. Spiritually, the
hedonistic man is not a prime mover. He is notsthat of a process of living, except
in the sense that he is subject to a series of ygatimns enforce upon him by
circumstances external and alien to hffn.

119 preteceille and TerraiGapitalism, Consumption and Neegs 22.
120 Hamilton, “Institutional Economics and Consumptiop. 1539

121 Thorstein Veblen, “Limitations of Marginal Utility The Journal of Political Economyol.
17, No. 9 (November 1909), pp. 620-636, p. 622.

122 Thorstein Veblen “Why is Economics Not an Evolatioy Science”The Quarterly Journal of
EconomicsVoal. 12 Issue 4, (July 1898), pp. 373-397, p@-390.
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Contrary to the conventional economics’ individgadtatic maximization of utility
according to exogenous preferences Veblen developsvolutionary framework
in which preferences are determined socially adogrdhe position of an
individual in the social hierarchy® According to Hamilton, Veblen’s analysis of
conspicuous consumption has not been interpretedpasitive alternative to the
hedonist invasion of demand theory in conventie@nomics, although it had
that capacity. One reason for this neglect, clakasnilton, is the perception of
conspicuous consumption as a form of exceptionattime peculiar to a small
portion of the society —to that of the upper class&ational consumption was
guided by the old felicific calculus; conspicuownsumption represents a form of
irrational behaviour, a kind of social aberratidrhis, of course, is not what

Veblen was saying™®*

Veblen views consumption practices as differemtgatriterion for social classes
such that commodities and consumption define s@raitioning. “The laboring
and the upper classes are based definitionallyconamic distinctions; but their
social differentiationrests on the visible evidence of practicEs.Veblen takes
conspicuous consumption as a peculiarity of theulei class. The leisure class is
the class that in Veblen’s America had the mearengage both in conspicuous
leisure and consumption to waste time and mdfiellowever, he also claimed
that no class can refrain from conspicuous consiamptno class of society, not
even the most abjectly poor, forgoes all custonuanyspicuous consumption?*
Yet, still Veblen's theory of consumption has betascribed as #&rickle down
model since it is the upper classes that set upstindards of consumption as he

tells; “the leisure class stands at the head of gheal structure in point of

123 Trigg, “Veblen, Bourdieu, and Conspicuous Constomt p. 99.
124 Hamilton, “Institutional Economics and Consumption 1539.

12 GottdienerNew Forms of Consumptiopp.7-8, emphasis original.
126 Ritzer,Explorations p. 210.

127\/eblen,The Theory of the Leisure Class,70
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reputability; and its manner of life and its stamt$aof worth therefore afford the

norm of reputability for the community?®

This trickle-downmodel of Veblen is criticized based on two reasgsi one is

that lower classes are assumed to copy uncriticdhlly consumption habits of
upper classes. Allerston points out that this foonsthe assumption of social
emulation, that the lower social orders wouldhéy were given the opportunity,
copy the consumption patterns of privileged growpikin the society rather than
establish their own has proved to be an enduringcejot in studies of early
modern consumer behaviolif.Second, in the moddiickle-up effect is ignored;

but lower classes can also affect consumption ijgexctof higher classes; for
instance denim jeans were first designed for wgddlasses and then evolved
into a casual wear of all classes. Recently, inkéwr for instance, the baggy
trousers galvar) worn by women working in the fields have beertelasome

modification, incorporated into the vogue dresgkas of the upper class women.

Andrew Trigg asserts that, these criticisms dir@di® Veblen's theory can be
overcome by a close reading of Veblen and he duals“the work of Bourdieu
provides a contemporary development of the thebrgoaspicuous consumption
that builds upon some of the more subtle aspect¥etfien’s framework**°
Ritzer, similarly, argues that Bourdieu’s conceptls ascultural capital and
habitus have roots in Veblen’s ideas and that Veblen'sszlaased approach to
consumption can be extended by reference to Bausd®istinction (1984)3*
He claims that while Veblen was merely suggestioairBieu develops Veblen’s

ideas of “cultivation of the aesthetic faculty” afigarning to consume in a

128\/eblen, The Theory of the Leisure Clags,70.

129 patricia Allerston, “Clothing and Early Modern \&ian society”,Community and Change
Vol. 15 No.3, 2000, pp. 367-390, p. 369.

%0 Trigg, “Veblen, Bourdieu, and Conspicuous Constiong, p. 104.

131 pierre BourdieuDistinction: A Social Critique of the Judgment aiste (trans. Richard Nice),
Cambridge and Massachusetts: Harvard UniversitgRk984.
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seemly manner” into an account déste and its reproduction through
consumption practices?

Similar to Veblen, Bourdieu attaches, to some degagency to human beings.
His concept ohabitustranscends the line between the poles of objeotivand

subjectivism. As he defindgbitus

[T]he structure constitutive of a particular envinoent . . . produckabitus,systems

of durable, transposabtiispositionsas structured structures predisposed to function
as structuring structures, that is, as principlésgeneration of practices and
representations which can be objectively ‘regulated ‘regular’ without in any
way being the product of obedience to rules . ollectively orchestrated without
being the orchestrating action of the conduttdr.

Using the concept dfabitus Bourdieu is able to develop a model of sociailoact
in which culture and cultural relations are giveslative autonomy from the
relations of economic productidfi’ Contrary to the one-sided materialism of
Marxist class analysis, Bourdieu seeks to revea tontribution that the
consumption of the symbolic goods makes to reproduclass domination

through legitimation and selectidrr.

The key point that can be derived from Bourdieuwky at least in its relation to
Veblen's work, is that it is not enough to say ttia lower classes emulate the
consumption patterns of the leisure class. Althotigh motive of emulation for
the lower classes exists, to some degree, it istme®tmere determinant of
consumption patterns of lower classes. Also edesscelaborates its own
distinctive consumptioi® In the same way as the upper classes try to

132 Ritzer,Explorations,p. 212.

133 Pierre BourdieuQutline of a Theory of Practi¢cdtrans. Richard Nice);ambridge and New
York : Cambridge University Press, 1977, p.72, eagphoriginal.

134| ee,Consumer Culture Reborpp. 32-33.

1% David Gartman, “Culture as Class Symbolization Mass Reification? A Critique of
Bourdieu’s Distinction”,The American Journal of Sociologyol. 97 No. 2. (September 1991),
pp. 421-447, p. 423.

1% Ritzer,Explorations,p. 212.
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differentiate themselves from those at the bottbralso follows in Bourdieu that
those that are at the bottom have their own vaduestastes. The working-class
meal, for instance, is characterized by plenty faeedom™®’ Working-class taste
in food is generally characterized by the capaoityindividual foodstuffs and
meals to satisfy hunger and provide plentiful praté® Therefore, what Bourdieu
asserts is not a hierarchically ordered spill-osetastes from top to down in the

social ladder and but rather a stratification stea.

It is our contention that Veblen and Bourdieu, guée instructive in showing that
we cannot understand consumption only by notionseefls and their satisfaction,

but that there are other factors like, social statlass and identity.

2.3 An Alternative Framework? Systems of ProvisiorApproach

The approach of various disciplines to the issuecofisumption has been
characterized by scattering to opposite poles. &rists and sociologists, in the
extreme versions of handling the issue of consuwnpttonfined themselves to
marginal utilities analysis and the cultural andmbyplic determinants of
consumption respectively. It is believed that congtion patterns and
commodities cannot be separated to its elementd)cse that are economically
determined and those others that are symbolicalty aulturally determined. A
commodity can tell many things simultaneously, riflations of its production, its
symbolic meaning and the needs, class, identity ld@dtyle of its user at the

same time.

Braudel, demonstrates how the commodities congider® luxury changed
historically. He tells that luxury is an “elusiveomplex and contradictory”

concept that changes constantly. It is hard tonéefonce and for all, the items of

137 Bourdieu,Distinction, p. 194.

138 ee,Consumer Culture Reborp, 35.
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luxurious consumption since they shift over timel d&rom one civilization to

other:

[S]ugar for example was a luxury before the sixteezentury, pepper was still a
luxury in the closing of seventeenth century .chair is still a luxury, aarity in
Islam and India even today . . wtury then can take on many guises, depending on
the period, the country or civilizatior®

This historical construction and evolution of thems of luxury tells that the
status of goods in the social organization diffeosn time to time, from place to
place and with respect to demand and supply fadlymods. Braudel also shows
us that the deterministic views of economists thaiply is the determinant or
demand is the determinant are misleading becaussofoe goods supply proves
the rule while for some other it is the demand ttetermines the adventure of the

good*°

Therefore we can not talk about a consumptionrithtéat prevails in all
cultures and time period and applicable to all sypegoods. However, this does
not mean that consumption practices change fronvitcheal to individual and
from one good to another and hence cannot be #esbrRather we can talk about
systems such as a food system, a fashion systera hndsing system that from
the production to marketing and distribution ofshegyoods we can discern the
systematic features. It is held in this thesis tthee most applicable and all
encompassing approach to consumption would be ghiggem of provision
approach.

To conclude this chapter with Crewe’s comments:

The importance of this [systems of provision] agmto is that it points to the
possibility of a more balanced treatment of thatiehship between production and
consumption, one which also acknowledges the syimbsignificance of
commodities:**

139 Braudel,Civilization and Capitalismyol. I, pp. 183-184, emphasis added.
190 Braudel,Civilization and Capitalismyol. Il, pp. 172-184.

141 Crewe (2000:281) cited in Finghe World of Consumptiop. 117.
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HBPTER Il

WOMEN IN CONSUMER CULTURE

The proper study of mankind is man but
... the proper study of market is woman.
Ad iRrinters Ink 1929

In times of financial crisis both in the history @ynasties and individual families,
women were almost always the first to blame foiirtlagldiction of excessive
spending on material objects. Advertisements targel extent speak to women,;
Ms. Consumerthey take the typical audience who is invitedhte consumption
of the good as one that is generally female. Shapisi perceived and practiced as
a feminine leisure activity. In clinical psycholggye anomaly of kleptomania is
usually defined as a disorder of women. Feminfstsa long time, criticized the
commodification of women'’s bodies in advertisemeants in pornograph}*? In
brief, we can talk about an apparently genderedjallys and sometimes

obsessively female, culture of consumption.

According to Rachel Bowlby, the issue of gendesemiat every point in the
analysis of modern consumption such that; “womeastradictory and crucial
part inthe oldest trade in the woHat once commaodity, worker and (sometimes)
entrepreneur-can be taken as emblematic of thgmmifeiance in the modern

commercial revolution®? This is inspired from Walter Benjamin’s descriptio

142 Judith WilliamsonPecoding Advertisemen($978) and Jean Kilbourne’s bodkan’t Buy My
Love: How Advertising Changes the Way We Think Beel (2000), and her documentaries
Killing Us Softly(1979)and Slim Hopes:Advertising & the Obsession with Thinng¢$995) are
some examples of works on objectification of wormeadvertisements. For feminist responses to
pornography one can re&hly Words(1993) by Catharine A. MacKinnon ahdfe and Death:
Unapologetic Writings on the Continuing War Agaiv&men(1997) by Andrea Dworkin.

143 Bowlby, Just Looking p. 10, emphasis original. When the terms “gend&miasculinist”,
“androcentric” are used in this study, they are aratbod as cultural and social, not natural
products. “Gender’, as the word is used by manyifésts, means something quite different from
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Such an image are the arcades, which are both $i@mk stars. Such an image is
144

the prostitute, who is the saleswoman and waresén
The new commerce made its appeal to women abovandllinvited them to
acquire its luxurious benefits and purchase sexualtractive images for
themselves. Integrating consumer culture as sucdmem were to become in a
sense like “prostitutes in their active, commodifieelf-display, and also to take

on the role almost never theirs in actual prosttutthat of consumer#°

This chapter aims to situate women in consumeriesudt claims to go further,
perhaps reject, the so-calladd women, and stir approachAs Maria Mies tells
“new wine must not be poured into old bottlé&'Inspired by this logic; it is not
aimed to search and include consumptive activitiesromen to an analysis of
consumption. To put differently, it is our contemtithat consumption is not an
activity constructed on the grounds freed from gengierarchy in society and
women have not participated on equal terms with imethis activity. Rather,
consumption is presumed to be constructed by arddontext that is shaped by
unequal distribution of power between sexes. We &mcomprehend the
(gendered) politics of consumption and the sexuasidn of labor around the act
of consumption. The motive behind this chapter Ib@sn the search for reasons
behind the perception and practice of consumptienaa activity exercised
predominantly by women, and search the ways how evoas a basic consumer

class has been constructed. It is, also, aimadcdterstand women’s dialectical

biological sex. Gender is the social meaning giteebiological differences between the sexes; it
refers to cultural constructs rather than to bi@algivens” in Marienne A. Ferber and Julie A.
Nelson (eds.Beyond Economic Man: Feminist Theory and Econon@dscago: University of
Chicago Press, 1993, pp. 9-10, emphasis original.

144 Walter Benjamin (1978: 157) cited in Bowlhyst Lookingp. 10, emphasis original.

145 Bowlby, Just Lookingp. 11.

196 Maria Mies, “Towards a Methodology for Feministsdearch” in Gloria Bowles and Renate
Duelli Klein (eds.),Theories of Women's Studi¢sndon: Routledge and Kegan Paul, 1983, pp.
117-140, p. 117.
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and double-way relation to consumption, as bothsgorers and commodities:
they are commodified and at the same time obsdgseducedy commodities.

Firstly, the ways of employing gender as an anedyticategory in economics
discipline in general and in studies of consumptiomparticular are searched. A
female economist among the initial theoreticiansafsumption; Hazel Kyrk and
her analysis of consumption are detailed. Nextasinquiry of the construction of
the dichotomized relationship between man; the ywed and woman; the
consumer; between Mr. Breadwinner and Mrs. Consumehe last part we look
for women'’s relation with commodities, transforneatiof this relationship and

symbolic reflections of this transformation espbgien advertisements.

3.1 Feminist Critics of Consumption Theory of Neoclassial Economics

Feminist critics of science and (alternative) feistinscience (e.g. feminist
epistemology and philosophy of science) study theyswvin which gender
constructs our cognitive ability, conceptions ofowtedge, and practices of
scientific inquiry and justification. Practitionexs feminist epistemology and
philosophy of science argue that, women and oth#rorslinate groups are
marginalized and degraded to an inferior positiordominant conceptions and
practices of knowledge acquisition, attribution gustification. Many feminists
have commented on the use of conceptual (Cartedighptomies in writings
about science, such as those between reason antommobjectivity and
subjectivity, formal and informal, and they arguedat, the former ones are
associated with men and celebrated and the lates are associated with women

and denigrated!’

147 As Donald McCloskey points; “regardless of whatnmand women actually do statistically
speaking, the claims about what they do, exisuétaral objects. It may or may not be correct that
women are irrational, emotional and individual wormight have the traits associated with men.
However, whether it is true or not, in any casedhexists a myth- a myth of our culture- about
women and men. The cultural stereotypes of maonalt women-emotional, etc. exists and these
stereotypes represent not only gender, but alsmand class hierarchies.” D. McCloskey, “Some
Consequences of a Conjective Economics” in JulieNalson and Marianne A. Ferber (eds.)
Beyond Economic Mai€hicago: University of Chicago Press, 1993, [§98, p. 69.
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The model of knowledge that Descartes bequeathetbtiern science is based on
clarity, dispassion and detachméfitlt relied on separations between observer
and what is observed, between nature and humawgéetnen of sciencand

women of nature. According to Bordo:

The notion that the project of modern science atiyses “masculinist” modes of
thinking has been a prominent theme in some rewdtihg: “[What] we encounter

in Cartesian rationalism” says Karl Stern , is phee masculinization of thought.”
The scientific model of knowing says, Sandra Hagdimepresents a “super-
masculinization of rational knowledge.” “The spéxifconsciousness we call
scientific, Western and modern,” claims James Hiltim‘is the long sharpened tool
of the masculine mind that has discarded part¢sobubstance, calling it ‘eve,’
‘female’ and’ inferior.” **°

Feminist critiques of science aim to bring to ligtitese masculinist biases in the
current dominant scientific practices and to imgrtive current state of science by
adding feminine values and feminist epistemologieald methodological
standpoints to dominant methodological stance. iHgrdummarizes the feminist
critiques of modern science under three headirgsinist empiricism, feminist
standpoint theories and more recently, feministtppodernism. Practitioners of
the first two believe that the quality and objeityivof science will improve if
women’s experiences and values are added sincecscigas been biased and
credited masculine values, while the last totakjects the objectivity and

neutrality claims of modern scient®.

18 Susan Bordo, “The Cartesian Masculinization of dgttt,” Signs,Vol. 11 No. 3 (Spring 1986),
pp. 439-456, p. 440.

149 Karl Stern (1965), Sandra Harding (1981) and Jahti#man (1986) cited in Bordo, “The
Cartesian Masculinization of Thought”, p. 441.

%0 sandra HardingThe Science Question in Feministthaca and London: Cornell University
Press, 1986. These feminist critiques of sciencaldvoot be detailed here, for details see Harding
(1986). Instead feminist critics of the disciplioeconomics; especially critics of decision theory
and consumer theory, will be analyzed. Howeveis kietter not to leave without mentioning that
‘the science question in feminism’ is not immunenf, and largely effected by, the modern-
postmodern debate. Postmodernist rejection ofctilbjgy, universality, value-neutrality claims of
modern science feed feminist critics of dominangsauline-biased scientific thinking. Yet,
feminist theory uses the analytical categories afdenn scientific thinking like capitalism,
patriarchy, gender and class to construct a uravaleory of women’s oppression. Therefore
feminism is, in a way, in alliance with postmodemiin terms of its criticism of modernist and
Enlightenment epistemologies, however at the same tfeminism emerges and evolves
historically, theoretically and methodologicallyasnodernist movement.
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The discipline of economics is also subject to fastiscrutiny and criticism. The
field of feminist economics has been taking shap yithin last two decades.
Though feminist economics is still in its infandtg practitioners intend to move
far beyond simply adding women and women’s issues ntainstream

economicg™!

Many feminists have argued that neoclassical ecawis deeply shaped by
masculine biases in both its subject matter anegnighod>? They claimed that
mainstream economics’ definitions of economics atsl agents have an
androcentric bias since they exclude women and jaistify this exclusion of
women as subjects and agents of economics. Thentutominant definition of
economics, Julie Nelson claims, has been shapedshyft of focus from study of
provisioning; from political economy to a study choice. Early political
economists defined economics science as “the oreatind distribution of
necessaries and conveniences of life” as Adam Stoithin 1776, whereas by
1879, W. Stanley Jevons would describe economicghas “study of the
mechanics of utility and self-interest”. Currenti{gconomic theory’ is frequently
made synonymous with ‘choice theory’ or ‘decisitvedry’”. Such a definition,
Nelson argues, is not unrelated to the genderetk§ian ideal and also underlies
the prestige given to mathematical models of irtlial rational choic&?

Instead, she presupposes alternative views inttitly f economics:

151 Hirschfield, “Methodological Stance and Consumpfitheory”, p. 192.

152 Nelson (1996), the essays in Nelson and Ferbed3)]XKuiper and Sap (1995), Barker and
Kuiper (2003) are leading examples of these crtiqaf neoclassical economics from a feminist
perspective. However, it is possible to criticihe tmajor assumptions of neoclassical economics
without reference to feminist scholarship. Witttie first chapter of this study, such a criticistm o
neoclassical economics with respect to neoclassar@umer theory has been briefly summarized.
This section draws upon many of the insights o¢heon-feminist criticisms, but, in addition, it
emphasizes that “the way gender has been sociabnized has much to do with which parts of
human experience have been left out of neoclassmmadels” and it tries to illuminate the
“androcentric bias” that underlies neoclassicaliagstions. Paula England, “The Separative Self:
Androcentric Bias in Neoclassical Assumptions” itie] A. Nelson and Marianne A. Ferber (eds.)
Beyond Economic MarChicago: University of Chicago Press, 1993, pp53, p. 38.

133 Julie A. Nelson, “The Study of Choice or the StudyProvisioning? Gender and the Definition
of Economics” in Julie A. Nelson and Marianne Arlber (eds.Beyond Economic MarChicago:
University of Chicago Press, 1993, pp. 23-36, fp32. Herbert Simon, on the contrary, calls
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Feminist theory suggests that the definition foegson choice, which looks at
human decisions as radically separated from phlyaitd social constraints, and the
definition stressing material well-being, which @agas non-physical sources of
human satisfaction, are not the only alternativBsch a dichotomy merely
reinforces the separation of humans from the world. What is needed is a
definition of economics that considers humangelation to the world*>*

Pujol, in her studies strongly demonstrates how ammre marginalized both as
agents and subjects of economics in early classicahomists’ writings>> By
reference to the works of Smith, Marshall, Edgetvand Pigou, she exemplifies
how classical economists handled thwemenquestion The so-calledvomen
guestioncame to the agenda of early classical economigts negards to the
issues of involvement of women in labour force #mel debates of family wage.
They criticized women’s employment based on clathet, they had negative
effects on women’satural household duties and increased infant mortaligsta
Marshall, for instance, claims that rise of womewages relatively to those of
men is an injury as far as “it tempts them to nefgtbeir duty of building up a
true home, and off investing their efforts in thergonal capital of their children’s
characters and abilitied®® Jevons tells that he would$ so far as to advocate
the ultimate complete exclusion of mothers of chiidunder the age of three
years from the factories and workshapy

political economy as ‘heartland’ and decision tlyeas ‘territorial colony’ within the economics
discipline. Herbert A. Simon, “Rational Decision kiag in Business Organizations,The
American Economic RevieWol.69, No.4 ( Sep., 1979), pp.493-513, p. 493.

134 Nelson, Julie A., “The Study of Choice or the Stud Provisioning?”, p. 32, emphasis
original.

135 Michéle Pujol,Feminism and Anti-Feminism in Early Economic Thdugkidershot; U.K:
Elgar, 1992 and “Into the Margin!” in Duricilla KBarker and Edith Kuiper (edsljoward a
Feminist Philosophy of Economickpndon and New York: Routledge, 1995, pp. 21-37l M
deserves a privilege, in Pujol's view, among clealseconomists with respect to his standing
beside feminist debates or equal rights for women.

136 Alfred Marshall,Principles of EconomicsAn Introductory Volumelondon: Macmillan for the
Royal Economic Society, 1920, p. 570.

137 william Stanley Jevondylethods of Social RefornNew York : A.M. Kelley, 1965[1883], p.
172, emphasis original.
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“Marshall, Pigou and Edgeworth were all either agtilegislating minimum
wages for women, or against minimum wages set atsime level as men’s.”
While they opposed women’s getting equal pay witnnfor equal work, they
supported men’s privileges in the labour marketeims of both their privileged
access to employment and all men’s, whether maoreabt, right to get family

wage.**®

Critical reading of works of these early classieabnomists demonstrates that
two interlinked implicit assumptions about womergdgency in the realm of
economics get along with their writings. First, thedividual agent homo
economicusof neoclassical economics is one that is, at iegglicitly, male; e.qg.
economicman since its main characteristic of being rationalai behaviour
attributed to mef®® Women, Pujol claims, are assumed, by mainstream
economics, to be irrational so that “they are uafiteconomic agents that they
cannot be trusted to make the right economic dewsst®® Secondly, another
reasoning that excludes women from the realm ofipuibe, of market and as
such from the realm of economics perceived, isnitedn of all women as wives
and mothers and the belief that all women are @arght to be) housewives since
“their reproductive capacities specializes them tfat function.*®* Jevons, for
instance supported Factory Acts in his article “NMat Women in Factories” and

praised a well-designed act as it would assure th@ wife, no longer a mere

138 pyjol, “In to the Margin!”, pp. 23-24.

%9 The frequent use of the figure of Robinson Cru@oe instance by Jevons, Bshm-Bawerk,
Wicksteed, Marshall, Edgeworth, Wicksell to couoim& economists) as an exemplar of rational
economic man is also viewed, by many feminist ecuists, as significant in the creation of the
meaning of the economic agent as generically nfade.a study that argues that the story of
Robinson Crusoe and its usage by economists areatie of the way the discipline deals with
issues of race and gender see Ulla Grapard, “Robi&rusoe: The Quintessential Economic
Man?” Feminist Economicsvol.1 No.1 (March 1995), pp. 33-52. Hamilton ab@ws attention
to the ethnocentric bias of Robinson Crusoe metaptidiose economists who are fond of
alluding to Robinson Crusoe as an illustration ofitary economic behaviour seem to wholly
overlook the fact that fictional hero was thoroyghdcculturated Englishman.” Hamilton,
“Institutional Economics and Consumption”, p. 1541.

180 pyjol, “In to the Margin!”, p. 22.

1 pyjol, “In to the Margin!”, p. 22.
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slattern factory hand, would becoradrue mother and a housekeepand round
many a Christmas table troops of happy, chubbydril.”®> These assumptions
reinforced orthodox economists’ characterizatiormoimen as non-autonomous
dependants. Women are always defined as membdemilfy units; as wives,
daughters and mothers. “Even in the single examfaleshall uses where women
exercise rational decision-making similar to mens inot their own utility that is

maximized but that of the househol®

Moreover, in addition to this generalization of im&thood and partnership in
marriage to all women, this status is naturalized Wwomen. Women, it is
believed, due to their natural make-up were suwtatdr child rearing and
housework and not suitable for hard working jobigioR, for instance, claimed
that the natural realm of women is consumption ang@roper education for
women should be household management to mage decisions in matters of

consumption for hom&?*

The turn of the 20 century witnessed legitimation of the study of $efwold and
consumption as new subject matters of the econothsmspline, that of home
economics. Consumption and household activitiesectanbe seen as matters
deserving scientific scrutiny. Catherine Beechernitimg long before the term
home economics was actually established, provided first comprehensive
work on managing a home” in form s€ientificadvice to American women. She
also “spread her Victorian view on domesticity whiteld as ideal the woman
who, educated in domestic economy, thus well pexpdor her profession as

wife and mother®® Later, Ellen Richards, who is now called as thether of

162 Jevons, “Married Women in Factories”Nethods of Social Reforlew York : A.M. Kelley,
1965 [1883], pp. 156-179, pp. 178-179, emphasieddd

183 pyjol, “In to the Margin!”, p. 32.

184 pyjol, Feminism and Anti-Feminism

185 susan van Velzen, “The Consumer and the Good HHezel Kyrk’s Ethical Approach to
Consumer Theory”, Chapter 2 from Susan van VelZgupplements to the Economics of

Household BehavioyrAmsterdam: Thela Thesis, Tinbergen Institute Rede Series, 2001, No.
242, pp.9-58, p. 45.
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home economig¢goliticized Beecher’'s domesticity concept to exppavomen’s
political power and also emphasized women’s neve raé consumers and

focused on economic and social issues insteadusfakeeping and decoratidfi.

However, in the 1920s focus of home economics ethiffrom social and
economics issues back to household that “Beecheérhlaa in mind, i.e., the
household as the very specific and concrete reafmwomen’s moral
authority.”®’ This analytical shift of focus was also preserthia lives of women

in America. In the homeland of home economics, whas Betty Friedan points,
“women who had once wanted careers were now matangers out of having
babies” in the 1940s and 1950s. In this periode “hew image of American
women;Occupation: housewifbad hardened into a mystique unquestioned and
shaping the very reality it distorted.” “Home ecamsts suggested more realistic
preparation for housewives, such as high-school kslmps in home

appliances*®

In their article “The New Home Economics: Retrogpesnd Prospects” Ferber
and Birnbaum have provided useful critique of neambk economics. They
confess that the practitioners of the new home @macs, “display not only great
skill in using sophistication theory and econontetriethods, but considerable
originality in applying them to a new aré&®” as a result of which they have
produced important new insights which is materedim Gary Becker’'s winning
the Nobel Prize for his leading role. Gary Beckehis pathbreaking articles on
the theory of allocation of time and theory of nege started the tradition of
applying neoclassical tools to understand the loegjected areas of non-market

activities in the household sector and to investighe economics of family

186 yan Velzen,“The Consumer and the Good Life”, p. 45
87yvan Velzen, “The Consumer and the Good Life”, . 4

188 Betty Friedan,The Feminine MystiqueNew York: Norton, 1963, pp. 17,23,50, emphasis
original.

189 Marienne A. Ferber and Bonnie G. Birnbaum, “Them\dome Economics: Retrospects and
Prospects”Journal of Consumer Researdfol. 4 No. 1 (June 1977), p. 19.
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formation, fertility and the division of tasks beten husband and wifé® Becker
assumes that the motive behind family formation altmtation of tasks between

family members is maximization of income:

Members who are relatively more efficient at mar&etivities would use less of
their time at consumption activities than would esttmembers. Moreover, an
increase in the relative market efficiency of angmber would effect eeallocation
of the time of all other members towards consumpdictivities in order to permit
the former to spend more time at market activitieshort, the allocation of time of
any member is greatly influenced by the opportasitipen to other membéfs.

One (at least the writer of this study) feels thas some kind of joke while
reading the articles of Becker on theory of maeiagd allocation of time within
the family. He provides sophisticated mathematiogpresentations of the
marriage market'’? but eventually links them with familiar conclus@snHe

provides “a justification for assuming that eacmilg acts if it maximizes a

single utility function.*”

He implicitly concludes that those members (e.g.,
women) who are less efficient in market activitidl work in home and

consume for the family.

Briefly, the discipline which is calledew home economiegas new in applying
the logic of market to a new area, that of housshgat it was not so much new
in its perception of women’s place in the economfiythe logic of household
cannot be carried to the market then carry theclagfi the market to the
household; incorporate the social context into @classical framework for which

Becker is said to have gone furthest. The fielthahe economics serves for the

10 Gary S. Becker, “A Theory of the Allocation of Téf) The Economic JournalVol. 75 No.
299. (Sep., 1965), pp. 493-517 and “A Theory of fiége: Part I",The Journal of Political
Economy,Vol. 81 No. 4. (Jul. - Aug., 1973), pp. 813-84& Theory of Marriage: Part Il
Marriage, Family Human Capital, and Fertilityhe Journal of Political Economy/ol. 82 No. 2,
(Mar. - Apr., 1974), pp. S11-S26.

"1 Becker, “A Theory of the Allocation of Time”, p18, emphasis added.

172 Becker himself repeatedly pronounces marriage etankhis “Theory of Marriage” articles. He
tells, for instance, that he “presented an analysthe marriage market” or considered “the effect
of love and caring between mates on the naturetted equilibrium in the marriage market”.
Becker, “A Theory of Marriage: Part II”, pp. S1151

173 Becker, “A Theory of Marriage: Part II”, p. S24.
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scientific justification of women’s confinement to home amuubehold duties.
Moreover, this feminine sphere of home is definedhe non-productive sphere

and all housework is considered as consumptiomigcti

As Ferber and Birnbaum state:

In reading through the work of these authors [nemmé economists] one finds
constant references to woman’'s “household respititis&f’ and “child-rearing
duties”, and frequent mentions of husbands “helpthgir wives in the home. No
mention is made of allocation according to produsti In other words, housework
is women’s work . . . They go on however, to argbat lower investments in
women’s market skills are a major cause of lowaniegs. Thus we come full
circle: women specialize in housework because tawn less in the labor market,
and they earn less in the labor market becausestbegialize in housework . . . Part
of the explanation might be increasing tendencgdeept that women have a place
in the market, even though their primary respotigjbis still at home'™

The androcentric bias of mainstream economicsde at work in its peculiar
treatment of consumer behaviour. The rational coesuis motivated by self-
interest that s/he acts, like living in a vacuunthwhe motive of increasing one’s
own utility. Preferences (also called tastes) akern as given and stable, therefore
they are treated as exogenous. In addition to Bedcaon-economic factors like
tradition, psychology, etc. in the determinationtadtes, also the preferences of
other individuals are not taken into accounting mwhmaking consumption
decisions. It is assumed that utility is conceiasdoeing radically subjective and

interpersonal utility comparisons are denied asssibility.

According to England, one problem of ignoring tinel@geneity of tastes is that it
obscures some of the processes through which gémetrality is perpetuated®
For example, children learn what same-sex adultarab form their own tastes
and values accordingly during their childhood slaadion. Thus, “gender roles
and also sexual discrimination affect the tastethefnext generations™ In a

culture where beauty is highly appreciated and smhmdeterminative in the

174 Ferber and Birnbaum, “The New Home Economics: ¢¥pects and Prospects”, p. 20,
emphasis added.

17 England, “The Separative Self’, p. 44.

176 England, “The Separative Self’, p. 44.
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social identity andvalue of a woman, it is not surprising that she will igder
greaterutility from spending her extra money on buying those mendttrousers
or on cosmetics than a philosophy textbook. Theeeéxisting gender norms and

roles affect preferences of current and succesgguerations.

Neoclassical economics also treats consumption ggasdan abstract bundle of
goods. However, many items or products are agsaciith one or the other
gender. As Costa tells: “In parts of Greece, vityuall the items of the household
are associated with women, and tools for workintgide the home are associated
with men . . . This basic European gender assoaqiaif objects is manifest in
Euro-America as well*’” Susan Willis, in her essay “Gender as Commodity”
elaborates on the ways through which genderingbleas a main ingredient of
commodity consumption in the late twentieth-centoapitalism.We buy into a
gendersuch that we demonstrapenderedlifestyles through the things we buy
and through the same process the gender itself asmanodity is maintained.
Today’s toy market clearly exemplifies how commizgitare structured along and

have influence upon specific gender lines. In Wilvords;

Our culture is mass culture, where one of the geeshearly influences on gender is
the mass toy market . . . in today’s toy marketdghe a much greater sexual division
of toys defined by very particular gender traitarthhas ever existed before . . .
Walk into any toy store and you will see, recapitatl in the store’s aisle
arrangement, the strict distinction and separatibthe sexes along specific gender
lines: Barbies, My Little Ponies, and She-Ras ine oaisle; He-Man, the
Transformers, and Thundercats in anoth@r .

In addition to tastes and consumption articlesdpgiendered, and as a cumulative
outcome of these, behaviors associated with consompre gendered as well.
Women are, for instance, often responsible for gongion activities like
shopping for household nutrition and hygiene, whisumption of sports is

associated with men. Finally, “marketers perfohirt activities differently when

17 Janeen A. Costa, “Introduction” to Janeen A. Cds@.), Gender Issues and Consumer
Behaviour,London and Thousand Oaks: Sage Publications, 3§94;10, p. 3.

78 Susan WillisA Primer for Daily Life London: Routledge, 1991, p. 24.
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their targets are male than they do when the target female, and customer’s

responses to these activities often differ on #msof gender™®

Ignoring the role of gender; in formation of prefieces, in attachment of these
preferences to available goods, in differentiatbmarketing activities according
to sex of possible buyers, neoclassical consumeoryhis gender-blind. This
blindness stems from the blindness of the econodigrspline to experiences of
women in general and to experiences of consumeaiticular—an individual is
generically ahe that engages in production. This approach hasodts in early
classical political economy’s separating the congiion proper and productive
consumption. Implicit in this division lies the assption that consumption is an
activity that takes place in the sphere of houskhol the feminine and
unproductivesphere. Women'’s reproduction and other servicesirwtiousehold
such as cooking, cleaning and childrearing are greed as unproductive
housework in nineteenth-century economics thouigicesthey are unpaid and not

subject to market exchandf®.

Drawing on the methodological insights of feminestonomists; Hirschfield
makes a distinction between two methodological cgan control stance and
conversational or democratic stance. Commonly gsediol stance embodies the
economist’s perception of herself, “analyticallytside of the economy”. This is
the methodological attitude of mainstream economidsch “embodies the
masculine values of detachment and control or datiwn.” “The control stance
is analogous to the stereotypical role of the fiathehe Western nuclear family —
he comes from work (is separate from the familyd as head of the household is

in charge of making the decisions for the famff{%”

Opposed to control stance, Hirschfield proposestnversational stance which;

179 Costa, “Introduction”Gender Issue. 3.

180 Nancy Folbre, “The Unproductive Housewife: Her Exion in Nineteenth-Century Economic
Thought™, SignsVol. 16 No. 3 (Spring 1991), pp. 463-484.

181 Hirschfield, “Methodological Stance and Consumpftlheory”, pp. 194-196.
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[Involves the more feminine qualities of connentiand identification . . . In the
conversational stance the individuals who congitilee economy are not passive
objects of study . . . [Conversational stance] wougrovide much stronger
motivation to inquire into how consumers actualghave . . [W]ere economists
make use of the conversational stance, they winddstudying consumer behaviour
more fruitful as the work of Hazel Kyrk (1923) slsot#?

It is our contention that, Hirschfield’s drawingeattion to Hazel Kyrk's works,
to her proximity to conversational stance givesonignt insights for a feminist
analysis of consumption. Kyrk’'s approach to ecormsmof the household
combined with her theory of consumption differetggaher work apart from the
works of both neoclassical economics and home eumso This is the reason
why it stands at “the borderland between econorait$ home economics®
Therefore, Kyrk’s works deserves closer examinatidre following section tries
to make a preliminary attempt at such an examinaiad it elaborates on Kyrk’s
conversational stance in hdtheory of Consumption (1923nd Economic
Problems of the Famil§1933).%

3.2 The Borderland Between Economics and Home Econonsic
Consumption Theory of Hazel Kyrk

She approached consumer theory as a theory of hbetsawviour. She argued that
goods and services are not the end of productidnnimrely instrumental in the
production of welfare. She stressed the importarficghat goes in the household as
a field worthy of economists’ attention. And she pdvasized the importance of
conceptualizing the consumer not in a timelessspadeless world, but as a human
being with past and a social context. Because isfgbhme say that- writing in the
first half of the twentieth century as she did- sivas a pioneer in the field of
consumer economics’, ‘broadened the economicsatturn to include consumer

182 Hirschfield, “Methodological Stance and Consumptibheory”, pp. 194-201, emphasis
added.

183n a letter to Kyrk from Marshall , dated March924 cited in van Velzen, “Hazel Kryk and the
Ethics of Consumption” in Julie A. Nelson and Mana A. Ferber (edsBeyond Economic Man
Chicago: University of Chicago Press, 1993, pp538-p. 44.

184 Unfortunately, it was not possible to reach omgjitexts of both Kyrk’sTheory of Consumption
(1923) andeconomic Problems of the Fami{§$933) This section draws on secondary literature
that summarized Kyrk’s theory of consumption anddehold behaviour; Susan Van Velzen, “The
Consumer and the Good Life: Hazel Kyrk’s Ethicalpfpach to Consumer Theory”, Van Velzen,
“Hazel Kryk and the Ethics of Consumption,” and ddinfield, “Methodological Stance and
Consumption Theory”.
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topics’ . . . did constructive work ‘on the bordertl between economics and home
economics’ and that her contribution to economies tgreat’ and ‘significant'®®

Van Velzen opens chapter on Kyrk’s theory of congtiom in her book with this
praise of Kyrk’s contribution to economics and esathat the original motivation
behind the study was one of curiosity and desiraunderstand why Kyrk’s
contribution has not been recognized, while thdsthe others working in the
same field havé®® According to van Velzen, this is because of thet that
Kyrk’'s theory of consumption does not integrateoitite neoclassical tradition
both in its content and method. Kyrk’s approachctmsumer behaviour is
different from those of the time and perhaps, ik atoes not count Veblen,
pioneer in the field of economics in terms of itegrcupation with the agency of

consumer and non-economic factors affecting consomp

Kyrk rejected classical economics’ preoccupatiorthwproduction and its

perception of consumers as passive beings:

Formally the consumers’ existence was recognizesl; were always there, a sort of
bottomless pit into which a continuous and everdasing stream of commodities
must be kept flowing*®’

Kyrk was not satisfied either with the kind of soeignty attached to consumers
by the subjective value theory of neoclassical eodns since it rests on a false
perception of human behaviour, “as if men were aitgml, self-interested,
pleasure-calculating machine$® Neither the preferences and values of people
nor choices and attitudes towards them are restiftserely individual processes
as if individuals are living in timeless and spassl vacuum. They are, to the

185 Reid (1972), Hartmann (1974), E. Nelson (1980)rs¢hfield (1996), Beller and Kiss (1999)
cited in van Velzen, “The Consumer and the Good’Lip. 9.

18 van Velzen, “The Consumer and the Good Life”, p. ¥an Velzen comes to this conclusion
that Kyrk’s work does not attain the attention ésdrves, given the almost total lack of reference
to her work in studies of consumption and frequephunciation of Gary Becker and/or Margaret
Reid as the founders of home economics althoughirtdispensable that they owe much to Kyrk
in development of their own theories.

187 Kyrk (1923: 13) cited in van Velzen, “The Consuraad the Good Life”, p. 19.

18 yan Velzen, “The Consumer and the Good Life”, o. 2
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contrary, socially determined. Therefore, Kyrk ttagxploration of the social
basis of consumer behaviour from scratch. This tisgar from scratch

differentiates Kyrk’s analysis from the other @#iof mainstream consumption
theory. She explores the valuation process andearthat utilities derived from
consumption cannot be compared since they cannokfresented simply in
monetary terms. Therefore, the logic of guidingfpsoin production theory

cannot be utilized for understanding consumptiortesithe consumer “has no
guide like profits to say that spending money odress, for example, would

yield more utility than money spent on a lectunéese™® In Kyrk’s words:

Self interest and calculation may be satisfactdugs to business man’s conduct,
but they cannot be carried over to the interpretatif consumers’ choices . . . The
consumer, of course, may deliberate and compagenative courses of action, but
the thing involved is not a difference in quantityit a difference in resulting

situations which may be quite different in kind.urther what he wants and how he
comes to want it remain an unsolved probtéh.

Kyrk acknowledges social nature of preferences @mmces in a manner that
neither ends nor means of consumption are relegabedoredetermined
necessaries and fulfilment of these necessitigzassive consumers by objects.
For Kyrk:

A complete theory of consumption cannot take thigdttudes, preferences and
purposes] for granted and ask how adequate is #whamism through which they
are carried out, but must undertake the analystheoforces which called them into
existence and which strengthen or change thém.

The second major publication of KyrlEgonomic Problems of the Family(1933)
is structured around the analysis of the curresttipm of (American) families in
terms of incomes, standards of living and “proldesither incidental to direct
production, to earning, or to spending of moneyhe Sliscusses “the character,

efficiency and future of the household productisnnaell as the economic status

189 Hirschfield, “Methodological Stance and Consumpfiheory”, p. 203.

190 Kyrk (1923: 144) cited in Hirschfield, “Methodolimgl Stance and Consumption Theory”, p.
203.

191 Kyrk (1923: 131) cited in van Velzen, “The Consuraad the Good Life”, p. 24.
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of women engaged in it.” In a chapter on ‘Have hekaeping women a full-time
job?’ she addresses the factors that effect theemsichoice between household
work and market work like discrimination towards men in labour market,
“difficulty of combining paid work with household avk”—so-called double
burden of women. “She lists numerous factors wimay explain why Veblen’s
‘ladies of leisure’ or Johnson’s ‘Blondies’ are bugot by choice but because
they can not do much els&? Kyrk does not, contrary to most of early home
economists and new home economists, perceive wa@massociation with
housework as natural or economically rational. Batshe argues that even if
women’s preferences are shaped for engaging inemau& because it gives
higher satisfaction irrconomicsense of the term; preferences can change with
time andshould change. Moreover, she acknowledges the restrictmased
upon preferences and household activities by alltworms, traditions, etc. For
women who try to combine paid work with family lithe points out possible
(radical for the time) solutions, such as “an egsiaaring of the household
activities between husband and men and other membkrthe family in
proportion to their ability” and “the abandonmeritfamily life in independent

households.**®

Van Velzen compares Kyrk’s work on home economiith #hose of early home
economists namely of Catherine Beecher, Ellen Rishand Christine Frederic
and also with those of new home economists; nar@ay Becker. Her work
resembles to those of early home economists’ in tihe@y share a focus on
household work and household management. Kyrk’'skvatands apart from

these home economists’ of her time as she tells:

In no respect can the book be considered a maridalhats” and “hows” for the
home-maker. Nor should the title “Economic Problemwk the Family” be
constructed as “Home Economics” in the broad seoseering the technical and
practical questions of nutrition, child care, carkthe house and selection of

192yan Velzen, “The Consumer and the Good Life’3%.

193 Kyrk (1933: 106-7) cited in van Velzen, “The Conwr and the Good Life”, p. 35.
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clothing, furniture and household equipment. Thebfms dealt with are
“economic” in the academic sense of that tén.

Although these early home economists and Kyrk appiscientific method’ in
analyzing household production, their understanaihgy ‘scientific method’ is
different. The formers mean to “carve out a nifdrescientifically trained expert
women who could serve as housewives” whereas ther leonsiders scientific
method in a more democratic wayand “urges all consumers, women and men
alike, to apply scientific spirit to life and scinize and if necessary remake their
own valuations.**® Kyrk helped to shift earlier focus of home econcsnirom
household management to consumption and houseboltbmics. Application

of the logic of market to household and consumpisowhat Kyrk rejected, as
she believed that there cannot be a common mong¢giyminator, unlike profits

in production, in consumptive practices of peoplathermore;

Her focus on consumption and household issuesamedcally important activities
helped to change the manner in which these issees perceived in the discipline
of economics. As an economist living in borderldetween economics and home
economists, Kyrk was among the first to put whas waditionally seen as women'’s
work on the agenda of economfcs.

3.3 Construction ofMrs. Consumer

Mary Louise Roberts in her woBender, Consumption and Commodity Culture
points out that the relation of women in nineteerghtury to the new consumer

culture had a twofold character. Woman was insdrilas consumer and

194 Kyrk (1933: xix) cited in van Velzen, “Hazel Knand the Ethics of Consumption”, p. 47.

195 van Velzen tells that John Dewey’s ethical thougtivided the main framework for Kyrk's
ethics of consumption such that her analysis osooption can be interpreted as a pragmatist
Deweyian approach to the consumption process. \&revi, “The Consumer and the Good Life”,
p. 56. The relation between Deweyian pragmaticogbibhy and ethical aspects of Kyrk's theory
of consumption would not be explored here since e beyond the scope of this study. We
confine ourselves by saying that ‘democratic’ refeere both the moral meaning of the word, a
minimum of good life for all, and also the stané@on-hierarchical conversational stance.

1% van Velzen, “The Consumer and the Good Life”, p. 4

7yan Velzen, “The Consumer and the Good Life”, p. 4
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commodity, purchaser and purchase, buyer and bdtiyfitvo opposite and
extreme cultural representations of women; as liygtdmaniac and the prostitute
served as the projections of this double way mhatand cultural perception of
this relation~women women held towards consumetuil “If the prostitute
represented women-as-commodity, the kleptomaniache#éh her antithesis and
evil twin: woman-as-consumet® Roberts claims that this notion of a dual,
contradictory relation of women to consumer cultwas perhaps first put forth

by Veblen in hisTheory of the Leisure Clag$899)%%°

The earliest form of property in ancient culturegblén believed was the
“ownership of women by the able-bodied men of themunity.”* In archaic
culture women served as ‘trophies’, the spoils af that proved the prowess of
young warriors. Although in modern society, womere ao longer seen as
straightforwardly as slaves of men, according twlge, their status in marriage
still bears a trace of their former servitude. Imadern consumer society, the
wife has become the ceremonial consumer of goodshwie produces®? For
unlike a slave, she is allowed to consume but ddasumption is always
vicariousin Veblen’s term—for another not for her. She |jueg tangible proof of
her husband’s wealth through her self-ornamentati@hvicarious leisuré>

Given the increasing participation of women in worke and weakening

ideology of breadwinner men, feasibility of Veblsranalysis to a theory of

1% Mary L. Roberts, “Gender, Consumption, and Comryo@iulture,” The American Historical
Review Vol. 103 No. 3, (June 1998), pp.817-844, p. 818.

199 Roberts, “Gender, Consumption, and Commodity @effypp. 817-818.

2% Roberts, “Gender, Consumption, and Commaodity @eltup. 819. Veblen's analysis of the
cultural dimension of consumption is explored tmeaextent in the first chapter of this thesis. His
theoretical implications for a culturally-constredt consumption would not be repeated in this
chapter. Rather, the implications of Veblen’s aslypf women'’s relation to consumption will be
explored.

21y/eblen,The Theory of the Leisure Clags 33.

22\/eblen,The Theory of the Leisure Clags 69, emphasis added.

293 Roberts, “Gender, Consumption, and Commodity @eff{ip. 819.
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modern women’s consumption is debatable. Mored¥ellen’s framework does
not totally overlap with the current consuming pices and is not applicable to
all parts of society since his conspicuous consionps applicable to middle-to
high classes. However, as Roberts points out;dhaysis of woman; as marked
culturally both as commodity and consumer, raiseses fascinating questions

for historians.?** As she writes:

Why for instance are the acts of consumption gedidemale in the cultural
imaginary?Why are women identified as the primary consumeWaestern society?
And how men are imagined in their relation to condities? Why has woman -as
eroticized objects of desire-come to represent wmes culture? Why is this
metaphor (as well as the female act of consumptmn)thoroughly eroticized?
Finally, what is the relationship, if any, betweemoman’s social role as consumer
and her symbolic role as commodify/?

As Roberts points out, women are constructed asptiraary consumers in
modern society. This construction of women as conisg classseems to have
got unequal attention from feminist scholars rewtito the issue of
commodification of women. While feminists rightlycaise the ideologies of
beauty, media and pornography industries of comfyiodi women’s bodies they
seems to have overlooked the fact that middle-clasaen were at the same time
incorporated primarily as consumers to modern $pcleis aimed, in the rest of
this chapter to find some insights to answer thmpsestions Roberts posed in the
guotation above. Social origins of the female comsr and how the women’s
social and symbolic relation to consumption changstbrically will be explored.

By claiming that women are constructed as a consgiiass we do not mean, of
course, that women do not engage in productiongso®r that men do not
consume. Neither, a static meaning of female coesusproposed. Rather, the
point is made to the construction of the sociahtdg consumeras a constitutive
element of feminity in opposition to the constroati of the social identity
producer as a constitutive element of masculinity and wites of these
differentiated identities in cultural perceptiond/omen are perceived as the

204 Roberts, “Gender, Consumption, and Commodity Geflip. 819.

2% Roberts, “Gender, Consumption, and Commodity Geffp. 819-820, emphasis added.
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predominant consumers of the products of the ecgnoBulk of the
advertisements talks to, and makes use of, womemé&W are presumed to have,
and somealo have, an obsessive habit of shopping and buyirng.dimed to gain
insight to how womeircome to bessociated with consumption with its historical,

material, ideological and symbolic roots and repssons.

The argument that women as the dominant consumlags avas historically
constructed also bears the claim that the procéghi® construction was not
natural and inevitable despite the fact that ifrequently accompanied by a

naturalizing ideology.

By the termwomenin the context of their consumptive behaviour @er mainly

to middle class women and mainly to Western womere.hGiven the mass
production more and more goods are available ag¢dgwices and thus accessible
to lower classes. Also, a Western model of consgrhghaviour is being and has
been to some degree constructed in the Third Wamlchtries?®® However, it is
not still possible to talk about one homogenousigmwomenthat is exploited by
patriarchy that crosses all class and ethnic diffees. As Maria Mies tells; “there
Is not only the hierarchal divisions between theesethere are also other social
and international divisions intrinsically interwovevith the dominance relation
between men and womeff* Therefore it is not possible to situate women’s
relation to consumption culture in one form giveme tcultural and class

differences among women. Yet, as Costa points:

Still despite variation from one society to the hard individual departures from
social norms, some generalizations about human ggewicthotomization are
possible. In all societies there is gender difféadion and inequality is almost
always inherent in the distinction. What is mdies men are superordinate and the

20 peter Stearns talks about the spread of modersuaterism to societies in Eastern Europe,
Asia, Africa and Latin America. He makes the cautibat “consumerism did not spread evenly
and uniformly” and that “there was not a singletg@at.” Nevertheless, he considers global
extensions of consumerism as “the most successkstévh influence in world history, more
eagerly sought, for example than political demogra8tearns,Consumerism in World History,
pp. 73-74.

07 Maria Mies,Patriarchy and Accumulation on a World Scdlendon: Zed Books, 1998, p. 1.
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women are subordinate within the unequal sociaéiord . Consumer behavior is
one area in which the differences between men andes, and often hierarchical
implications of those differences, are evident [T]o be specificconsumption is
often gendered®

As Maria Mies suggests and successfully elaborates we must take
international division of labor, and how it cameb® what it is, into account and
find out the relations between the progress of talgi world economy and
integration of women and other people as suborei&b this system. It then
might “become possible to overcome the limited vadweultural relativism which
claims that women are divided by culture worldwideln. fact we are both
divided and connected by commodity relations” anarld market does indeed

connect the remotest corners of the wofft.”

The rise of modern capitalism was nopeacefulprogress; its rise as a world
system, was based on large-scale conquest and iaolplunder and the
emergence of the world-markef. The rise of the West was based on the
exploitation and subordination of its women and quaest and colonization of
other lands and people. For Mies, the primitiveuatglation of Western capital
and the rise of modern science and technology s@neected to the persecution
of witches, colonizationhousewifizatiorof European (and colonial) women and

subordination of naturg’!

During the craze for witch hunting which raged Epedrom the twelfth century
to seventeenth, continental Europeans executedebatwwo hundred thousand
and half a million presumed witches, virtually afl whom were women. It was
one of the mechanisms to control and subordinat®ewo It was also a business
“that fed the original process of capital accumolat perhaps not to the extent as

208 Costa, “Introduction”Gender Issuepp. 2-6.

299 Mies, Patriarchy and Accumulatigrpp. 2-3.

2% Immanuel WallersteinThe Modern World-System: Capitalist Agriculture aheé Origins of
the European World-Economy in the Sixteenth CenfNew York, San Francisco and London:
Academic Press, 1974, pp. 66-132.

21 Mies, Patriarchy and Accumulatigmp. 77.
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the plunder and robbery of the colonies, but celyaio a large extent than is
known today™?'? It was a source of income for many; priests, lawy@udges,
councils, etc. and the property of witches werefisoated by the state and helped
for recovering financial crises of the economy likeancing wars, building

infrastructure, etc.

The process of creating ritualistic imaginary eresrior the social and national
order is not, contrary to common belief, a uniqaatdire of totalitarian regimes
but “nations as corporate entities are all searcfonthe same thing: the mythical
enemy which stand in symbolic opposition to thelemivity as a whole”.
“Modern men also mingle and find them in moral catbith the mythical forces
of the nature®®® Such was the interest in accusation of women &shes and
enemies against social order and fight for teémination. It was systematic and
against women, men executed as being witches drealNy absent. Jean Bodin
and Francis Bacon, who were staunch defenderstiohadity, were at the same
time proponents of state-ordered massacres of edtciihe interrogation of
witches also provided the mode of new scientificchod of extracting secrets
from the Mother Naturé"*

Hence, seen in terms of larger context;

[T]he church, the state, the new capitalist clasbrmodern scientists collaborated in
the violent subjugation of women and nature. Theakw&ictorian women of
nineteenth century were the products of the temethods by which this class has
moulded and shaped “female nature” according tmiesests™

%12 Mies, Patriarchy and Accumulatiqrp. 87.

213 Albert James Bergesen, “Political Witch Hunts: TBacred and the Subversive in Cross-
National Perspective’American Sociological Reviewol. 42 No. 2. (April 1977), pp. 220-233, p.
230.

214 Mies, Patriarchy and Accumulatigrpp. 82-87.

15 Ehrenreich (1979) cited in MieBatriarchy and Accumulatigrp. 88.
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The witch-hunting process in its systematic viokeragainstrebellious women,;
“economically and sexually independent women”, agganied by the “tendency
towards domestication and privatization certaingdha great impact on the
creation of the new image of tgeod womara propehousewife and motheir

the centers of capitalism in the nineteenth andntisth centuried*® This
housewifizatiorof women in Europe, later also in America; “theatron of ideal

of domesticated privatized woman concerned vate and consumption and
dependent on a maleeadwinnet was not a process unrelated to the colonization
of the other parts of the worfd’ It is the thesis of Maria Mies that these two
processes of colonization and housewifization &sety and causally interlinked

such that;

Without the ongoing exploitation of external colesiformerly as direct colonies,
today within the new international division of lalsethe establishment of the
‘internal’ colony, that is, a nuclear family andwoman maintained by a male
‘breadwinner’, would not have been possifife.

Throughout history of the capitalist world-econothg search for new zones, new
people and new resources has been the basic maftizapitalists since the
beginning. This motive took different forms; colpaiion, imperialism and
globalization, etc. The main concern of the colerszwas to manipulate the
traditional systems in the colonies in order to makdigenous people work for
themselves. This manipulation took different forchee to changing interests of
the colonizers and conditions of the colonized argi Mostly they rearranged
ancient agricultural systems, destroyed the oldjation systems and imposed
taxes on people (e.g., in India) or introduced nyamgage and private property (in
Africa). This manipulation also included speculgton differences between men
and women. In the writings of colonizers one cand fimany passages that show
how they were shocked by the different relationMeetn men and women, and

independence of women relative to their own culture

1% Mies, Patriarchy and Accumulatigrp. 81.
27 Mies, Patriarchy and Accumulatigrp. 103, emphasis original.

218 Mies, Patriarchy and Accumulatigmp. 110.
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Burgese told:

The Montagnais woman is far from being a drudgetdad she is a respected
member of the tribe whose worth is well appreciatad whose advice and counsel
is listened to and, more often, accepted and agied by her husbarfd?

The equality of men and women had been considesed sagn of backwardness
by the colonizers and “to destroy independenceotafrized women, and to teach
colonized men theirtuesof sexism and militarism were parts of theiilization

process.??° Mr. Hall on Cuban planters, for instance, told:

With her power of independence will disappear hree fwill and her influence.
When she is dependent on her husband she can gerldittate to him. When he
feeds her, she is not longer able to make her \ascleud as his is . . . The nations
who succeed are not feminine nations but the memgcul. . It has never been good
for women to be too independent, it has robbed tbEmany virtues. It improves a
man to have to work for his wife and family, it neska man of hinf*

The colonizers brought with them a set of notiobsud the proper place for
women, enforcement of which deteriorated women’'sitmms considerably.
They, to a large extent, destroyed local industiibgh were mostly in the hands
of women, took women’s economic independence aed thanged marriage and
inheritance laws. They tried to enforce Europearddteiclass model of
monogamous marriage and nuclear family to the eapeople of colonized

regions.

Of course, these policies of colonizers were nandgenous; it changed from
colony to colony and from time to time. Howeverytheere basically motivated
by capitalist cost-profit calculations. Nor wereesle policies enforced without
resistance of the natives. Therefore the changtsirelations between the sexes,

219 Burgesse (1944) quoted by Eleanor Leacock, “Mamdiay Women and the Jesuit
Program for Colonization” in Mona Etienne and Eleaheacock (eds.)Women and
Colonization New York: Bergin and Garvey, 1980, pp.25- 4239.

220 Mies, Patriarchy and Accumulatigrp. 93, emphasis original.

221 G, M. Hall's (A Nation at School266) quoted by MiesRatriarchy and Accumulatign
p. 94.
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marriage and family patterns in the colonies ditltake place straightforwardly.
Colonizers tried to create gender division of labiouAfrica while they widened
and transformed the existing one in IntfiaWives of colonizers were shown as a
model of civilized women to native women in colani@dhey modeled how to
dress, how to obey their husbands and how to comsboropean good$?
Europeans trained only men for working with toofsneechanized agriculture
whereas women were educated only for being housswilhis caused increase
in the agricultural productivity of men producingst crops. Since men produced
cash crops and earned wage they could enlargefémeis or look for other jobs
while the status of women relegated to unpaid katsoon their husband’s lands

and they are alienated from their products.

The policies applied by colonizers in order to gasexual division of labour,
marriage and inheritance patterns can be divedsifigeh examples from other

colonies?®*

Given the cultural and regional differences, orighinstill make the
generalization that the European intervention & ¢blonies that is motivated by
material gains deteriorated the lives of nativegy@émeral; and made women’s
lives in colonies even worse; subordinating wonemen of their culture and to
other men, creating gender inequality if it did netist or widening and

manipulating the existing ones.

As, Mies argues, there was ather side of the storgf European colonization; the
creation of women first in Europe, and later in tH8A, as consumers and
demonstrators of luxury and wealth and at a laBgesas housewives. The violent
subordination of European women during the witchs@eution and of African,

American and South American women during the calogi processthe putting

22 This is an unpublished claim of Sheila Pelizzoonfrher lecture notes of “Women in the
World- Economy” course.

22 Jean and John L. Comaroff, “The Colonization oh&mousness in South Africdconomy
and SocietyVol. 18 No.3 (August 1989), pp. 267-295.

224 The bookWomen and Colonizatioedited by Etienne and Leacock gives a valuablectidn

of women’s experiences from various colonies. dr&ilverblatt (1980), for instance, looks at the
situation of Andean women under Spanish rule andste Ward Gailey (1980) explores the
deteriorating position of Tongan women under Bhitigle.
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down to nature of women of the colonies amsing to the status of ladies of
European women were facets of a intrinsically amaisally linked process within
the patriarchal-capitalist mode of productf@nThis other side, the construction
of the feminine sphere of consumption in Europeamtext and later widening of

this to an international context is explored in fibléwing sections.

3.3.1 Construction of Household as a Feminine Sphere @onsumption

While the Big White Men appropriated land, natuegources and people of the
colonies, while they disrupted all social relatimneated by the local people, they
began to build up in the fatherlands the patridrcheclear family, that is, the
monogamous nuclear family as we know it to@&yThe aristocratic model of
family based on the cohabitation of spouses anelhrason of the household for

consumptive (leisure) purposes gradually diffusedsing bourgeoisie.

The acts of consumption and relation of consumptiogender acquired entirely
new meanings during the transition from aristocratd bourgeois society.
Whether these qualitative and quantitative chamgesaterial life of Europe and
the speed of this change deserve the labeloosumer revolutions a debate
among historians of consumption that has not yehbesolved. What is agreed
upon is the fact that the conditions of materitd, lIhow the goods are produced,
distributed and finally consumed has changed. Ass ielaborated in the first
chapter, separation between production and consompbok place and this
separation has close ties with the developmentpitalist mode of production.
Production and consumption changed character;atmeeir was, now, being done
for market exchange in a capitalist system wheread been being generally for
subsistence needs in the old regime. Whereas pewmmduced goods of
consumption by household production in the old eaysthey began to acquire
these goods from the market. The separation ofyatexh from consumption also

meant the separation of the place where thinggperéuced, that is workshop,

25 Mies, Patriarchy and Accumulatigrpp. 95-101.

2% Mies, Patriarchy and Accumulatiqrpp. 103-104.
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from the space where things are consumed whiclousdhold, a separation that
also has connation with thproductivepublic versusonsumptiveprivate domain

dichotomization.

Moreover, modern household was no longer a placproduction but one of
consumption associated with the female member @fféamily-Mrs. Consumer.

However, it is claimed here that these change®msumption and its relation to
gender were not rapid and straightforward. Neitwere there anything about
modern family attitudes towards consumption, leaftall the gender-based
division of labour between Mr. Breadwinner and Mtansumer, that have come
naturally to what they aré’ Firat tells that, the existence of a close refeiip

between consumption and gender goes without saggtichistorical foundations
of this relationship have not been systematicallydied??® This study tries to

make a preliminary attempt to study historical fdations of this relationship

between consumption and gender and how it evolwedigh time.

3.3.1.1 Housewifization in the West: From Luxurious Ladies to Mrs.

Consumer

Under theancién regimgsociety was organized by orders as well as bysels

“princely rule apportioned goods according to afgetuerarchies, and religious
symbolism offered a central axis of meaniAg.Rigid nineteenth-century notions
of the suitability and naturalness sé¥parate spherelsad not yet taken hold, and
new models of domestic womanhood were just begintinform the values of

the upper and middle classé&s.

22" \fictoria de Grazia, “Introduction to Part Il : Bslishing the Modern Consumer Household”, in
Victoria de Grazia and Ellen Furlough (edShe Sex of Things: Gender and Consumption in
Historical PerspectiveBerkeley, L.A. and London: University of CalifoanPress, 1996, pp. 151-
161, p. 152.

228 Frat, “Gender and Consumption: Transcending gaiRine”, p. 205.

22 victoria de Grazia, “Introduction to Part I: Chamg Consumer Regimes” iBex of Thingspp.
11-24, p. 11.

230 Jennifer Jones CoquettesandGrisettes Women Buying and Selling in Ancien Régime Paris,”
in Sex of Thinggp. 25-53, p. 26.
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In the Old Regime, “fluctuations in the meaningjlest and quantity of material
culture were discussed in terms of luxury, a tersually associated with
effeminate men or lustful wome® De Grazia points to the fact that; when
consumption is the central axis of analysis, thesp@uousness of the female
figure, in contrast to her real powerlessness, hesulted in a kind of
overtheorization, whereas when matters of publiacepare analyzed, like in

political theory, the role of women is generallydertheorized>?

Luxury is generally associated with women in c@tuimaginary when it is
criticized. For instance in terms of economic antiucal disorder it was generally
women, especially court ladies who were blamedteir excessive spending in
luxurious items. Moreover, it was always women thate characterized as being
seduced by commodities. Although writers on luxaiways “remarked that there
were many vain and frivolous men, they rarely @my®d men as irrational

consumers, seduced by trinkets and gloss, as tteyaien.?3*

In Luxury and CapitalismWerner Sombart has advanced the thesis that the
courtesans and cocottes who were the illegitimaters of princes and kings
created the demand, theed for luxury goods, the trade of which gave impetus
to capitalism. Women, although in reality excludiesin the realm of power, their
power in decisions related to luxurious spendings tb their love relations with
princes and kings, had an important role in théohisal formation of capitalism.

31 de Grazia, “Introduction to Part I, p. 13.
232 de Grazia, “Introduction to Part I, p. 19.

233 Jennifer Jones, Coquettesand Grisettes p. 35. Besides thidrrelevance of men to
consumption, sometimes their disdain for luxury #mlrinconspicuous consumpti@me praised.
For instance, David Kutcha shows that Englishmelgthing in eighteenth and nineteenth century
was driven increasingly by inconspicuous form ohsumption, characterized by modesty and
simplicity, such that the era was labeled as “greasculine renunciation” by clothing historians.
David Kutcha, “The Making of the Self-Made Man: &da Clothing and English Masculinity,
1688-1832" inSex of Thinggp. 54-78.
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To quote Sombart, “luxury, itself a legitimate chdf illicit love . . . gave birth to

capitalism”?*

Sombart gives us a detailed account of the devedoprand items of luxury
consumption at the ltalian, French and English tsowf the sixteenth and
seventeenth centuries. Moreover, he is particulamtgrested in the role of
courtesans in the rise and development of luxuratwie calls “the triumph of

women.Z* In his words:

Having thus established beyond any doubt that ekeesluxury was the
characteristic of the period we are concerned wiighhe, we shall proceed to
determine how the demand for luxuries is relatethéosocial factors considered in
the preceding chaptersMore particularly-and this is the fundamentaésis of the
present inquiry-we must ascertain the extent taclvkvomen, especially women as
objects of illicit love, have influenced the lifatigrn of our age . . But | should like
to show even more clearthe intimate relation between the developmentixdidy
during that period and the supremacy of the couames. .?*

Sombart denies a Veblenesque understanding of thi@venbehind luxurious
consumption. According to him, to say luxurious reiag is based on one’s
motive of distinction from lower classes and repiota among own class, there
must be a prior condition; existence of luxuryhe first instance which serves as a
means to satisfy this motive of distinctiol. For Sombart, the motive of
distinction cannot be sufficient to understand réseson why there is luxury; it can
be only one aim among others that is empoweretdyise of luxury. He, instead,
attaches the birth of luxury (the legitimate cluldillicit love) to secularization of
love Behind the development of luxury according to $am there was a sexual
economy powered by the secularization of love, Wisi@arting in the Middle Ages,

eventually freed the cosmic love instinct from thée of church and marriagé®

234 Sombart Luxury and Capitalispp. 171.

235 Sombart Luxury and Capitalisip. 94.

236 sombart Luxury and Capitalistrpp. 63, 94.

%37 Sombart Luxury and Capitalisip. 61, emphasis added.

238 de Grazia, “Introduction to Part I, p. 20.
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“The emancipation of flesh, gradually gave way moepoch of natural sensuality,
followed by a certain refinement, then debauchdinally perversion.** The

development of luxury is based on this new meaaiterhed to bodily appetites.

Coming back to the relation of women to luxury; @cling to Sombart it was the
domain of women who dominated the changes in stgghion and spending of
luxury items. Bourgeois women tried to emulate éhesistocratic women.
Sombart seems to hold the view that women'’s intenekixury stems from their
innategifts of taste and style and their addiction to luxiareover, he attaches
the new trends in luxury (developments of domeBtoa objectification,
sensualization, refinement and increased frequetacpeculiar characteristics of
women. He therefore takes luxury as a genderedyattthe gendered attitudes
towards luxury stems from the natural make-up of&no, not from historical and
cultural processes that construct women'’s attittowards luxury and the
category of luxury itself as such. For Sombart, wanstayed the same; always
interested in luxury, but luxury changed with tirtee comply with women’s

interests. He tells:

Domestication . . After the seventeenth century luxury became aairafff the
home; women began to draw it within the confinestled domestic sphere...
Objectification. . . It was again women who were the guidingispirthe movement
toward objectification as | wish to term this preseShe could derive only scant
satisfaction from the display of a resplendentnieti Rich dresses, comfortable
houses, precious jewels were more tangiBknsualization and RefinemenfThis
tendency went hand in hand with the tendency towajkctification and was
advanced with remarkable energy by women . . . Ewark of art and every object
of the artcrafts of that period reflected and died the triumphant female . . .
Increased Frequency of Luxury. . Finally, when woman seized the reins of the
world, the rate of producing the means for satigfyluxury demands was still
further accelerated. Woman has little patienceaa n love has noné?*

Women seized the reins of the world? It is hardagwee with Sombart. For
Sombart, it was th@ower of the female that stimulated luxury. But Sombart
accords this power to women ignoring that it wgsower not to buy for herself;

instead but power to manipulate men to buy for Méomen’s (courtesan’s)

239 Sombart (1967: 48, 50,171) cited in de Graziartiduction to Part 17, p. 20.

240 Sombart Luxury and Capitalisypp. 94-97.
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access to luxury was indirect; through the chanheben. They had to attract rich
men and make him love her in order to make himmdder her. We can talk
aboutinfluencerather tharpower in this casé** Maria Mies tells that feminists

will not agree with Sombart:

[W]ho attributes this development of luxury . o.the great courtesans with their
great vanity, their addiction for luxurious clothésuses, furniture, food, cosmetics.
Even if men of these classes preferred to demdasthair wealth by spending on
their women and turning them into showpieces oif thecumulated wealth, it would
again mean to make women the villains of the pi¥¢euld it not amount to saying
that it was not the men-who wielded economic anlitipal power- who were the
historical ‘subjects’ (in the Marxist sense), blue twvomen, as the real power behind
the scenes who pulled the strings and set the @aonerding to which the mighty
men danced?®

Veblen, contrary to Sombart, sees women’s assoniatith luxury as a sign of
their real powerlessness. For Veblen, the luxuricmssumption of middle and
upper-class women is reminiscent and a new forrtheir earlier servitude. In
other words, Sombart seems to speak about a feag@ecy, whereas Veblen
seems to argue for a female compliétyWomen, as one of the ornaments of the
house, demonstrated the wealth of the male maltes.consumption of women
is vicarious since they consume not for themsebdsfor the respect and honor

of her husband (master). According to Veblen;

4L Women’s sphere was influence not power”. Jenrffeanlon believed that this was the vision
of Joseph Hale, the editor badies Home Journah 1928, who believed that women were moral
beings who could influence men around them to im@rsociety. Jennifer Scanlon, Jennifer
Scanlon, Inarticulate Longings: The Ladies’ Home Journal, fder and the Promises of
Consumer CultureNew York and London: Routledge, 1995, p. 2. Tdelef that women'’s sphere
is influence rather than power is very much sumgabit our culture. Women are told that they are
better to kindly convince men around them in orttedo what they want rather than making
explicit claims for “rights to choose” on their owsehalf. Women are told not to appear too
powerful to men but rather do what they wishedestcand indirectly.

242 Mies, Patriarchy and Accumulatigmp. 101.

3 de Grazia, “Introduction to Part I”, p. 20. For @eazia, in reality, Veblen was a “deeply
committed feminist who regarded female conspicusossumption as an unfree activity.”
Veblen’s seeing women relation to conspicuous copsion as relation of complicity, is a reading
of the modern situation of women from a perspecthat considers power relations and unequal
sexual division of labor in the society. For théason Veblen's analysis is a valuable source for a
feminist analysis of consumption, yet Brown claithat Veblen’s reflections have attracted very
little attention from woman’s movement. Stephenvgnp“The Laugh of the Marketing Medusa:
Men are from Marx, Women are from Veblen” in Miria@atterall et al. (ed.)Marketing and
Feminism: Current Issues and Reseatchndon and New York: Routledge, 2000, pp. 129;142
137.
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The wife who was at the outset the drudge and ehaitthe man, both in fact and in
theory- the producer of goods for him to consumas become the ceremonial
consumer of the goods he produces. But still quitaistakably remains his chattel
in theory; for the habitual rendering of the vicas leisure and consumption is the
abiding mark of the unfree servdfit.

Women in modern societies are like slavegaidencages and the magnificence
of their cages obscures and legitimatizes theirridafoon from political and
economic power. The fact that women are not peedhitnenial tasks and
confirmation of their status as objects of display female fashions (bodices,
bustles), patterns of behaviour (needlepoint, ggorks) and physical appearance
(petite, pretty) are evidences of the barbarianustaf women according to
Veblen?”® For a better understanding of women’s relationhwlitxury and
consumption one should look at the link between i association with
consumption and their simultaneous alienation fritv@ realm of political and

economic power.

Jeniffer Jones provides such an analysis of thie hetween French women’s
relation to consumption and their alienation fromwer. In her study of Old
Regime Paris on the eve of the French Revolutibe, explores the cultural
connections between women and consumerism. Sheestig underpinnings of
the cultural anxiety towards femalaarchande de modgsop retailers in the
fashion industry) exemplified in the censure towsatbe dressmaker of Marie
Antoinette, Rose Bertin. This assault on Bertingoading to Jones, represents
anxiety on the “rising commercial preeminence ofnen both as retailers and
consumers”. The act of retail buying traditionaiheant a male consumer and a
female merchant, whereas towards the end of thétesmgth century,
contemporaries began to observe an increasing whfnfiemale shoppers in the
streets of Paris. This was a disturbing phenomdapthem. The critics of this

new shopping culture were troubled by this cultofehopping developing in the

244\/eblen,The Theory of the Leisure Clags 69.

245 Brown, “The Laugh of the Marketing Medusa”, p. 137
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luxury districts of Paris, “a culture in which womelayed prominent roles as

both merchants and shopper$?®

These critics were worrying about the fact that fiwem of all ages and

conditions®*’

rushing to the shops especially those shops rumvdayen, the
marchandes de modeghese were the times when “women who flocketh&®o
fashionable boutiques of Paris were being seduotdy male advertisers, male
merchants or male-dominated corporations, but byn&rd. It was believed that;
“In the realm of commerce, as in the realm of peditwhen women ruled women
disorder, chaos, and folly inevitably reigné® This cultural anxiety towards
women’s rule in determining fashion and preferenoésther women of all
classes had caused an attack on women fashion sretk@&mwomen became linked
to consumption in a new way, not as rulers butdu@ertain suppositions about
women’s relationship to commodities and luxury wexarranged. Because of the
“liveliness, yet passivity of women’s sense of sighd imagination” women were
considered as naturally vulnerable to be seducedodmutiful yet frivolous
commoditie* “In this way, women’s so-called new interest imuny good was
naturalized,that is seen an inevitable part of their psychpifg® Jean-Jacques
Rousseau, for instance, wrote in 1762 that “frormidblood onward, little girls

love everything visual, mirrors, jewels, clotft*

When luxury began to be considered productive ast@ated with women, the
relation of women with luxury and commodities alsbanged. As long as
women’s natural propensity to consume luxurioushn doe channeled into

domesticity it can be beneficial to the economyeatthan being harmful. Jones

248 Jones, CoquettemandGrisettes, pp. 26-27.

47 Dessertas (1785:87) cited in JonéBofuettesandGrisettes, p. 27.
48 Jones, CoquettesandGrisettes, p. 28.

9 Jones, CoquettesandGrisettes, p. 36.

#0Roberts, “Gender, Consumption, and Commodity Geflip. 822.

1 Jean- Jacques Rousseamile (1961) cited in JonesCbquettesandGrisettes, p. 36.
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tells these changing attitudes towards women’s wopsion very eloguently that
it deserves quoting at length:

Alongside the traditional model, which held tha¢ tiemptation to consume luxury
goods derived from human sin and lax morality, ar@s new model, which
attributed the attraction of women to luxury goddstheir specifically female
psychology and attributed a new importance to tie of commodities themselves
in the process of seduction and the creation ofeles . In the second half of the
eighteenth century fears that ostentatious andrioxs dress would cause social
confusion were still rampant, but they were aggreddy new fears that excessive
consumption would threaten women’s natural femirdtyd ordering of relations
between the sexes . . . In the course of the egliiecentury a range of
commentators, from Physiocrats and preachers toolasnagazine editors, helped
shape new attitudes toward fashion and consumptiaime process of redefining
women'’s relationship to commercial culture. By the eighteenth century, this new
conception of the connection between women andidashaturalized women'’s
interest in clothing: the frenzy for fashions waslonger considered a pathological
condition harmful to the general health of the etgibut rather a natural aspect of
feminity, necessary for marital harmony. The ondgynaining concern, given the
female consumer’s attraction to novelty and natdiriablity, was to insure that
women’s consumer desires be channeled into sweasyrles of domesticitather
than the dangerous pastime of coquétty.

This anxiety towards women'’s controlling the prefeses of the other women
resulted in denigration of women’s role in latehdéegenth century, from fashion

makers and shop owners to those of sewers and garkeextile industry.

The end of nineteenth century and the beginningthef twentieth century

witnessed the rise of what is today labeled aswoesism. With mechanism of
mass production and improvements in transportattems that were considered
luxurious due to their scarcity were produced ieafer amounts and in less
expensive ways, thus became affordable by lowessel Also, more and more
goods than necessary and more types than befoesoffered for sale. Therefore
a need for greater markets and changes in tastdssice these new products
became necessary. A larger amount of potentialstaigle consumers should be
guaranteed and new desires should be inventethdanterests of capitalists. As

Ewen argues:

%2 Jones, CoquettesmandGrisettes, pp. 36-38, emphasis added.
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As capitalism became characterized by mass praxtuatid the subsequent need for
mass distribution, traditional expedients for tlealror attempted manipulation of
labor were transformed. While the nineteenth-cgnindustrialist coerced labor
(both on and off the job) serve as the “wheelhomsthe industry, modernizing
capitalism sought to change “wheelhorse” of theusidy to “worker” and “worker”

to consumer>>?

Therefore there was a need to manufacture consuasevgll as products. The
worker can fulfill (made to fulfill) this need; shcan run the machines of
capitalists by both hands: both as producing conmtiesdwith a surplus and

consuming them. For Lasch:

In the early days of industrial capitalism, empleysaw the working man as no
more than a beast of burden... Only a handful of eg@k at this time understood
that the worker might be useful to the capitalstcansumer; that he needed to be
imbued with a taste for higher things; that an etoyn based on mass production
required not only the capitalistic organizationppbduction but the organization of
consumption and leisure as well... In a simpler tiradyertising merely called
attention to the product and extolled its advargafjw it manufactures a product
of its own: the consumer, perpetually unsatisfiegstless, anxious and bored.

Advertising serves not so much to advertise pradastto promote consumption as

a way of life®*

Similarly Galbraith observes: “as a society becoimmeseasingly affluent, wants

are increasingly created by the process by whie #ne satisfied®®

This society, also witnessed the sexual division ladfour around acts of
consumption and production. Many commentators omirieation of

consumption have attached the creation of Ms. Gues@and Mr. Breadwinner to
the notion of separate spheres; private versusiqpgpheres. Public sphere is
associated with production and men whereas prispiere was associated with

women and consumption.

De Grazia points to the fact that the propensityféminize the realm of

consumption arising in the early stages of cagttalccumulation was reinforced

53 Stuart EwenCaptains of Consciousness: Advertising and theabdbots of the Consumer
Culture,New York: McGraw-Hill, 1976, p. 26.

%4 Lasch ( 1979:135-7) cited in Firiehe World of Consumptiopp. 168-169.

2% John K. GalbraithThe Affluent SociefyBoston: Houghton Mifflin, 1958, p. 158.
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by two other structural changes that became visibtae course of the nineteenth

century:

The first was the division of labour in the workopess, and the simultaneous
identification of wage labor with male labor . The second change was the advent
of liberal politics and public space. This changeaswpremised on a
reconceptualization of needs. In particular, itolwed distinguishing those needs
that were defined as irrational, superfluous oimspassioned that they overloaded
the political system from those that were rationaltticulated and cast in terms
appropriate to being represented and acted on ghrowrmal political processes.
The former, not unexpectedly, tended to be idesttifiy the female population, who
by and large were excluded from electoral repredgemt, whereas the latter were
identified with enfranchised malé¥.

Firat argues that without these separations of hante workplace, public and
private, work and recreation, masculine and fenginimarket is only a location
where trade or barter takes place. “The marketcemalized as the population
of actual and potential customers, consumer unitdiiduals, households,

organizations, and so on) can make sense only gise separation$>

Many of the products produced in the public domagare originally, products
that are associated with household activities, shahthe consumer in the private
domain no longer has to create them but buy thethemmarket. Now the activity
at home has become not largely one of creating woables, but one of
consumingthem. Yet, this “transfer of labor power from hortee the public
domain did not mean that people (women who occuthieprivate domain) were
always transferred from the private to public damiar® The creative labor of
women at home was substituted by the productiverlalh men in the public
domain. Therefore, as they used more and more preguoduced for the market
in the public domain, women and children who itiyigderved as cheap labor in

the Industrial Revolution returned homepase consumer$>® The actual history

%% de Grazia, “Introduction to Part I”, p. 15.
%7 Fyrat, “Gender and Consumption”, p. 211.
28 Fyrat, “Gender and Consumption”, p. 212.

29 Frat, “Gender and Consumption”, p. 212, emphasiinal.
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of this transformation is of course much more camplvith class, ethnic
differences and regional variations that deservihén exploration.

In the shift to consumer capitalism, the moderme®rce engages a double
enterprise: on the one hand, a process of ratmatan: the transformation of
selling into industry and on the other hand, tla@sformation of the industry into
shopwindow?®® Department stores appeared as one of the outstairdititutions
in the economic and social life of the late ninateecentury, and “together with
advertising which was also expanding rapidly, tmegrked the beginning of
present-day consumer society””

The new department store was marked by increasargety of items, new
techniques ofixed-price labeling and commodity displays. This change ia th
institution of sale was motivated by the shift Ine tconcerns of the industry from
production to selling in late nineteenth centuryheTdepartment stores are
organized like factories, with large number of wenk shareholding companies
and accompanying standardization. Also, the transiton of the merchandise
into spectacle madgist lookingan industry. “People can now come and go, to
look and dream, perchance to buy, and shoppingnieca new bourgeois
activity-a way of pleasantly passing the time, lg@ng to a play or visiting a

museum .62

However, this activity of shopping in its new forhas been constructed and
shaped as an activity predominantly exercised bydhteiclass women. Bowlby

observes:

As the proportion and volume of goods sold in saifean produced in the home
increasedit was women, rather than men, who tended to haegab of purchasing

20 Bowlby, Just Lookingp. 6.

%1 Bowlby, Just Looking p. 3. Bowlby dates the emergence of departmene sn London
virtually to the same moment as the First Exhiitio London in 1852, “when Aristide Boucicaut
took over the Bon Marché”.

%62 Bowlby, Just Lookingp. 4.
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them Even though, particularly in the United Statem,gé numbers of women
themselves beginning to enter the industrial waayeiag force, they also performed
the services of housework and shopping for the hokhare significantly still,
middle- and upper-class ladies were occupied vtith ieautification of both their
homes and their own persons. The superfluous,l@isoassociation of some of the
new commodities and the establishment of convemimes that were both enticing
and respectable madshopping itself a new feminine leisure activity’

The studies of rising department stores frequentiyntioned that, the owners and
advertising agencies of these stores perceivedhleat potential customers were
predominantly womef®* Department stores were presented as a new opfiprtun
for female pleasure arfieedom.Shopping has long been associated with women,
but the meaning of this activity was by no mearablst For much of the
Victorian area, shopping had been often denigraiedvasteful, immoral and
possibly disorderly female pleasfé. Department stores in accordance with
advertising agencies and magazines tried to tuesethprevious disorder and

immorality implications of excessive shopping ipleasures. As Rappaport tells:

Department stores were not the only place whereewoshopped, nor were they the
only institution that encouraged women to partitégpan [West End] commercial
culture. Since the 1860s, restaurants, hotels,thieater, museums, exhibitions,
women'’s clubs, guidebooks, and magazines has éastan image of the West End
of London as a place of commercial enjoyment anchafe exploration. The
expansion of public transport, the advent of chgapss, increasing economic
opportunities for middle-class and working-classwem, and shifting notions about
class, gender, and the economy had produced aérewf shopping®®

These influential institutions of new consumer wrdt department stores,

women’s magazines and advertisements invited wotoefiook, dream and

263 Bowlby, Just Looking, p. 19, emphasis added.

%4 For a broader discussion of this relation betwe@men and department stores, see Erika
Rappaport, “The West England and Women’s PleasGender and Commercial Culture in
London, 1860-1914” (Ph.D Dissertation, Rutgers &ndity, 1993), Wiliam Reach,
“Transformations in a Culture of Consumption: Wonwrd Department Stores, 1890- 1914,”
Journal of American History 7{September 1984), pp. 319-342, Susan Porter BenSounter
Cultures: Saleswomen, Managers, and Customers ieridam Department Stores,1890-1940
Urbana: University of Illinois Pres, 1986.

%5 Erika D. Rappaport, “A New Era of Shopping: Theomotion of Women’s Pleasure in
London’s West End, 1909-1914” in Jennifer Scanled.Y, The Gender and Consumer Culture
ReaderNew York and London: New York University Press,3ip47, pp.30-31.

266 Rappaport, “A New Era of Shopping”, p. 31.
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purchase”, and educated people, particularly wonerspend their money and
leisure in a “thrifty and modern mannéf*These institutions encouraged women
to incorporate themselves into the new social leapes as consumers and helped
naturalizing women’s link to marketplace througmsoemptior’®® The female
was the ideal consumer in Western culture; she sleopping while her husband
worked?®*

Popular women magazines of the early twentieth uwrgnlike Ladies Home
Journal mainly addressed white, middle-class women. Thesagazines
considered home as natural consumer unit, and tfeseas the natural
consumef’® The ideology that true place for a woman was hemé was
dominant in fiction, advice and advertising pagéshe magazines. Household
activities like cooking, cleaning and child-reariagd products consumed during
these activities virtually always associated witbnven. These are perceived as
dutiesof women and products are said to decrease worbenden and marketed

in a manner as if thefreed women from household duties. Instead of a more
realistic freedom appeal like collectivizing theseusehold activities, they
promoted entries of new goods and appliances ih Baasehold in accordance
with interest of ad-giving firms. The really impant role that women served as
housewives, for these women’s magazines, wamiyomore things for the hoyse

although it is never pronounced explicitfy.

Moreover, looking at the ads of the 1920s in Aneerane can see how the
feminist demand for equality and freedom for womeas appropriated into the

jargon of consumerisi{? Classic examples of “commercialized feminism” were

%7 Scanlon/narticulate Longingsp. 12.

288 Scanlon/narticulate Longingsp. 13.

29 Fyrat, “Gender and Consumption”, p. 210.

2’0 Scanlon)narticulate Longingsp. 13.

2"l Eriedan Feminine Mystiquep. 206 emphasis original.

"2 Ewen,Captains of Consciousnegs 160.
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marketing of cigarettes and automobiles to womesyasbols of freedor’® The
notion of freedom was associated with freedom afiad in the ideology of the
larger consumer culture. However, this notion adice was often illusory as the
magazines “promoted fairly limited roles for womend often ignored and
dismissed many of the choices real women faé€dThe choice of the ideal
women was between one brand of soap or Gthéfherefore, a subtler process
was developing and perpetuating in the associatfomomen with consumption.
They were being kept out of the political space aeprived of personal

autonomy?’®

3.3.1.2 Housewifization Internationaf’’

Maria Mies tells that the creation of housework dmdisewife as an agent of
consumption became a very important strategy inldke nineteenth and early
twentieth centurie$’® The bourgeois housewife created new needs and leemam
important agent of consumption, fueling new demand capitalist development.
The ideology of housewifization also spread to gtadian women. The
proletarian women had to be housewifed too by teeekbpment of capitalism

under conditions of patriarcHy?

213 Ewen, Captains of Consciousness 160.

2" scanlon)narticulate Longingsp. 4.

2’5 Scanlon)narticulate Longingsp. 4.

2’° Backlash

2" This heading is taken from MieBatriarchy and Accumulatiqrp. 112.
2’8 Mies, Patriarchy and Accumulatiqmp. 106.

29 For the effects of industrial and commercial resioin on the European working women from
sixteenth through the early twentieth century, gegrina Honeyman and Jordan Goodman,
“Women'’s Work, Gender Conflict, and Labour Market€urope, 1500-1900E.conomic History
Review Vol. XLIV No.4 (1991), pp. 608-628 and Merry E.i&¥ner, “Women’s Work in the
Changing City Economy, 1500-1600", in Marilyn J.X&0 and Jean H. Quataert (ed3gnnecting
Spheres: Women in the Western World, 1500 to thedPt New York: Oxford University Press,
1987, pp. 64-74. Both studies demonstrated thdt eobnomic and ideological factors combined
to confine women to low-paid, low-status jobs antl gmphasis on women’s domestic role. These
studies also show that conflicts in the workplasated by industrial capitalism also had another
dimension that it also caused a conflict betweerking women and men that is partly determined
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The course of post-Second World War saw the riseredw international division
of labor (IDL). Under old IDL raw materials wereqgoluced in the colonies or ex-
colonies and than transported to industrialized notes where they were
transformed into industrial products. New IDL issbd on the relocation of
production units from developed countries to depielg or underdeveloped
regions where labor costs are chedf®One of the consequences of this new
IDL is the division of production and consumptiop the world market to an
unprecedented degree such that; “developing casnimcreasingly become areas
of production of consumer goods for rich countrigd)ereas rich countries
increasingly become areas of consumption offly.This strategy of new IDL
goes alongside with a sexual international divissériabor in which women are
defined as housewives and men as wage-laborersekiVe@gomen are constructed
mainly as consumers and women in Third World coestmainly as producers.
Women and children formed the greater part of warken multinational
companies since they are unorganized, easily erplaind thus accept working at
low wages. This international sexual division obda was based on the
universalization of the ideology of housewife andclear family as signs of
process and legitimate policies of modernizations Mies claims, by
universalization of housewifization it is possilbbedefine all the work women do
as supplementarwork, her income asupplementaryncome to that of the so-
called ‘breadwinner’, the husbafitf. This definition of Third World women not
as workers but as housewives earning supplemeimenyne serves for reducing
labor costs, isolating women workers and preventthgir unionization.

International capital also gains from the unpaidndstic work of women since

by patriarchal forces. Therefore the effects ofngjes in the organization of production changed
working men’s and women'’s lives in different ways.

280 Mies, Patriarchy and Accumulatigrpp. 114-115.
81 Mies, Patriarchy and Accumulatigrp. 114.

82 Mies, Patriarchy and Accumulatiqrp. 118 emphasis original.
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the costs of growing future labor force and preisgrexisting ones through their

nutricience and care are burdened by housework wwnatarily by women 22

Mies’ analysis of new IDL and universalization afusewifization emphasizes on
construction of Western women mainly as consumedsveomen in developing
and underdeveloped regions mainly as producers. iBig our contention that
women in underdeveloped regions are increasinghgtcocted also as consumers.
Globalization of advertising industry, new produchains and universal
organization of ‘private’ sphere of home along Western patriarchal model
defined women in developing and underdeveloped tc@gnnot only as workers
but increasingly as consuméfs.Ideology of modern household management
accompanied by marketing and advertising strategiesnultinational food,
pharmaceutical, cosmetics and garment industriéis thieir new definitions on
cleanliness, beauty and fashion construct ThirdltMeomen as consumers along
the Western consumption norms. Moreover, the peteof working and
consuming situations of all women can not be whaihderstood only by the
comparison of Western and non-Western women. Othan this grand
separation, there are internal racial, ethnic dadscdifferences among Western

women, and sub-peripheral consumer cultures witierperipheries.

83 \Wallerstein and Smith also point to functioning ldusehold-as an institution of world-
economy- for socializing workforce and as an incgoeling unit. Immanuel Wallerstein and
Joan Smith, “Household as an Institution of the MiErconomy” in Immanuel Wallerstein (ed.),
The Essential WallersteitNew York: New Press, 2000, pp. 234-252.

84 Wright and Kelemen explore the influence of adsery in creating Westernized female
consumer in Malaysia and Romania whereas Venkateslores how print ads in India displayed
female consumer having a combination of traditiomadl modern values. Len Tui Wright and
Mihaela Kelemen, “The Cultural Context of Adventigito Women Consumers: The Examples of
Malaysia and Romania” in Catterall et al. (edflarketing and Feminisfg2000, pp. 143-159 and
Alladi Venkatesh, “Gender Identity in the Indian ri@ext: A Sociocultural Construction of the
Female Consumer, in Costa (e@Ggnder Issuegp. 42-62. India. We will be concerned with the
Turkish case in the next chapter.
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3.4 Woman’s Social Role as Consumer and Her Symbolic I® as
Commodity

The late nineteenth-century European history didwitmess only the rise of mass
consumerism and integration of women as primarysgonng class into this
rising commercial world, but also the marketing wbmen as a commodity
itself *®®> Solomon-Godeau in her artickhe Other Side of the Venhistoricizes

the image of woman-as-commodity and the relatignsihi posits between

consumption and female-centered erotic d€8fEor her, “the nineteenth-century
women-as-commodity is the repressed, fantasy vemsidhe eighteenth-century

woman-as-consumefe”

Guy Debord inThe Society of the Spectadias characterized the present-day
experience of the consumer society and commoditiatiure in terms of
spectacle. He argues that; “the whole life of theseieties in which modern
conditions of production prevail, presents itsedf amimmense accumulation of

spectacles?®®

Marx wrote a century ago, that the society wasaidtarized by an
immense accumulation of commoditigkere the social relations of production
appeared as objective relations between commoditidsbord traces the

development of a modern society in which “all thats once directly lived has

85 |uce Irigaray presents a powerful critique of thiarket place economy in an article entitled
“Women on the Market” inThis Sex Which is Not Onérans., Catherine Porter and Caroline
Burke), Ithaca: Cornell University Press, 1985, pp0-191. In such an economy, Irigaray tells,
women function as objects of exchange between methé purposes of sex and reproduction.
Their status and subjectivity are defined througdirtrelationship with men. She tells: “the society
we know, our own culture is based on the excharfigeomen . . . The economy- in both the

narrow and the broad sense- that is in place insmafeties thus requires that women lend
themselves to alienation in consumption, and tdharges in which they do not participate, and
that men exempt from being used and circulated ddgmmodities... The circulation of women

among men is what establishes the operation oéggait least of patriarchal society, pp. 170-184.

286 Abigail Solomon-Godeau, “The Other Side of Veniifie Visual Economy of Feminine
Display” in Sex of Thinggp. 113-150.

87 Roberts, “Gender, Consumption and Commodity Ceftys. 827.

88 Guy DebordThe Society of the Spectaolrans., Donald Nicholson-Smith), New York: Zone
Books, 1995, p. 12.
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become mere representatidfi> This condition in which authentic social life has
been replaced with its image is, according to Depdre historical moment at
which the commodity completes its colonization otial life.>**® Commodity’s
colonization of social life which Marx analyzed his theory of commodity
fetishism has been completed by transformation auiia$ relations into mere
representations. “The spectacle is not a collecobnmages”, Debord writes,

“rather, it is a social relationship between pedhk is mediated by image®”

For Richards, this establishment of commodity aspactacle began with the
Great Exhibition in London in 1851. What was sttkiabout the Great Exhibition
was the use of the commodity as a semiotic medasna spectacfé’ Most
probably what was peculiar to this evolving comnipdculture was not
commodity’s bearing symbolic meaning. As anthrogalal studies oprimitive
societies demonstrate; goods in these societies usd as social markers and
that in all societies it is the relation betweer @hd symbol that provides the
concrete context for the playing out of the unieérserson-object relatiof?®
What was new about this new commodity form wasligplay. the reconstitution
of the commaodity as spectacle —thsual consumptionf goods. Display does not
mean that commodities were simply shown. RatherWaléiams points, the
purpose of all exhibition was to teach a lessonalbfthings®** Exhibitions,
department stores with their transparent windowsd &subsequently the
spectacularizing impact of advertising reconstdutéthe commodity as
spectacle

89 Debord,The Society of the Spectagbe 12.

29 Debord,The Society of the Spectagte 29.

21 Debord,The Society of the Spectagbe 12.

22 Thomas Richards (1990: 66) cited in Jon Straffdve, Desirable Body: Cultural Fetishism and
the Erotics of ConsumptioManchester and New York: Manchester UniversitysBr&996, p. 29.

293 Shally,Advertising p. 4.
294 Rosalind Williams (1982: 59) cited in Strattdrhe Desirable Bodyp. 28.

2% gtratton,The Desirable Bodyp. 29.
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However, in other circumstances, spectacularizatioras capable of
commodifying things which, previously, had not beaommodities®
Commodities like, erotic female nudes, were madbdadooked at, desired and
consumed?’ This very spectacularity is the common denominafcrommodity
and women-as-image (the fetishised form of fem)nityhey are mutually
fetishised and specularised such that tHeibe looked-at-ness marketed® In
other words, while women were invited to consumeengpecific guidance of
this consumption towards articles related to wormeppearance made women
themselves commodities. Women were simultaneoustgtcucted as consumers
and commodities. This does not necessarily havbetactualized in a single
women’s practice such that she both consumes asdlhbecomes commodified.
The construction of women as consumers is predartijnapplicable for middle
and upper classes women. But the transformatiowarhen’s appearance into
commodity is about cultural construction of femyniand thus involves all

women.
3.4.1 The ‘Male Gaze' and ‘Beauty Myth?°
Capitalism is as much a semiotic as an economieisysT herefore, the cultural

forms of commodities and how the growing emphasisconsumer activity in

European society found visual representation s cultural life need to be

2% gtratton,The Desirable Bodyp. 29.

27 Roberts, “Gender, Consumption and Commodity Cefup. 829. This correspondence
between the commaodity and the woman-as-image- thetually fetishised, specularized natures,
Solomon-Godeau thinks, resulted in “heightenedbilisy of women” under the guise of erotic

display in nineteenth-century France. Solomon-God&Ehe Other Side of Venus”, p. 144.

2% To be looked-at-ness is a term Mulvey used forréresentation of women in Hollywood
cinema; Hollywood female characters of the 195@s&0s were, according to Mulvey, coded with
“to-be-looked-at-ness.” Laura Mulvey, “Visual Péege and Narrative CinemaScreen Vol. 16
No. 3, 1975, pp. 6-18.

29 The concept of gaze as a symptom of power asyrgnbetiween the sexes is another term
hypothesized by Laura Mulvey what she called “n@gdee” in her essay “Visual Pleasure and
Narrative Cinema”. The theory of the male gaze lbeen very influential in feminist film theory
and in media studies. The term; “beauty myth” is ttame of the book written by Naomi Wolf
(1991).
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explored®® Yet, visual representations are not freed frontigahal relations.
Representations we see in the mass media-adveeiidgemmagazines, television
and cinema- and in the other aspects of culturén sag myths, fairy-tales,
literature, fine art and religion are parts of fhrecesses of gender and identity
construction. Images of women and men dictate wiahen and men should
look like and how they should behaif&.Yet, these representations are not freed
from power relations in the societies. As Deborgsséat the root of the spectacle

lies the oldest of all social divisions of powef’?

The film and art studies demonstrate that suboteigeoups (e.g., women, gays
and lesbians, minorities, blacks, working classes)under- and misrepresented
in cultural institutions. Therefore symbolism ampmesentation are linked to the
way power operates in any society. Image and gazealvays tied with the
broader power structure with who holds the powecrefating images. It is the
male gaze that is looking and women as image shlabked at. InVays of Seeing

John Berger observed:

To be born a woman has been to be born, withidlatiedd and confined space, into
the keeping of men. The social presence of womsrdhaeloped as a result of their
ingenuity in living under such tutelage within sueclimited space. But this has been
at the cost of a woman'’s self being split into twowoman must continually watch
herself. She is almost continually accompanied drydwn image of herself...From
earliest childhood she has been taught and perduadsurvey herself continually.
And so she comes to consider thaveyorand thesurveyedwithin her as the two
constituent yet always distinct elements of heniitg as a woman . . . One might
simplify this by sayingmen actandwomen appearMen look at women. Women
watch themselves being looked®%t.

Berger successfully demonstrates how a woman framy ehildhood gets into a
schizophrenic situation, her being split into twayrveyor and surveyed. By

%0 Roberts, “Gender, Consumption and Commodity Ceftys. 827.

%91 Lucinda Joy Peach, “Introduction to Part 3: CwtuRepresentations of Women” in Lucinda
Joy Peach (ed.)Women in Culture: A Women’s Studies Antholdggssachusetts and Oxford:
Blackwell Publishers, 1998, pp. 91-96, p. 91.

392 Debord,The Society of the Spectaqte 18.

393 John Berger, “Ways of Seeing (Excerpt)” in Peaat )(Women in Culturepp. 97-105, p. 97-
98, emphasis original.
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continuous control of how she appeared to a dominaie gaze, she is turned
into an object of male gaze. According to Wolf whredttered in reality is not how

women appeared but their being (keépisywith how they appeared:

Continual surveillance, an enforced lack of privaéy used against political
prisoners to strip dignity and break resistanc&his ritual use of Constant
surveillance is a vivid example of the real motieatbehind the myth: Female
thinness and youth are not in themselves next thirgess in this culture. Society
really doesn't care about women's appearance p&viss genuinely matters is that
women remain willing to let others tell them whaey can and cannot have.
Women are watched, in other words, not to make thaethey will “be good”, but

to make sure that they will know they are beingoat®**

A woman is continuously reminded that lEpearancegto male gaze) matters.
Her appearance matters, it must confirm the staisdafr beauty; thbeauty myth
The beauty myth prompted by fashion, advertising fdm industry in particular
and the mass media in general, contribute to tleev ihat womenare their
bodies®®® The beauty myth tells the real-life women thatytlzee overweight,
over-aged, in short nqgerfect Moreover, consumer capitalism through its agents
of advertisements and mass media tell women thiaeyf try hard—an effort which

Is virtually always meant more consumption—theylwibme close to the

appreciated standards of beauty.

Naomi Wolf in her bookBeauty Myth (1991fhows that despite the story that
beauty myth tells us that the quality called beanityectively and universally
exists, beauty is historically and politically detened. She tells that the myth in
its modern form has been established after theshndii Revolution to keep
women in their place to “counteract the new freesloliteracy and leisure time

that the industrial revolution afforded to woméf®’As she writes:

394 This quotation from Naomi Wolf'8eauty Mythis taken from Sut Jhally’s online course
handout available alttp://www.comm?287.com/handouts/15.BeautyMyth.pdf

395 Lucinda Joy Peach, “Introduction to Part 6: FashiBeauty and Women'’s Health” in Peach
(ed.),Women in Culturel71-179, p. 171.

3% peach, “Introduction to Part 6: Fashion, Beauty Women’s Health”, p. 171.
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The beauty myth in its modern form gained grounterathe upheavals of
industrialization, as the work unit of the familyasvdestroyed, and urbanization and
the emerging factory system demanded what socgiheers of the time termed the
“separate sphere” of domesticity, which supporteel hew labor category of the
“breadwinner” who left home for the workplace dyrithe day. The middle class
expanded, the standards of living and of literazser the size of families shrank; a
new class of literate, idle women developed, on sghsubmission to enforced
domesticity the evolving system of industrial cafigm depended. Most of our
assumptions about the way women have always thaalghit “beauty” date from
no earlier than the 1830s, when the cult of doroiégtivas first consolidated and the
beauty index inventedf’

Wolf tells that beauty myth is a recent phenomerobacklash against feminism.
In 1960s, when women were increasing their voied®n the second wave of

feminism was getting powerful, beauty myth arosaimgWolf tells:

Until 75 years ago in the male artistic traditioh the West, women's natural
amplitude was their beauty: representations oféhgale nude revealed in women's
lush fertility...Dieting and thinness began to beméle preoccupations when
Western women received the vote around 1920; betwled 8 and 1925, "the

rapidity with which the new, linear form replaceldetmore curvaceous one is
startling...When (in the 1970s) women came en maste male spheres, that
pleasure had to be overridden by an urgent socipedient that would make

women's bodies into the prisons that their homes loager were....The

contemporary backlash is so violent because theladg of beauty is the last
remaining of the old feminine ideologies that stils the power to control those
women whom second-wave feminism would have otherwisade relatively

uncontrollable®®®

Susan Faludi also points to how beauty industrynated a return to feminity
during the 1980s, as if it were a revival of natwwamanhood; “flowering of all
those innate female qualities supposedly suppressébe feminist 1970s°°

These studies show how capitalism and patriarchiyenadliance against women
through the myth of beauty in prisoning them toirthedies with successive

spendingon their bodies.

397 Naomi Wolf, “Beauty Myth (Excerpt)” in Peach (dVomen in Culturgl79-187, p. 183.

398 This quotation from Naomi Wolf'8eauty Mythis also taken from Sut Jhally’s online course
handout available alttp://www.comm?287.com/handouts/15.BeautyMyth. pdf

39 Susan FaludBacklash: Undeclared War Against Womatew York: Crown Publishers, 1991,
p. 200.
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3.4.2 Advertising Gender/ Gendering Advertising Sexual Sell

Many commentators of modern consumer culture goitte increasing influence
and power of advertisements and mass media in mregkeommodities and its
effects beyond mere promotion of goods. Advertising become a very powerful
form of social communication that it can be consdeas “the most influential
institution of socialization in modern socief{}® It is generally believed that in
the postmodern period, symbolic meanings of comtresdand the promotion and
distribution phases of production have gained miumportance. Moreover,
capitalism evolved into a new phase where it is mowcerned much more with
supply of an ‘imaginary’ demand rather than sugplyards a ‘real’ demand; in
other words; capitalism has evolved into productioh consumption and
accordingly of consumér! Although the relevance of such a shift of center o
gravity for capitalist system can be debated, wewdhout hesitation accept that
today we are much more surrounded by an increasimgunt of commodities and

their symbols.

Advertisements do not tell us just about produais How these products are
related to us. They also tell about our perceptiod experience of ourselves and
the world around us, as well as about our desinelsfantasies. Advertisements
tell us more than products; it is discourse through and about objetts.
Advertisements also imply how advertisers perceive reflect the world around
them.

From the advertiser’s point of view the main aimaof advertisement (iteality
for the advertiser) is to increase the sales oftiogluct. Advertising agencies use
all codes of meaning and ingredients of desireginaion and fantasy to make

the products attractive. “At the material, concratel historical level advertising is

310 eiss (et al.)Social Communication in Advertising. 1.

$1siikrin Argin, “Tiketicinin Uretimi ve Benlik Promosga”, Birikim, Vol. 110, ( Haziran 1998),

pp. 87-95, p. 88.

12| eiss (et al.)Social Communication in Advertising. 4.
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part of a specific concern with the marketing obge.”®** Thus advertising draws
its materials upon the experiences of the audiéntat does not simply reflect

meaning but rathegonstitutest.>'* As Goffman puts:

If anything, advertisers, conventionalize our comtians, stylize what is already a
stylization, make frivolous use of what is alreazbymething considerably cut off
from contextual controls. Their hype is hyper-ritsation. **°

In short, we can say advertisements do not crbaterneaning and codes of these
meanings out of nothing. Rather, they use the cadesse in or lives—but usually
in an abstract and condensed form. That is why r@aff tells they
conventionalize what is already a convention. Atisements gain meaning in the
social context of giving meaning to objects anditiehs between people and
object. However, we should also bear in mind thate is always an element of
fantasy and fancy. As an adman, Jerry Goodis says:

Advertising does not always mirror how people aoting, but how they are
dreaming... In a sense, what we're doing is wrappipg/our emotions and selling
them back to you?*

Despite advertising taking its material from humbfe, Shally points to

dominance of gender in advertisements in modertureul Gender is only one
aspect of human individuality among other aspegth @s political, educational,
artistic, religious, spiritual, etc, but gender hagrivilege in representation in

advertisements. Jhally writes:

In modern advertising, gender is probably the dosdairce that is used most by
advertisers. Thousands of images surround as elagrpf our lives that address us
along gender lines. Advertising seems to be obdesith gender and sexuality’

*3Jhally ,Advertising p.1.

314 Nelson( 1983) cited in Sut Jhally “ Advertisingei@ler and Sex: What is Wrong with a Little
Objectification?”Working Papers and Proceedings of the Center &ycRosocial Studie®&dited
by Richard Parmentier and Greg Urban) No. 29, 1988en from
http://www.sutjhally.com/articles/whatswrongwithali

315 Erving GoffmanGender Advertisementilew York: Harper and Row, 1979, p. 84.

%1% Nelson (1983) cited in Jhally, “Advertising, Gendend Sex: What is Wrong with a Little
Objectification?”
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Jhally asserts two reasons for this obsession wéréding with gender: first

gender is one of the deepest and most importaits tvh human behaviour. Our
understanding of ourselves as either male or femdlee most important aspect of
our definition of ourselves as individuals. Secogdnder can be communicated
instantly at a glance. Thus gender provides a gmanice for advertisers and it is

used so much in ads. As Goffman tells:

[O]ne of the most deeply straits of man, it is felgender: feminity and masculinity

are in a sense the prototypes of essential expressimething that can be conveyed
fleetingly in any social situation and yet somethiihat strikes at the most basic
characteristic of the individudf®

Therefore, what is a better source than the usgenfler in an institution that
wants to affect its audience at a first glance aifielct them in their deepest sense
of themselves? Gender is one aspect of humanhigei$ overtly emphasized in
advertisements. Accompanied by the prominence wéréiding in daily lives of
modern people, this emphasis on gender in adventists gives a privileged
position to advertising in the discourse on geniterconsumer societi€d?
Because of this power of advertising in re-defingender roles in society, what

advertising says about gender is a serious isshe &xplored.

Taking advertisements seriously does not have to wdth individual
advertisements and messages given about gendeose tadvertisements. The
falsity of advertisements arises not from individual insdrit “from thesystems
of images,from the advertisements as a totality and themwative effect. It
arises from the institutional system within whiadvartisements are producetf”
Similar to gender codes that are defined as sgaaltmal, representation of them

also has to do with the notion péwer.What is defined asormally feminine and

317 Jhally, Advertising p. 135.
318 Goffman,Gender Advertisementg. 7.
319 Jhally, Advertising p. 138.

320 Jhally,Advertising p. 139.
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masculine are in accordance with the interestdho$d who hold the power of
defining them. Representation, gaze and look detegk to power. Definition of
beauty, sexuality and other conventionalized noofgeminity and masculinity
and representations of these norms in advertisamardg not free from the

articulation of power in the context where theggesentations take place.

Feminist media studies have explored the sexist dianedia industries ranging
from male-dominated ownership and control of theliaéo sexist representations
of women®! These studies have revealed certain similaritidsow women are
represented in different forms of media. JuxtappsBoffman’s findings with

feminist media studies we can summarize the foligwesults??

1. Relative invisibility Studies in the early 1980s found that men
outnumbered women by two to one in television concmaks. Black
women were especially invisible.

2. Relative silenceThe voice of authority, especially on the radiad an
television commercials is typically a male voicet a female one.

3. Unrepresentative occupatiomhe percentage of women actually in the
workforce is under-represented in media representt In addition,
women are more frequently portrayed in professiool@s rather than the
low-wage, low-skilled jobs that the majority of wemperform.

4. Housework Women are portrayed much more frequently than @m&n
responsible for doing housework.

5. Families Women are depicted in relation to their familesch more than
men are.

6. Negative portrayals Women are frequently represented as ignorant or
stupid, passive and dependent on men. Goffmanpsds to women’s
head and body cants and child-like guises in fasladvertisements as

notes of unseriousness. He also tells that “theofisbe entire body as a

%21 Lucinda Joy Peach, “Introduction to Part 4: Adigéng, Print Media and Pornography” in in
Peach (ed.WWomen in Culturel19-127.

%22 |n the following summary of research findings, etithan the references given to Goffman are
taken from Peach (edyVomen in Culturgp. 1119-120.
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playful gesticulative device”, a sort of body claomgp has been perhaps
entirely restricted to advertisemenis.

Body portrayals Women are more frequently portrayed in termsheirt
bodies, especially in advertisements, than are M&émen are shown as
serving decorative function as an attractive bampdrather than the
central focus of attention. Whereas men’s facesnamee prominent in
magazines and advertisements, women'’s bodies a pnominent. Male
bodies are more often positioned above those ofempsuggesting men’s
higher status.

. The Feminine TouchWomen, more than men, are pictured using their
fingers and hands to trace the outlines of an ¢lgedo cradle it or to
caress its surface (the latter sometimes undegufse of guiding it), or to
effect a “just barely touching” . . . This ritudlts touching is to be
distinguished from the utilitarian kind that graspsnipulates or holds . . .
Self-touching can also be involved, readable ay&ging a sense of one's
body being a delicate and precious thifiy.

. The Ritualization of Subordinatiolt.appears that children and women are
pictured on floors and beds more than are men. Bedsfloors provide
places in social situations where incumbent perseifisbe lower than
anyone sitting on a chair or standing. Floors as® associated with the
less clean, less pure, less exalted parts of a rolmmexample, the place
to keep dogs, baskets of soiled clothes, stredivisy and the like. Of
course, lying on the floor or on a sofa or bed safso to be a

conventionalized expression of sexual availabffty.

Despite these generalizations about women'’s reptasens, the image of women

in ads did not stay stable over years; there haemn lsome changes. They have

323 Goffman,Gender Advertisementg. 50.

324 Goffman,Gender Advertisementg. 36.

3% Goffman,Gender Advertisements. 41.
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got thinner and younger. “Indeedl,new womarhas emerged in commercials in

recent years” tells Kilbourne;

She is generally presented as superwoman, who rmanagio all work at home and
on the job (with help of a product of course, nbher husband, children or friend),
or as the liberated woman, who owes her indepemdame self-esteem to the
products she uses. These new images do not rep@asemeal progress but rather
create a myth of progress, an illusion that redwoesplex sociological problems to
mundane one¥®

At best new images of women do not represent aal peogress, at worst it
dampens the claims for progress. As Faludi, FreadahWolf tell every collective
struggle of women for economic power, control otregir own bodies, making
their own decisions was reconciled by male backlaghinst feminism—to use
Faludi’'s words by “the undeclared war against womerhis backlash has
virtually always mediated through market capitaliand the jargon of feminism
has been marketed. As exemplified in the ads #ilat'‘Get the power: the power
to clean anything” (Figure 1) or “it is a womanight to choose, after all she is
the one carrying it” (Figure 2) language and demsamidwomen’s movement are

deflated and turned into commodities.

As Firat tells:

Currently the displacement of metanarratives fromblio consciousness and the
disillusionment with universal form have renderbd tarket as the only locus of
legitimation in the society. That is, any idea, mment, or even culture can
maintain itself only by translating its images, eegsions, or messages into
marketable commodities . . . [W]hen an idea syst@roountercultural movement
resists the marketization/ commodification of xpressions, it seems bound to lose
to the marketized versions of its expressions .This has largely happened to
movements such as feminism. Expressions of equiaditye been appropriated and
resignified by companies that make cosmetics ansbpal care producté!

326 Jean Kilbourne, “Beauty and the Beast of Advertjsi in Peach (ed.\Women in Culturepp.
127-131, p. 130.

%27 Firat, “Gender and Consumption, p. 218.
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GET THE|

P Eli

. THE POWER TO CLEAN ANYTHING.

. e
STAINS « ODORS + GREASE + DIRT » GRIME + STAINS + ODORS + GREASE « DIRT * CF

Figure 1°?®

Figure 2

The ad reads:idt a woman’s right to
choose, after all she is the one carrying it.—

Kenneth Cole.

Capitalism has told to commodify everything as mils of mass production can
keep running as long as a mass market for consamps$i guaranteed. It is
claimed that in this (postmodern) state of markapitalism men as well as
women are increasingly being associated with appearand consumption. Firat
argues that we can talk about a situation transogri@minine in consumption
due to postmodern developments such that; the aflezecessity to represent
oneself as an image, to present oneself as arctatraonsumable, seems to be

increasing also among ma.

Haug claims, in the age of mass production, praodocexceeds needs and
capitalists need to make these commodities seemmensly useful or attractive

to ensure their sale. Commodity aesthetics of aiduey fills the discrepancy

328 Figure 1 and 2 are taken froimtp://www.ltcconline.net/lukas/gender/pages/poditintm
Source is not specified.

39 Frat, “Gender and Consumption”, p. 217.
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between needs and goods by making commodity méractte, not due to its
intrinsic  properties, but by association of commniedi with desire and
sexuality®®® Based on Haug's argument, it is usually claimedt tmodern
advertising industry uses sexuality for selling gdlods, to men and women.
However, we claim that the association of commeditvith desire and marketing
strategies of capitalism are still strongly shapgdthe patriarchal structure and
male power in societyMale gazeand ideology offeminine beautyare still the
most powerful ideologies used in advertising industVe cannot simply say that
sexuality can be used to sell anything. We mustvastise fantasyand whose
desiresare used in order to sell goods. Advertisemends’ of sexuality is still
defined according to the norms of heterosexual mealaiality in which women
are depicted as passive sexual objects and mertiae surveyors who take

pleasure in viewing.

330 Wolfgang Fritz Haug,Critique of Commodity Aesthetics: Appearance, Skyuand
Advertising in Capitalist Societytrans., Robert Bock), Minneapolis: University finnesota
Press, 1986, pp. 45-56.
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CHAPTER 4

WOMEN IN TURKISH PRINT ADS: 1930-1970

4.1 Construction of Modern Consumption in Turkey ard Advertisements: An
Overview

Turkish economic history since the beginning of ®epublic up to now has
evolved along different phases due to economic cigali implemented,
industrialization and capital movements. Korkut &av has offered a valuable
periodization of 28 century Turkish economic history in bird’s eyewiand

named these periods as; the reconstruction unagr @gonomy conditions (1923-
1929), protectionist-statist industrialization (D9B939), an interruption; II.

World War (1940-1945), a different attempt for myiation to world economy
(1946-1953), bottle-neck and readjustment (19549).9nterior oriented-exterior
dependent expansion (1962-1976), new depressiofiv{1979) and the counter-
attack of capital (1980-19883" His periodization is built primarily with respect
to changes in economic policies, processes of aapdaccumulation,

transformation in agricultural and industrial protlan and the issue of income
distribution. The post-Republic Turkish economistbry can also be theorized
with respect to political and labor struggles ahéréby results in a slightly
different periodization. These studies are prinyariiterested in changes in

relations and techniques of production and itscti@ social order in society.

In addition, this is a history of what is named Kish Westernization or

modernizatiort>? Deniz Kandiyoti points to the fact that studies ®arkish

331 Korkut Boratav;Tirkiye/ktisat Tarihi: 1908-1985istanbul: Gercek Yayinevi, 1988, p. 7.
332 Westernization and Modernization do not necegshele the same meaning. However, since

the model and motivation of Turkish modernizatioaswthe Western example for the early period
that we use the words interchangeably for the dejyublican.
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modernization almost always emphasized legal, ipaliend institutional factors.
They are shaped around the dichotomies of suppgoitafficial ideology of
Kemalism) and resisting modernizatitti. However, modern cultural scene is
much more complex and modernization has deep-ragftedts in our daily lives
and identities. The construction and re-structuhgonsumption patterns, and
structuring of gender roles in Turkish society hal@se parallels and relations
with the modernization process. Here we are pdatityuinterested as to how a
Western consumer culture has been introduced intkidh society and how this
process has been gendered. In what follows, warepfirselves to the sphere of
consumption with a view tracing the modernizatioiwenture of Turkish society

as reflected in media advertisements.

Advertisements can be utilized as reflections ahsformations in everyday life
in societies. By looking at them, we can have clabsut goods and services
produced (and used), the level of technology, papiiéms and fashions of the
time, and the images and messages of the peritmbking at the advertisements.
They also tell us about which classes of societyralated to which products and
how this relation is perceived in cultural imagyand reality. In other words,

advertisements can be seen as diaries of consuniptio

The advert of a wallpaper brand @eride-i Havadisin 1840 which promotes a
wallpaper that is produced in France and soldstoee in Galata is considered as
the first commercial advertisement in Turkish atiggrg history**This

Metis Yayinlari, 1996, p. 202.

334 Mustafa OrcanBatililasma Siirecinde Tiirk Tiketim Kiltiiriindegideng Unpublished Ph. D
Thesis istanbul Universitesi, 2002, p. 66.

335 Hamdi CakirOsmanli Basininda Rekla(®828-1864), Ankara: Elit Reklamcilik, 1997, p. 22
This ad is the first print advertisement in a neaymr printed in Turkish. Eldem refers to a
undated document that tells about a medicitiyak) imported from Venice as the first
advertisement seen on Ottoman lands. E.Eldem, “dikiten ithal Altinba Tiryaki”, Toplumsal
Tarih, No.2 February, 1994.
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advertisement is followed by advertisements of auasi items like medicine,
apparel, furniture, cleaning items, foodstuffstardl items, eté>®

Advertisements created a new medium other thaneharkd store for interaction
between the producer and consumer. These earlytesgveents targeted upper
and middle-upper classes; people who are viewederagines of modern
consumption. This segment of society usually livedPera (Beyglu), the place
seen as ‘ghetto’ of modern life and consumptiotestyThe address of the first
department store (bon marché) was also the disifi@eyagslu, namelyistiklal
Street oiCadde-i Kebiras it was then called. Stores such as Louvre, idn,lBon
Marché Au Camelia, Bazar Allemand, Carlman et Blign8aker were opened in
the second half of focentury in Beyglu as branches of big European stores in

istanbul that reflect tastes of the middle-cf4Ss.

The department stores, hotels and banks were aniendirst institutions of
Ottoman period that promoted themselves througlreridements. Other than
these, Singer Ethem Perteyv Longines watches, Citli mineral water, Nestlé

chocolate,Faraggi dentistry material storeBomonti-Nektarbeer factory and
Faruki cosmetics may be counted as first firms that degtention by their
advertisement$® Orcan claims that the power of these early atbesrtents (of
the Ottoman period) on influencing consumption aisewas very limited, since
they addressed and reached a very small porticdheokociety. However, they
signify an apparent transformation in the tradidbbrronsumption styles and
adoption of European manners of consumption; a ga®ocnamed as
alafrangalama>3 Toprak also points out that the importance of aibiag in

Ottoman society increased with the dissolutionradlitional production systems

and that advertising itself on a large scale wapsduct of industrializatiof*°

33 Hamdi CakirOsmanli Basininda Reklafh828-1864), pp. 135-181.
337 zafer Toprak, “Tuketim Oriintiileri ve Osmanl [#alar’’ Cogito 5( Spring 1995), pp. 25-
28, p. 27.

338 Gokhan Akcuralvir Zivir Tarihi lll: Uzun Metin Sevenlerden migif, istanbul: Om Yayinevi,
2002, p. 26-28.

339 Orcan,Batililasma Surecindep. 69.

340 Toprak, “Tiiketim Oriintiileri ve Osmanli Mazalar”, pp. 25-26.
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In the early years of the Republic, national ingitns and national brands came
to prominence. As an indispensable outcome of gtaliey, the greatest part of
advertisements was given by state-owned or stdisidimed institutionsZiraat
Bank, Eti Bank, Stimer Banlk,Bankand sub-firms ofs Bank(e.qg./pekis, Yung,
Camis, Turkis) and Tekel were selling goods and services, that were not
competitive since their production was under thenopmly of state. But still,
these institutions advertised frequently since rthgggal was to create new
consumption habits and increase the size of théehdor their good$** The
advertisements of banks frequently used the naifdsaving for bad times’ and

image of money-box. (Figures: 3,4, 5 and®).

Figure 3Ylice) 1938 Figure 4Milliyet, 1929

341 Akgura,Uzun Metinp. 29.

%2 Figures 1 and 3 and 4 are taken from AkcUizyn Metinpp. 29, 90.
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Figure 5Ar, 1938 Figure 6Yedigin. 1937

The 1930s witnessed the introduction of the nobbrmodern comfort and the
commodities associated with this notion to Turkisbnsumers. The French
electric companySatie with its journal Ameli [Practical] Elektirik promoted
various electrical appliances like vacuum cleaien, oven, electric razor, water
heater, electric fan, hair curling device, ¥tt.Bourla Biraderler another
prominent company which was active in many sectwlsch introduced various
imported goods to the domestic market, was anditmerthat drew attention with
large advertising campaigng:rigidaire, Telefunken (radio), AEG, Johnson
(motorboat) RCA(radio), Tungsram(bulb), Signal(fan) andParker (pen and ink)
were among the item8ourla Biraderler promoted. According to Akcura,
advertisements oBourla Biraderler were so effective that one brand of fridge
they advertisedFrigidaire, was added to Turkish language. The dictionary of
Turkish Language InstitutionT(irk Dil Kurumy has an entry dtijider meaning
fridge3** Faal Ajanswas also conscious of this advantage that they tse
heading; ‘The Brand that enters the Dictionatylidata giren bir marka in ads

of Frigidaire in 1950€* Although this word entered the dictionary, enteé

33 Akcura,Uzun Metinp. 31.
344 Gokhan Akguralvir Zivir Tarihi :Unutma Beniistanbul: Om Yayinevi, 2001, p. 47.

%5 Akcura,Unutma Beni p. 47.
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comfort and the new lifestyle associated with camioto the lives of Turkish
people did not actualize without debates. RefikitH&hray in his article Konforn
Modern’ tells that he is fed up with this superficial atdsory new lifestyle and
advices people not to forget yesterday by submgrgito this new lifestyl&*®
Especially during the years of Second World Wawimch the economy had hard
times, the debates about what is comfort and whaluxury became more

pronounced.

The 1940s witnessed progress in advertising in @wpkut conscious utilization of
advertisements and its functions were enhancechén 19508’ Advertising
agencies with domestic and foreign shareholders vestablished; likeMecra
Ajansin 1936 andraal Ajansin 1944.Faal Ajansgrew in time and transformed
into Manajans one of the largest advertising agencies of ptedamkish
advertising sectot’® In the 1950s, the size of private sector in Turlkésonomy
increased and advertisements of private sectoeased subsequently. In addition
to foreign goods, their domestic substitutes werergasingly advertised in
newspapers and magazin€ertev Cosmeticand Hasan Colognesvere among
many domestic brands that emphasized their bettalitigs in comparison with
foreign brand$®® The first three decades of Turkish advertisingdnis were
characterized by the growth of new brands with th&oduction of new
commodities. Fiat, Ford, Renaultand Chevrolet among automobile brands,

Pertev, Niveaand Tokalon among cosmetics an@dol, Kolynos, Dentoland

346 Refik Halit Karay,/lk Adim 1941 quoted in Akcur&/nutma Beni p. 40.

347 Cakir,Osmanl Basininda Reklam, 24.

%48 Cakir,Osmanl Basininda Reklam, 23.

39 There was a harsh competition between foreign g@od domestic ones since the early years
of the Republic. Due to current account deficit atepreciation of Turkish currency National
Economy and Saving AssociatiorMlli Zktisat ve Tasarruf Cemiygtiwas established in 1929
and the association published various brochures angburnal-/ktisat ve Tasarruf Dergisito
encourage people to consume domestic goods. Faitsdef the association and its publishing, one
can look at Gokhan Akcura “Efeyi Efe Yapdncirdir’ in Ivir Zivir Tarihi Ill: Uzun Metin
Sevenlerden misinizBstanbul: Om Yayinevi, 2002, pp. 67-81.
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Radyolinamong toothpaste brands were some brands that altewtion with

their advertisements?®

In the 1950s new brands and products entered thieein@ foreign firmUnilever
entered the domestic market with two new produsts)aandVita. they offered
an alternative to traditional olive oil and butté&ds of Vita emphasized the
lightness of the foods whilBanaused the notion of healthy fed children. Another
new food item was biscuits with two prominent brsdiker andAri. The slogan

of Ulker, was “A tea time withoublker is unthinkable”. Other products of 1950s
that gave advertisements wekover, Fay, Shell, Tursil, Piyaland Nuhun

Ankara Makarnast>?

In terms of advertising techniques, the early atisements contained long texts
and illustrations. The texts gave detailed infoioragbout the products and their
usages. This usage of long texts in advertisemerike early years of advertising
is a universal strategy of advertising agencies fidason behind this was most
probably the low photographing and color technaegand the aim to educate
viewers to symbolic meaning. The links between pobdand pictures were

supplied with texts. As such, advertisers trainedpbte to getting familiar with

symbols. In early advertisements, focus was lessitadtyle and people using the
product, but more on the qualities and uses ofptieeluct. Advertisements were
more informative than being symbolic. As time passxts in advertisements got
shorter and pictures dominated. The focus shiftech fgoods and its qualities to

lifestyles associated with those goods. (See Figi8and 9).

What follows is an analysis of women’s represeateti in Turkish print
advertisements to have an idea about the forms avhem’'s articulation into
emerging consumer culture in Turkey up to the 197Tbese advertisements are

selected randomly from popular newspapers and nvaegaz

350 Akgura,Uzun Metinp. 31.

%1 Akcura,Uzun Metinp. 35-38.
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Figure 7 Milliyet, 1931

SANTA|

Bugiine kadar hayalini kurdunuz... Simdi tiim cekiciligiyle karsinizdal iste yeni Santa Fe.
$imdiye kadar yagadiginiz tim heyecanlardan vazgegin. Artik hayatinizda yeni Santa Fe var.
Tutkuyla baglanacaginiz yeni Santa Fe... Hyundai yetkili saticilarinda... Sizi bekliyor.

www.yenisantafe.com

l — G5 HYUNQEl
Figure 9,Atlas, 2006
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Early ads of automobiles until the 1970s
emphasized the qualities and gave detailed
information about the parts like engine, wheel
and tires. Today’s automobile advertisements,
on the other hand, mention the life-styles and
fantasies associated with products. The
Hyundai ad makes promise of “The New
Fantasy for Men”.



4.2 Representation of Female Consumer in Turkish Bnt Advertisements,
1930-1970

The position of women in a society has been usualhsidered as a proxy for the
degree of development in that society. It also g@day portentous role in the
political and ideological rhetoric of many disputasoughout history. As we saw
in the previous chapter, the claim of liberatingmem has occupied a great part in
the rhetoric of colonial and imperialist procesdd®re recently, discrimination
against women in Afghanistan ahdrkaof Afghani women were used as signs of
women'’s oppression under the Taliban regime andtHer justification of US

military intervention in Afghanistan.

Within the modernization perspective and also ithomalist movements the ‘low’
status of women is used to legitimize the necessityimplementation of
modernist and westernized reforms. The elite of Westernization movement
claimed that the only way to attain Western uniaktyg was through the
liberation of women and their emancipation fromasic tradition® To give
some examples, Kasim Amin in India, Mustafa Kem#tidvk in Turkey and
Reza Shah in Iran, for instance, all claim thatwe#ging of women was a sign of
uncivilization and should be abandoriéd The defenders of modernization in
Turkey, both the reformists of the nineteenth cen@and the Kemalists of the
Republican Period, have taken a holistic approachivilization and sought to
change traditions in an attempt to catch up withtemporary modern values. For
them, education and the ‘liberation’ of women hdeen the preconditions for
attaining this goal®* The conservatives, and the Islamicists, on therotfand,
saw these reforms as manipulation by western thoaglkl a threat to the
prevailing cultural identity, and they stressed tieed to preserve current identity

including the current status of women. In a waye téffects of Turkish

%2 pnarilkkaracan A Brief Overview of Women'’s Movement(s) in Turkgmen for Women'’s
Human Rights Reports no. 2 .A, September, 1997, p.

33 Leila Ahmed,Women and Gender in Islam: Historical Roots of adetm Debate London:
Yale University Press, 1992, p.165.

%4 Gole (1992) cited itlkkaracan Brief Overview.
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modernization on women have been shaped by theghkrubetween two
movements: the Westernization movement and themislamovement.
Nevertheless, policies and rhetoric of both movdasiabout the position of

women in society have remained focused to “outloBk”

Woman of the nation was an emblem of new and modeatety in the early
Republic period. Her new rights, new opportunitéesl her increasing entrance
into public life were celebrated in the magazind aewspaper pages of the day.
In these early years one could see many news dilbstuivomen members of the
parliament, women artists, doctors, women in therfdvof ideas’ and young girls
in vocational education like medicine, pharmacy aedching. They were
appraised as pioneers of modern Turkey. Newspapetsnagazines also printed
news about women in the Western countries in otdeprovide a model for
Turkish women. However, there was always a limitfreedom of these new
women. She was supposed not to forget her basi; ttube a good housewife
and mother. Her morality, her freedom in termsefuality could not even be an
issue of debate. She is assumed to be asexualtTbfferently, this new women
assumed to embody and imply both virtues and evileodernity. As Ygenazlu
tells;

This “new” woman was supposed to be educated, Westel and unveiled but still

retain the essential “feminine” virtues. That itiesshould not have been over-
Westernized . . . [T]he “spirit of nation” must nm¢ neglected while “new” women
are fulfilling the requirements of modern life thefould continue to be good
mothers and wives. After all is it not in womentthize essential identity and spirit
of the nation is embodied?

In his speech in 1923 Mustafa Kemal expressedrhise following manner:

History shows the great virtues shown by our matard grandmothers. One of
these has been to raise sons of whom the race egmood. Those whose glory
spread across Asia and as far as limits of thedvbave been trained by highly
virtuous mothers who taught them courage and tlries. | will not cease to

%5 The clothing of women and the practice of veilinave taken a remarkable part in debates
about women’s position in society. For the placeveif in Orientalist and nationalist discourses
one can look at, Meyda ‘¥eneg@lu, Colonial Fantasies: Towards a Feminist Reading of
Orientalism Cambridge: Cambridge University Press, 1998, @afg the part “The Battle of
Veil: Woman between Orientalism and Nationalisng, p21-144.

%% Yegenaslu, Colonial Fantasiesp. 134.
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repeat it, woman’s most important duty, apart frieen social responsibilities, is to

be a good mother. As one progresses in time, dization advances with giants, it

is imperative that mothers be enabled to raise tttaldren according to needs of

the country®>’
Therefore, it was women who are called upon to eaghia ‘healthy’ balance
between the Western and authentic culfdf&he articles of a prominent feature
in the early republican period who was a poet anitervand a member of the
parliament, ibrahim Alaettin Govsa, demonstrate this double mtiached to
women in Turkish society. In his article “YoungrGn Education” published in
Yedigln magazine in 1934, he harshly criticized those peopho oppose
women'’s education. He admits that many people thiiflk that educated women
lose female virtues. He also points out that tlpipasition to women’s education
is not peculiar to Turkish society and cites MaisrFemmes Savanteasnd
Rousseau’sEmile to show that Western thinkers also adopt a clitgtance
towards further education for women. More surpghin he claims that this
caution towards women’s place in the world of ideaginates from men. He
says: “a man always wants to see women around kifpaasive, obedient and
dependent on him. Their acquisition of skills tonkhis a threat to his
dominance”. He claims that in modern times a gidstnget education since the
times have changed’® Moreover, he attaches a nationalist mission tsehe
educated women. He tells, new nation would growtls shoulders of new
female (and also male teachers); “Turkish teachmuldvmake us win the great
battle we are in, the battle of modernizatidf’"However, one can not find these
progressive ideas of Govsa in his thoughts abouhenbood. He thinks every
womanshouldexperience being a mother and even dares to callemovho do

not want to be mothers as “empty headed loungs’d®fi

%7 Mustafa Kemal quoted in Kumari Jayawardefaminism and Nationalism in the Third
World, London and New Jersey : Zed Books, 1986, p. 36.

8 yegenazlu, Colonial Fantasiesp. 134.
¥9ibrahim Alaettin Govsa, “Okuyan Gen¢ Kix'edigiin no.186, 1934, pp. 7-8.
%0 jbrahim Alaettin Govsa, “Tirk Muallimine Selanyedigiin no.190, 1934, p. 6.

%1 iprahim Alaettin Gévsa, “Cocuksuz KadinlaYedigiin no.187, pp. 7-8, 1934.
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The representation of women in advertisements \&assauck in this dilemma of
being simultaneously modern and traditional. Whiley were invited to beautify
themselves in accordance with the Western norm& wéw cosmetics and
fashion products, they were also continuously aaseat with traditional roles of
housewife and mother. In what follows, we will ayza the representation of
women in Turkish print ads between 1930-1970 umderheadings: commercial
interpretations of domestic ideology and commerandérpretations of female
beauty. However, it should be stated that thesategfies were not mutually
exclusive. As we would recognize in the followindvartisements, the housewife
was pictured as beautiful and self-caring. The amotof beauty was also

constructed as being beautiful for a husband.

4.2.1 Commercial Interpretations of Domestic ldeolgy

In advertisements that market nutrition goods likgter, pasta and cleaning
items, we witness representation of women as naagets of advertisers. Women
are perceived as naturally responsible for cookimg) cleaning for the family. The
margarine firmVita bases its ads on this notion of happy housewife ¢baks
delicious meals for the family. One reads, “he msshis house while at work,
because he knows he would find delicious mealsoatdi, “his satisfaction is
readable from his face”, “you certainly want thauy husband likes your meals:
then usevita’. (Figures 10 and 11). The message was clearthisgroduct and
make your husband happy. In other advertisement®adstuffs even if this
message of pleasing the husband was not giventlgliirécwas virtually always
women pictured while cooking. When ads of food gepictured men related to
cooking, they were frequently pictured as professia@ooks. (Figures 15, 16 and
17). This depiction of men in costumes of cookghwihite bonnets and uniform)
served two purposes; first to emphasize that heemakeals because it is his
profession and since it is his profession his tidsigabout the product can be
taken seriously. The ad &anawith a male cook tells “seriously, a delicious

meal”.
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Figure 10 Milliyet, 1960. Figure 11 Milliyet, 1960.

It is always women who do the cooking and servimgtiie family. She does this
work with great pleasure and love. The husbandhén/ita (Figure 10,11) ads is
also pleased to find delicious meals at home. Tl®reo struggle about the
division of labor. Cooking is women’s duty. Usuallyis daughters who help
women with cooking and serving. ( Figure 13)

rarsag Feorsatarmon vir mamuiidss.

Figure 12 Milliyet, 1960. Figure 13 Milliyet, 1960. Figure 14 Hayat,, 1962.
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We can tell that there is some modification of tieigresentation of the division of
labor within the house in present advertisementsen Mare increasingly

represented in kitchen, doing cooking in today'seatisements. But the view that
cooking is naturally women’s work is maintained bgpresenting men as
‘helping’ their partners or in funny situations messing the kitchen while trying
to cook. Women usually come with liée-saving product in such ads and put
things in order. Cooking for the house memberdiispesented primarily as a

‘female task’ and the kitchen as the traditionalrfthin’ of women.

Figure 16 Milliyet, 1960

In early ads up to the 1970s, when men are
pictured in ads cooking it is their profession. ¥he
are both as husbands and professional cooks the
authority that evaluated the “success” of the
meal.

Figure 17 Hayat,, 1962.
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The mother image was also frequently used in adsaaf items. The message of
Sanaads was healthy nourishment of children. These usdsl what is called
threatening strategy in ads. It reads “if your dfeh (sometimes husband) are
always weak give him this brand of margarine”. ¥ wead this ad reversely, if
you do not give your children this margarine theyl Wwe weak, this is the
threatening strategy of the ad. It does not linikd&h getting weak due to illness
but to not eatingsana Such ads offer a set of criteria for being a @jomother
associated with the condition of some goods. “Gomdhers give their children
Kadburichocolates” says one ad. (Figures 18, 19, 20 and 2

%7 MEHMET'IN SIHHATI
BENI UZUYOR. DAIMA ¥
\ DURGUN BU COCUK...

ANNECIGIM BU SANA'LL
DILIMLER O KADAR NEFIS Kl...
DAHA DA ISTERIM.

EVET, .
TAvSIYEN UZERINE
HER SASAH SANA'LI
SXOVEK YEDIRIYORUM.
£ HAKKT BIR ENERJI

KAYNAGIDIR.

Figure 18 Milliyet, 1929 Figure 19 Hayat, 1962.
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Figure 20Milliyet, 1960. Figure 21 Milliyet, 1960.

Loeb analyzed how advertisers used the threat itd afjury and malnutrition

creating anxiety to convince mothers to buy prosluct

Failure to decide for consumption may jeopardizeogent children . . . Yet
advertisers believe that parents would willingly kmagreat sacrifices to see the
infant grow to maturity . . . They encourage pasettt “protect” their children
through consumption. Any number of remedies—thatrgpap, the right food, the
right medicine—can be restorative; through theie psrents may be assured that
their children will always be bright, intelligenh@ good-temperetf?

For the Turkish case, the anxiety towards childirjnjwas not created out of
nothing. It was a matter of reality for many; esplg for poor segments of
society as the average infant mortality rate way ¥gh and undernourishment
was among one of the major factors causing childtahty. Therefore the new
food items were in a way serving as cheap subssitat medicines for the poorer

people®®® Advertisers were most probably aware of this phesmon as they

%2 ori Anne LoebConsuming Angelp. 114.

%3 | thank Eyip Ozveren for drawing my attentiorihis aspect.
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frequently marketed their products (e.g, Sana, Wastle) emphasizing their
properties of being cheap, nutritious and gooddhild) health.

The ads of cleaning items also virtually alwayduynied women as potential buyers
of the product. The ads of food and cleaning itéreguently used the notion of
easing “women’s work”. The ad ®fuhun Ankara Makarnasa pasta brand, for
instance tells women not to be chained in the kich(Figure 23). These
advertisements usually used the notion of simpldywomen’s work. But the
implicit assumption is that housework is women'skvd his is never questioned.
In the world of housewife, women are figured apoasible for cooking, cleaning
and caring for children while men are depictediti;ig and waiting for the food
or coming home from work happy to find good medlsheme. Moreover, the
relation of women with housework is both strengéeeand obscured by the ads of
new products and commodities. They are told itasthem but the items that do
the job on their behal¥ita ad for instance tellsVita is the greatest cook” (Figure
11) andTursil ad tells “onlyTursil can provide this whiteness”. (Figure 24). In
advertisements where women are depictedresd from housework, they are
usually pictured in relief looking gladly at the wkathe item did for them. Some
ads continue to depict women while doing the warsuélly with a smile on their
face). (Figures 24,25 and 26).

Zahimelaizee
pisehilen
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Figure 22Milliyet, 1960. Figure 23Hayat , 1962.
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bu beyazhg size ancak

Tursil temin eder...

Figure 24Hayat, 1962 Figure 25 Hayat, 1962 Figure 26, Elele, 1978

We can talk about a stage in symbolic meaning ardation in advertisements.

Women are primarily depicted while using the prddube use-value of the

product is explained to the potential buyer. Irelaadvertisements (of the same
product usually) we see the final work of the preidwand a women looking in

admiration to this work like it was not herself wta the work or in scenes in

complete isolation from the work dor{&igures 30, 31, 32,33)

tecriibeli-tecriibesiz

biitiin ev hanimlarinin o
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Figure 27,Milliyet, 1960 Figure 28, Milliyet, 1960 Figure 29 Kadin, 1970
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Figure 30 Hayat 1962 Figure 31Hayat, 1962

In the firstUfa ad (Figure 30) we see a woman dressed in casataksl and with
a kitchen apron tasting the cookies taken fromaven. In another ad affa we
see a woman similar to the one in the previoushedtime well dressed and with
hair make-up. She is standing in front of a tabteppred—for dinner most
probably and looking at her watch. We perceive ftorme ad that women and dish

are equally ready and well-prepared for the hushamawould come from work.

In an ad ofOmowe see a woman happily looking at the successeoptoduct in
washing the laundry and tells happily: “finally,redas the whiteness | have been
looking for.” (Figure 32). In anoth&dmoad we see a woman walking proudly in
the street and passers-by look at her with adromatiFigure 33). The ad reads:
“the cleanliness o®Omoshines out”. The indirect message given in thissatiat
women are under constant surveillance of the ogieaple. Their clothes and
appearance are critically examined and evaluateithdoypeople around. Such ads
strengthen the perception that women’s positionrapdtability in the society are
defined with respect to their appearances and hofesg (e.g., cleanliness of her

husband and children’s clothes). The women in tHeisadismembered and
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dehumanized as she is turned into mere appearamtedepicted as being
obsessed with how she appeared to others and tkenes$s of her shirt.
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Figure 32Elele, 1978 Figure 33Elele, 1978

The notion of ‘women’s solidarity’ is also a commomotion used in
advertisements of food and cleaning items. Womee gdvice to each other in
terms of right products which guarantee successpégasure of their husbands.
(Figures 34,35,36)
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Figure 34 Elele, 1978 Figure 35Elele, 1978 Figure 36 Milliyet, 1960

The introduction of electrical appliances for dotreesise in 1930s, witnessed a

marketing strategy of selling women goods thae them from housework. The
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journal of Ameli Elektrik we mentioned before used the definition ‘servant
princess (izmetci prensg@dor marketing electrical appliances. They told/Hy

be slave of housework if you have the chance dfrgeservice of electricity” or
“how powerful a servant electricity is, it does svevork”.3®* Companies that sell
electrical appliances frequently displayed imagésnvomen using these new
appliances and getting rid of houseworKkolon makes you forget what washing
the dishes was.” ( Figure 40). With Hoover washimachines your hands are dry
and you are free.(Figure 39) Again the addresbedd ads, especially of washing
machines, fridges and appliances for kitchen waymen. Cooking and cleaning

were perceived as women’s works.
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Figure 37 ,Miliyet, 1960 Figure 3Bediglin, 1939

%4 Akgura,Uzun Metin p.139.
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Figure 39%lele, 1978 Figure, 40.

4.2.2. Commercialization of female beauty

In the early Republic period the advertisementgessid to women usually used
notions of beauty, healthy skin, youth, freshness attractivenes¥” In the early
years of the Republic we see that the beauty of @is mostly associated with
facial beauty. The entrance of foreign producth®Turkish market has changed
the definition of, and the ways through which, tldan be achieved. The
traditional activity of beautifying one’s facgiiz yazmaktransformed to Western
make-up. The aim of both has remained unchangeudltibgng oneself, but tools
have changedjuzgun, allik, aklik, kina, rasté&knd surmehave been substituted

by mascara, lipstick and nail polish.

Gokhan Akcura tells that the theme of ‘to be ativacfor men’ in Turkish

advertisements started in the 1930s. Rather thaxplicit sex appeal, the early
advertisements advised to be beautiful for the &odbor potential husband.
Romantic love rather than sexuality was the matu$o Marriage, gaining and
preserving love of a man, husband, was the maiosfaf the advertisements.

These ads frequently conveyed the messages; aifbbakin guarantees the

35 Akcura, Uzun Metin, s.116.
120



‘finding’ of a husband, a beautiful skin means @famarriage and an adoring

husband.

Tokalon series of 1932 and 1936 exemplify thisteta of advertisements at best
that we will follow with three examples. All of thetell a different story, but the
message of all is the same: If you use Tokaloncayu'find’ a husband, or ‘keep’
your husband. One of them (Figure 41) tells a stdryut a woman whose “dear
husband and father of her two children” has beemtéd’ by another woman.
(The ad reads for this other women, as other widg)e of her friends tells her:
“motherhood and housework has made your face dghyhusband would love to
see an ugly woman who has a skin with wrinkles”other ad reads: “Women
should care for their skin as they get older, ideorto keep attraction of their
husbands”. (Figure 42). One ad tells that a wonfaage 35 ‘kidnaps’ the fiancé
of a girl at the age of 19. We learn from the txd pictures that the older woman
seems much younger than the girl because sheTudedon and therefore she

succeeds in the battle to gain the love of the majuestion. (Figure 43).
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We witness threatening strategy here again. Wimigles women are promised to
find a prospective husband candidate (Figure, &), #narried women are
threatened to lose their husbands if they do netthe right product. They are
under constant threat from other women, if theyndb care for their beauty, a
more beautiful woman can get their husband. They @ combine their traits of
being a good mother and housewife with both a gonother and housewife with

that of a beautiful woman.

These and similar ads tell women that they haventbsomeone to marry; their
social reputability will thereby increase; moreotieis is a competition amongst
women. Marriage is a theme frequently emphasizetthenearly advertisements.
There is this unchanging constant need to find raimdove which lay at the root
of all women’s desire for being beautiful. Theses adsist that every woman
naturally wantsto be beautiful and also tell thepouldwork hard to keep their

beauty.
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Figu#s, Notion of marriage in an advertisem&it.

4.3 Concluding Remarks

Kilbourne states that scientific studies and dépist of women in advertisements
lead to the same conclusion: women are shown alexa$tisively as housewives
or sex objects®’ For the early print ads in Turkey up to the 19W@scan talk
about over-representation of women in the domesifteres as housewives and
mothers. The new products and appliances were mearl@ a notion that they
would simplify women’s work and create leisure. Jlage told that they would
spent less time on cooking and cleaning with tl@e iproducts and they would

%6 Taken from AkcuraUnutma Benip. 132. Source and date are unspecified.

%7 Kilbourne, “Beauty and the Beast of Advertising?,128.
123



achieve greater success in terms of taste, ‘wds€rand hygiene of their work. It
cannot be denied that much of these goods easeceni®mvork in reality. |

remember my grandmother telling how a hard worknéy was before the
‘discovery’ of the washing machine. Exhausting seas food preparation got

easier due to usage of fridges and emergence @y+eade canned food.

What women could to with their increasing leisuneet? This leisure time created
by new products was not associated with women’srgrg the labour force,
rather with better caring for family members; fatter relations with (or better
service to the) members of the household and @mldFhe well-known slogan of
advertisements was “reservation of women for betteatment of children”
(annem bana kal)r Representation of working women was virtuallyset. It
would not be wrong to say that a notion of the nmmodeeal woman, both a
mother and a career woman has not developed ine tbX70s.

This absence of working women in advertisementsrdes analyzing more given
the fact that women were increasingly entering ligour force and women
addressed by these advertisements were working womehe real life. That
advertising industry was male-dominated can bexghaaation. As, Friedan told
for the American case in the 1960s, as more wortragged for entering labour
force and transcending traditional definition redtural womanhood, that is the
state of being a wife and mother, they were incnghg represented as
housewives in journal advisements run by male exexsi Moreover, these
advertisements in conjunction with articles in fbernals promoted scientific
home management. The message given was that hakséwa serious and
complicated work and advertisers tried to preventmnen from feeling useless
because the new appliances did the housework.dfritdls:

By the mid-fifties the surveys reported with pleasthat the Career Woman (“the
woman who clamored for equality—almost for identityevery sphere of life, the
woman who reacted to ‘domestic slavery’ with indijon and vehemence”) was
gone, replaced by “less worldly, less sophisticatdman . . . who “finds in
housework a medium of expression for her feminitg andividuality”. She’s not
like the old-fashioned self-sacrificing housewifdte considers herself the equal of
man. But she feels lazy, neglectful, haunted byt deelings” because she doesn’t
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have enough work to do. The advertiser must maaipuher need for “feeling of
creativeness” into buying of this proddet.

Women’s demands for equality were manipulated aeechanneled into
domesticity by advertising. We can tell that idéadition of women with house
loomed as a universal-like strategy for advertigeraranteeing their sales of their
products. As Freidan, tells it was not a collectamed consciousness act of
advertising agencies and capitalists around thédwbat aimed to keep women at
home. “It was not an economic conspiracy directedd@nen”. She tells that the
heads of General Motors, General Foods, Macy'sdarattors of all companies
that make detergents, ovens, carpentry, etc. reatedown around a conference
table and voted on a motion against women to keemtas housewives and nor
did they ever say: “Too many women getting educatedBut how can we keep
them at home? We've got to keep them housewivedeiisdnot forget it.”*® It
was not as simple and rational as that: obvioustydommercial interests allied
themselves with patriarchal interests with the pagpof subverting women and
making material gains from this subversion. The extedaded advertising
agencies used the norms of the patriarchal orddr teaditional definition of
womanhood as mother and housewife in their ads.wAsmentioned in the
beginning of the third chapter, the identificatiohwomen with household and
their denial as autonomous agents have close cthongcwith the notion of

power in society and also with the dominant forns@éntific thinking.

However this traditional view that the natural @asf a woman is her home may
waver sometimes. The ad Biihun Ankara MakarnagiFigure 23), for instance,
utilizes the jargon of women’s movement, the vigyaiast “domestic slavery” by
its representation of a woman who breaks the chanmsnd her body and throws
herself out of the kitchen. The ad reads: “do netaslave in the kitchen for
hours.” Nevertheless, what saves women in thisdtld product (the pasta) that

can be cooked without too much effort. Comparing groduct with homemade

3% Friedan;The Feminine Mystique. 209.

%9 Friedan,The Feminine Mystique. 207.
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noodle(eriste) which women used to make at home, this new proahight really
serve to alleviate women’s work as it is an eagilgpared dish. However, the
woman in this ad is not a woman who comes from wamkl has to prepare
dinner. Considering her clothes and kitchen aprbe & most probably a
housewife. As we mentioned before, the alleviatmi housework was not
associated with women’s working outside the homth@se early advertisements.
We see a kind of progress in present advertisenaantisey display women more
in working environments and outside the house. Nbetess, the view that
housework is women’s work is still strongly held tirrent advertisements. It is
still women who are primarily addressed in presdetergent and food item
advertisements. A notion of superwomen, a careenavoand mother is formed
today (e.g., Orkid ad which tells | can make baabypand career) but it is women
not men who are faced with this dilemma of makintpeeer or a baby and have

to try hard to balance both roles.

For the Turkish print ads up to the 1970s, we camen talk about the same
degree of sexualization and objectification of womas we see in today’'s
advertisements. The common strategy used by aseestithat is perceived to
result in objectification of women in ads; fragmegian of women’s bodies and
emphasizing some body parts, especially breagts,amd legs, was not used up to
the 1970s in print advertisements in Turkish newspa and magazines. We do
not claim that the emphasis on body parts waslyo#disent in early ads, but at
least they were infrequent relative to the presesituation. Fashion
advertisements, especially ads of socks, frequentiphasized legs of women.
Another concept which may be useful in investigathre gazeand objectification
in advertisements is ‘face-ism’. The term face-isras coined to describe a
tendency for photographs and drawings to emphdbedaces of men and the
bodies of women. In early Turkish advertisemenésolserve an emphasis on
faces of women. This might have been due to thestyjf the products. The bulk

of the early cosmetics products were for face skk& creams or products for
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make-up. Also, this was a period in which womdatses were recently unveiled
and this might also cause predominance of womessfin advertisement®,

muzikden
anhiyaniann
sectigi
radyo

aynanizdaki
- guzellik

Sanki bir aynanin igindan
seyredilen o gillimseyis..
Kulogimiza calinan uzak
bir sark...

Sevincler, sevgiler, sevgililer!
Ansizin aynanin iginde
beliren o seffaf yiiz.

Adeta nemli!

Alimii bir kadin... Sessizce
kaybolur.

Gergek miydi, yoksa yine
diis ma?

llegimizde bitin izleriyle
kalan o yiziin seffaf
glizellig

BELIEVABLE COLOUR

«Fondoten -7 -renk»
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Figure 46 Hayat 1960  Figure 47Elele, 1978

By the 1970s, we witness sexualization of womepjsearances in advertisements.

The brief account given here with respect to wommeapresentations in Turkish
print ads has been limited given the absence itér@tiure on the historical studies
of advertising and its gender implications for tAerkish case. Firdevs
Gumioglu has supplied a valuable survey of representatiomomen in primary
and secondary school textbooks in Turkey from e@dpublic years up to present
and she came to a similar conclusion that womeroeeerepresented within the

sphere of household in textbook$ Navora-Yain’'s study demonstrates that there

370 thank Prof. Dr. Y. Eyiip Ozveren for drawing ntjeation to this point.

31 Firdevs Helvaciglu- Giimizoglu, Ders Kitaplarinda Cinsiyetcilikistanbul: KaynakYayinlari,
1996.
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was a peculiar proliferation in rationalized andeyed management of the home
in the 1920s and 1936% There is a growing literature for modern studiés o
advertising and representation of women in preadaertisements in media. We
believe that how these representations of womeradwertisements evolved

through time and how they are interlinked with #merging consumerism in

Turkey need to be further explored.

372 Navaro-Yain, Yael “Evde Taylorizm’ Tirkiye Cumhuriyetninilk Yillarinda Eviinin
Rasyonellgmesi (1928-1940)Toplum ve Bilim84, 2000, pp.. 51-73.
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CHAPTER V

CONCLUSION

This study has been motivated by an attempt tdexingé mainstream economics’
analysis of consumption. It is based on a claint the ignorance of cultural and
historical determinants of consumption by the eoaigs discipline, as well as its
blindness to gendered aspects of consumption eesutt an incomplete and
biased analysis of consumption. An alternative apghn that borrows from Dual
Sytems Theory is proposed. It is claimed that bothss and patriarchal
hierarchies affect consumption practices. Moreower believe that middle-class
women have been articulated to modern consumptittare both as consumers
and commodities; as commodified consumers. Hidbriorigins of this

articulation have been explored in order to provedgdence that this specific
articulation of women into consumption was not natand inevitable, but rather
ideological. We tried to develop an understandirign@asculinity, feminity,

production and consumption as socially construeed historically contingent

entities that reflect (and reinforce) power relatian society. As such, due to
constant interaction and connection between thdm, deparate spheres of
masculine and feminine, production and consumpttams out not to be so

separate after aff’>

In the first chapter, we presented how mainstreaom@mics with its premises on
a theoretical and ideological separation of congionpfrom production has
prevented maturation of a comprehensive analysmon$umption. We proposed

373 Lubar, “Men/Women/ Production/Consumption”, pp32, emphasis added.
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that the separations of consumption from productaomd use-value from
exchange-value were by-products of the capitabstraodity production and that
neoclassical economics provided the ideologicalpstpfor this detachment.
Building on what is calledubstanstialism of need®oclassical economics serves
as a defense of capitalism claiming that peopléfege to choose’ in théeaven
of market. Theories of Marx, Veblen and Bourdieuhwtheir emphasis on
determination of consumption by the social orgaimzaof production and class
relations in society are utilized to show that aonption is historically and

culturally constructed.

The third chapter deals with the issue of gendesoimsumption, especially how
patriarchy and capitalism have entered in partmershoppress women through
ideology of Mrs. Consumer: Happy Housewifieody and beauty politics. Mies’
concept of housewifization and her analysis of m&ernational division of labor
have been utilized to show that the creation of estétn ideal of domesticated
privatized woman concerned wilbive and consumption and dependent on a male
breadwinnerwas not a process unrelated to the colonizatiothefother parts of
the world.

The third chapter has been framed to how this coctsdn of women as
commodities as well as consumers found its symbekpression in cultural
iconography especially in advertisements. Culturradtitutions like media,
advertising and film industry by their predominanagh representations of
young, beautiful and slim women continuously remnimomen of the fact that
how they appear matters and is subject to evaludtjomale gaze The beauty
myth in accordance with the fashion system, the adsieg¢i and cosmetics
industry also tell women that their appearancemsgartant and they are not
perfect They should not get weight, not lag behind thehian and even not get
older. Moreover, they are given the impression thdhey try hard—an effort
which virtually always means more consumption—tely come close to the
appreciated standards of beauty.
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The final chapter is devoted to the analysis ofkilr print advertisements and
their representations of women. Randomly seleatkatrtisements from Turkish
newspapers and journals ranging from early Repudars up to the 1970s are
examined for their display of women. We summarittezlfindings regarding the
display of women in Turkish print ads under two diegs: commercialization of
domestic ideology and commercialization of femadaudy. It is our contention
that, these two strategies dominated the represmmtaof women up to the 1970s
such that women are overrepresented within therspdfehouse and while doing
housework and the items related to beauty alwaydreaded the woman
consumer. The notion of romantic love in marriagé&es to find and keep a
husband-was the main underlying theme in ads fautlyatems. This channeling
of the ‘natural desire’ for beauty into domesticity connection with the image of
women as mother and housewife resulted in prommefche image of a good
mother and housewife who also cares for her appeard he extra time created
with the uses of new products was not connecteti ait image of working
women. Rather, women are perceived to use thig ¢ixtre forworking on their
appearanceSimilar to Naomi Wolf's analysis of the myth ogduty, we can tell
that the obsession of women and their culturalesgmtations with beauty and
later with sexuality can be considered as new pggor Turkish women.

Emphasizing the symbolic dimension of women’s comification in visual
iconography and by beauty myth does not mean tiestet are cultural fables.
They have material consequences in the lives of @momiVomen measure their
value and self-worth in terms of their appearandeey take risks of cosmetic
surgery to achieve beauty standards and they ementot prevent natural
transformations in their appearance caused by agimg violence against women
(e.g., sexual harassment, rape, physical and pkgibal mistreatment) also has
much to do with dismembering of women by emphagizineir bodies and
turning them into sex objects in cultural repreagans. Also, both the causes of

the myth and its effect are economic. As Wolf peiatit, diet industry is making
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$33 billions a year, the cosmetics industry $ 2llioni, the cosmetic surgery
industry $300 million and pornography industry Bilfion.*"

The power relations and the politics of consumptiake to be taken into account
while analyzing the articulation of women into trealm of consumption. We
claim that patriarchal capitalism has integratedm&n to consumption in a
subordinate position. Moreover, we claim that thuordination as well as the
real economic and political powerlessness of wolmare been mystified by the
ideology offreedom in the markednd reconciliation of women’s movement to
capitalist interests througmarketing of freedomAs Veblen told, women were
once trophies and holdings of men, and this safgitbas taken a new form in
modern societies in which women turned into decegadrnaments of the house.
In contemporary world, women are increasingly cosdi to their bodies. As in
the past, at present the oppression of women bapetal capitalism goes on and
consumption is an important site of this oppressivhat is more tragic, women
have deeply internalized these ideologies of hoifseamd beauty that they do not

perceive them as sources of their oppression.

37" Wolf (1991) cited in Peach (edWomen in Culturgp. 172, it is told that these are 1991 figures
but no information is given about the scale; whethe figures are world or American figures is
not specified.
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