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The complete video file with audio can be accessed here (its size was too large for 
Moodle):

YouTube link:
https://youtu.be/cXTatSLzL2s



Anthropology has to 
become relevant 

The best path to 
relevance is 
through effective 
marketing
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We have overappreciated our abilities to deal with different kinds of humans in the past, and contact between different groups has always resulted in replicating, reinforcing, and augmenting relations of power and exploitation. 

The Internet, cheap travelling ( and travel blogs), social media, has made us aware of times and places completely different from us and happening in real time. It’s baffling. 

Globalizing processes are reaching a peak by being in our pocket at all times.

Korean beauty bloggers being watched in rural Guatemala, or Kuwaiti food Instagrammers being followed mostly by Haitians.




What is advertising? 

Honorable
Natural
Cooperative
Well-being
Mutually advantageous 
exchange
Propaganda applied to sales
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According to Machan advertising is not merely honorable, but also natural, a virtual paradigm of cooperative behavior, and an essential component of human well-being. (Lovas, 2011, p.53)
 
Advertising might be defined as any device which first arrests the attention of the passer-by and then induces him to accept a mutually advantageous exchange. De Vries, Victorian Advertisements, (O’Barr, 2015, p.6)
 
‘propaganda applied to sales’ (Marcuse, 2006, p. 109)




Why advertising? 
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Master of the language of our times: graphic semiotics and social media




Is it effective? 

Too much.
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If we depart from the official (under)estimations advertising in France has net profit of 23000 million euros, which is, thirty times more than the Ministry of Environment’s budget. And this is only a fraction of the entire advertising system. […] According to some publicists, we are submerged in a sea of something between 300 to 1000 [advertising] messages every day, but according to journalists, the amount rises up to 2500, and by specialists at Culture Pub the amount can reach 7000 messages! (Marcuse, 2006, p.45)

In the United States, where advertising expenses increase four to six times faster than the rest of the economy, they represent today 2% of the total GDP. (Marcuse, 2006, p. 56)
Throughout the 90’s advertising colonization in the school system increased in [the US] by 539%. (Marcuse, 2006, p.57) 




No other images confronts us so 
frequently

Yet is too subtle for us to feel 
confronted
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Why is it relevant?

In the cities in which we live, all of us see hundreds of publicity images every day of our lives. No other kind of image confronts us so frequently. (Berger, 1977, p.129)

Yet is too subtle for us to feel confronted

The name of the game is no longer barking orders to potential consumers to drive them into shops and stores but rather providing them incentives that make them want to seek sellers out and give them their business. Contemporary ads are no longer just about product features, but tell stories that invite consumers to join brands in an emotional, experiential world, where, according to marketing gurus, brand identity and personal identity merge. (O’Barr, 2015) 





Advertising and the 
economy 

Spread of consumerism

Central role

Symptom
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In its essence, advertising’s main effect is the spread of consumerism. (Marcuse, 2006, p.23)

Advertising is not the source of all evils, but is marginal position regarding the central matter of industrial over-production must not let us forget its central role: the dissemination of the way of life that sustains its development. (Marcuse, 2006, p.175)

Advertising is an inextricable symptom of the world’s devastation, and also one of its engines. It contributes to it in two ways: by stimulating the excessive consumption of industrial merchandise it favors the development of a devastating economy; and in concealing its consequences, it impedes the awareness to be raised, a matter that becomes more urgent with every passing day. (Marcuse. 2006, p.25)


Advertising gets along perfectly with our current lifestyle! Its backflow will only happen with a decline in the production of merchandise and the emergence of different social relations […] This change can only come about if the power dynamics and the general organization of human life undergo a profound transformation. (Marcuse, 2006, p.188)

Publicity could only play its part channeling dynamics, which preceded it. (Marcuse, 2006, p.87)

Advertising is inscribed historically and logically in the continual development of industrial capitalism. (Marcuse, 2006, p.59)





Advertising and 
everything-the-same 
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Homogeneity

Consumerist economies, in other words, are based on the production of individual alienation through the consumption of hegemonic images. (Hansen, 2008, p.54)


And that for a simple but far-reaching reason: the modern opposition between science and non-science is both a ‘model of ’ and a ‘model for’ the wider divide separating Western modernity from the others, the barbarians, the primitives. Such is the founding gesture of ‘our’ era: the identity of the ‘modern West’ depends on this segmentary duplication of two outsides of itself. (Viveiros de Castro, 2015, p.5)

Publicity exerts an enormous influence and is a political phenomenon of great importance. But its offer is as narrow as its references are wide. It recognizes nothing except the power to acquire. All other human faculties or needs are made subsidiary to this power. (Berger, 1977, p.153)







Marketing Warfare 

Language, as always, is 
instructive. (Hansen, 2008, 
p.62)



Military metaphors 

Impacting
Targets
Segments
Arsenal
Missiles
Bombs
Campaigns
Cracks
Break down defenses
Occupy the field

Battlefield
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Publicists make great use of military metaphors. It is not about informing, but about ‘impacting’ upon ‘targets’. They do not address individuals but ‘segments’ with an ‘arsenal’ of ‘sophisticated means’. Messages are ‘missiles’ or ‘bombs’. They impart on ‘campaigns’, look for ‘cracks’, ‘break down defenses’. Lastly, they ‘occupy the field’. The public does not participate in the dialogue, it is the ‘theatre of operations’ and what is disputed in the ‘field’, in which advertising presents itself as the ultimate weapon.
[…] Who is the enemy? According to this, ‘the battlefield’ is the mind of the consumer’. (Marcuse, 2006, p.41-42)


To praise, to seduce, to influence: these are the key words in all advertising handbooks. (Marcuse, 2006, p.39)





Il faut écrire dans la langue de l’ennemi. 
Jean Genet 1 
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Advertising is the language of our time. 
Powerful tool.



 
1 Cited by Jêrome Neutres in ‘Bill Viola, la métaphysique sans la philosophie’. Available at <https://www.philomag.com/lactu/breves/bill-viola-la-metaphysique-sans-la-philosophie-9467> [accessed 12 December 2018).





Arsenal of human sciences

Ethnography as business 
tool 

Fields are closely allied

Advertising and Anthropology 
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[for persuasion] with this end in mind, they [publicists] have learned how to use the entire arsenal of human sciences: sociology, psychology, psychoanalysis, semiotics, linguistics, and of late, cognitive sciences. (Marcuse, 2006, p.39)

The last few decades have witnessed a burgeoning rise in the application of ethnography for design, marketing, and consumer research. Popular press articles have widely celebrated anthropology, and particularly ethnography, as a new business tool to gain insight into consumers' lives. (Malefyt, 2009, p.201)

Yet Peter Kim, director of research and consumer behavior for J. Walter Thompson, believes the fields are closely allied. "Brands are much akin to the role of myth in traditional societies," he says. "Choosing a brand becomes a way for one group of consumers to differentiate themselves from another." (Miller. 1990)


In marketing, anthropology has been used to understand brand image and social symbolism […], brand loyalty […], consumer behavior and social organization […], interpreting consumer stories […], shopping […], and holiday gift giving […]. Anthropology, and particularly ethnography, has also been used and misused for marketing and advertising purposes. (Malefyt, 2009, p.201)

They further note that ethnography is employed by corporations not so much to explore cultural issues of shared values and trends but, rather, as a method to probe the individual and categorize the self (Sunderland and Denny 2003:190). (Malefyt, 2009, p.202)

In order to launch new market goods advertising can rely on an old human passion: curiosity. (Marcuse, 2006, p.95)









Diversity sold as 
uniformity

Antagonistic goals?
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Advertising’s only mission is to be the guise the product, institution, or idea will wear, according to the fashion of the time or place. It is the strategy of the chameleon. The same car will be sold in Germany emphasizing its sturdiness, in Italy its horsepower, its luxury in France, and even its low environmental impact in Scandinavia. The diversity of sensibilities is picked up only to be sold uniformity. (Marcuse, 2006, p.127)


It doesn’t threat with physical violence but with marginalization, thus intimidating any eventual dissidents. (Marcuse, 2006, p.124)

…advertising amputates populations from their cultural traditions in order to forcefully integrate them into the industrial system. (Marcuse, 2006, p.29)

…it hews worldwide cultural diversity. (Marcuse, 2006, p.30)

Advertising is by and large in the service of a handful of hegemonic corporations. (Marcuse, 2006, p.20)


Antagonistic goals?







Ethical consumption Power of consumers

Vote with your money

Is it too close to this whole 
system to become 
anything but?

susanafabre
Sticky Note
Power of consumers

Vote with your money

?

In short, consumption can no longer be seen as an innocent act, but part of the chains of interdependencies and networks which bind people across the world in terms of production, consumption and also the accumulation of risks. Yet, however much there is a perceived political dimension to consumption and cosmopolitan potential to unite people together through their common human condition in the face of global risk and planetary dangers, consumer culture has become too firmly established as part of the taken-for-granted value assumptions of the contemporary age for it to be easily modified, or discarded altogether. If there is an emergent global culture, consumer culture has to be seen as a central part of this field. (Featherstone, 2007, p.xviii)




Moralization of the market
Celebrities

Socially resonsible market actors

Indivuduals monitor themselves 
through reflexive interaction between 
global and local choices.
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At one level of analysis, the moralization of the market thus has a critical potential in that the demand for socially responsible market actors typically exerted through social struggles in the form of consumer boycotts and public shaming campaigns may somewhat restrain their drive for financial gains. 3 (Shamir, 2008, p.3)
 
A distinctive feature of the reflexive modern self is the interconnection between day-to-day social life of the individual and expansive globalizing influences. Modern institutions and mechanisms such as marketing, branding, media, and technology- embody this interconnection, as traditional face-to-face social relations are replaced by rapid forms of communication and instant images of the global, in which individuals increasingly monitor themselves through reflexive interaction between global and local choices (Malefyt, 2009, p.203)






Anthropology as philosophy 
today 
 
Speaks in the plural 
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Is not in its methods or objects but in framing and guiding decisions and interactions between human groups. 

Introduce philosop[ies] instead of a single philosop[y]


While philosophy as a field was totally dependent on the concept of modernity, it appeared to me that anthropology could be an entry into the contemporary: precisely because it took ontology seriously at last. Not as symbolic representation. Not as those beliefs left on the wrong side of the modernizing frontier. But as a life and death struggle to have the right to stand in one’s own time and place.
–Bruno Latour (2014b), “Anthropology at the time of the Anthropocene” (Kohn, 2015, p.312)





 

Branding is now a highly 
commercial practice that is 
expected of anyone who has 

something to say of public value.  
(Malefyt, 2009, p.208)  



Why 
anthropology? 
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(Levi-Strauss) In the Greater Antilles, some years after the discovery of America, whilst the Spanish were dispatching inquisitional commissions to investigate whether the natives had a soul or not, these very natives were busy drowning the White people they had captured in order to find out, after lengthy observation, whether or not the corpses were subject to putrefaction (1973 [1952]:384). […] The moral of the tale continues to be that of the previous book, namely the mutual incomprehension between Indians and Spaniards, equally deaf to the humanity of their unheard-of others. (Viveiros de Castro, 2004, p.6)



 

An entry into the 
contemporary

Possible ways of 
becoming otherwise

Alterity and its power of 
alteration

Unique positon

Multiply our world
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Especially ontological anthropology is useful in the sense that it can shed light not only in the people involved, but in the relations those people have with their environments. Spread to other forms of life, and voicing their rights to it.

Multinaturalism is not a description of how the world is, or how one kind of person thinks, but a call for a form of thinking, available to anyone, that is able to see possible ways of becoming otherwise. (Kohn, 2015, p.320)

Anthropology and ethnography became a conduit whereby, as Viveiros de Castro (n.d.: 18) puts it ‘alterity revealed its power of alteration’. (Pinney, 2011, p.312)

The ethnographer’s task is then to account for a total field of data (Strathern, 1987: 258); she is in the unique position of being able to translate between cultures, explicating the conceptual gaps between their meanings and our concepts, to render the strange familiar. (Cook, 2011, p.333)

Anthropology’s role, then, is not that of explaining the world of the other, but rather of multiplying our world. (Viveiros de Castro, 2015, p.11)









 

Counter-narratives

Analyze and solve contemporary 
problems

Alternative ways of acting and 
thinking

A world ‘safe for difference’
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Anthropologists offer counter-narratives to dominant discourses of militarism, neoliberalism, imperialism, counterterrorism, nativism, and so forth. Furthermore, neoliberal currents have pushed universities toward a consumerist, market-driven approach to education in which knowledge is privatized and academic departments must validate their value in market terms. For some, demonstrating anthropology’s ability to analyze and perhaps even help to solve contemporary problems – and thereby attract research funds and political recognition – might ensure a profile beyond that of a service discipline for undergraduates. (Besteman,2013, p.2)

Tully holds that the primary task of the theorist is to provide political actors with a theoretical ‘toolkit’ that opens up new and alternative ways of acting and thinking and thus allows them to problematize hegemonic practices and discourses. . (Besteman,2013, p.2)

So too his argument that in order for the world to be ‘safe for difference’, we need to be less concerned with grand theories of identity or justice, but instead engage in and build upon practical reciprocal work with all parties engaged in struggles over recognition. (Besteman,2013, p.2)


While some anthropologists are wary of attempts to popularize their works, fearing its simplification or misuse. (Besteman,2013, p.2)
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Anthropology has unique skills to face some of the world’s biggest problems.
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Anthropology has to become great (again?)


1493 might as well be 2019. 
It has to become relevant but the path will be difficult as it threatens most of the ruling paradigm’s precepts. 
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Change the hat. The Form.
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“We propose a reversal of priorities in favour of more useful, lasting and democratic forms of communication – a mindshift away from product marketing and toward the exploration and production of a new kind of meaning.” Abillionpeople.org
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