To what extent does consumerism and advertising create feelings of inadequacy, fuelled by the unrealistic perception of how we should live our lives
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Chapter 1: Introduction
Reality is but a simulation that we are all born into. When we see the colour green we perceive it as a safety net or a direct order to proceed without fear of danger. We learn that red is usually a sign to proceed with caution, as the path ahead may be dangerous. Within this essay, I will be looking into how consumerism directly effects the association between us when buying into advertised lifestyles and how this in turn can cause a status anxiety. Technology that connects us online, is also affecting the relationships and physical contact we have with one another in reality.
We are all living in our own subjective reality, we all interpret events and experiences differently within the world. Passivity has started to take grasp of many people online ‘the acceptance of what happens without resistance’.
Advertising and lifestyle are two of the factors that could be to blame for this. It can have huge effects on our mental health. The mainstream media has a huge influence on all of our lives, the pressure from others to have the next best thing entices us to fall into materialism ‘buying something we may not need for emotional reward’. This essay hopes to understand the reality, the mediation that we face on a daily basis. 
When looking at the Youtube video ‘The Nature of Consciousness’ by Alan Watts,
“In the nineteenth century we discovered that we are on a minor planet orbiting a minor star in a minor galaxy, ‘and we really are small and God doesn’t love us and nature doesn’t give a damn.’ But we are able with ‘our ingenuity from this magnificent organic structure to evoke the whole universe.’ We are not some accident but ‘what the whole show is growing there, and realizing its own presence.’
But self-knowledge can lead to anxiety; it simultaneously has advantages and disadvantages [for example, because we can know ourselves, we can talk about ourselves and others, which is an advantage; but this difference, this separation and alienation, can result in anxiety, which is a disadvantage, if we’re not mindful that this difference is not real.] Reality is represented by symbols (like numbers and words), but those symbols are secondary–don’t mistake them for reality.”



We can relate this quotation to social media, the way Alan Watts talks about separation and alienation. Separation and alienation on social media can be linked into how we try and represent ourselves on this digital platform. Like in reality, we all put on an act to some extent, trying to conform to what society expects or how we would like to be seen by others, but having friends and family buying into lifestyles set out by popular companies can lead to anxiety. Anxiety of not having the latest iPhone for example and then we proceed into Materialism. First and foremost, we must first look at how we got into this Post-Modernist way of thinking.




















Chapter 2: Modernism
The time before Post-Modernism there was Modernism, but what is Modernism? From the website ‘The Imaginative Conservative’;
A cursory search for the word on the worldwide web will reveal its definition, on Wikipedia, as “a philosophical movement that, along with cultural trends and changes, arose from wide-scale and far-reaching transformations in Western society in the late-nineteenth and early-twentieth centuries.”
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Figure 1 Modernism
Modernism is a philosophical movement, it represented the now and the most up to date products in the late 19th and early 20th centuries (Figure 1). There are three ways in which we view Modernism, when referring to Modernisation we must look into everything that came out of the Industrial Revolution in the 18th century. In the book ‘Modernism’ Page 6;
“Modernisation refers to a range of technological, economic and political processes associated with the Industrial Revolution and its aftermath.”
When referring to Modernity we must look into the social aspects in which has been affected by the processes of the Industrial Revolution. In the book ‘Modernism’ Page 6;
“Modernity to the social conditions and modes of experience that are seen as the effects of these processes.”
Finally, when looking into Modernism as a whole, it is more of a vague expression when representing everyday life and keeping up with the present and the now. This could mean getting the latest car or attending a popular new event in the area. In the book ‘Modernism’ Page 6;
“On the meaning of modernism, however, agreement is less easily secured. In general usage it means the property or quality of being modern or up-to-date. Yet it also tends to imply a type of position or attitude – one characterised.”
Here we can see that following the trend of Modernism, one does not necessarily have to be rich, one just needs the right attitude. We can easily slip into the movement just by following small popular life hacks viewable online. For example, ‘Roll your shirt sleeves the right way.’ Taken from the website ‘Variety’ they have a Buisness Insider section that covers all sorts of life hacks for the modern gentleman,
“Instead of rolling the cuff slowly up your sleeve, flip the cuff back and pull it to just below your elbow. Then take the bottom (inside-out portion) and fold it up so it traps and covers the bottom cuff. Your shirt sleeves won’t unroll again.”
These trendy modern sites are all too familiar and have led the population into thinking small changes like this can keep us staying quirky and cool. The vast majority of us have at least come across these sites or posts online at least once. However, not all of us are excited about a modernist world. Some of us feel as though it has crept into places of work in which it does not belong. Architect ‘Nikos Salingaros’ feels as though the vision of modernism through architectural building has more negatives than it does positives, he states;
Not only is it impossible to have any “Green” architecture within a modernist framework, but, moreover, Modernism encourages us to deny our biologically-evolved senses and embrace an unnatural, inhuman built world.
He feels as though a modernist world is too restrictive and the clean aesthetic that modernist architectural design pursues, leaves us and future generations with a “very peculiar abstract criteria” to follow. He goes on by stating that there’s a bigger picture and that those who have designed the buildings will blur the minds of future generations design processes;
This is radical training in sensory denial: desensitizing people so that their interpretation of the world can be defined by others with an agenda.
The way in which he feels and talks about architectural buildings, can lead us to think about advertisements in the same way. Big companies with an agenda taking our eyes away from nature to follow and feed into their advertisement schemes. No longer knowing if a product is real or synthetic.
Chapter 3: Post Modernism

Figure 2 Modernism Background
When looking towards the future of Modernism we must now look at the mid to late 20th century. In a general sense Post-Modernism is quite recent and represents the progression of different areas such as architecture, art and literature (Figure 2). In the book ‘Post-Modernism’ Page 7 Preface;
It has called into question our commitment to cultural ‘progress’ (that national economies must continue to grow, that the quality of life must keep improving indefinitely, etc.), as well as the political systems that have underpinned this belief.
From this we learn that in order for us to have a better future, we must now make the changes needed in order for our goals to be achieved. This is not limited to but can include topics such as housing, food, waste, environment protection, green energy, wind farms, vaccines etc. In the book ‘Post-Modernism’ Page 7 Preface;
To move from the modern to the postmodern is to embrace scepticism about what our culture stands for and strives for.
These 21st century views are however quite recent. It was in the 18th century that a phrase was born from an English painter John Watkins Chapman, he suggested that any art after Impressionism should be known as ‘post-modern’. In the book ‘Post-Modernism’ Page 8 Preface;
In the 1870’s the English painter John Watkins Chapman suggested that any art that went beyond Impressionism, the revolutionary new art style of the period, would be finable as ‘postmodern painting’.
However, it still wasn’t talked about socially throughout until the late 1900’s. This has dwindled over into the 21st century, present day. In the book ‘Post-Modernism’ Page 35;
It was during the late 1980s and early 1990s that postmodernism and its linkage to our everyday lifestyles first moved from the academic literature and into popular consciousness.
So what is Post-Modernism? It mostly leads us heavily into commercial markets where products and services are advertised to us in a way that if we are to go without the product advertised, we will be inevitably missing out. From the book ‘Post-Modernism’ Page 37;
We no longer conform to the traditions of the old occupational cultures and instead we choose a lifestyle. This term, not in itself a new one, was taken by the advertising and designer culture of the 1980s to stand for the individuality and self-expression that were the cornerstone of the free market revolution of that decade.
For the first time, people woke up and decided that they wanted to go outside and live a lifestyle. Due to being able to see products & services like never before, the advertisements quickly led many to believe, that the people representing the company on the television, had a better life than our own because they had bought into said product and looked like they were having a great time. From the book ‘Post-Modernism’ Page 37;
Men are no longer just portrayed as the expert advisers to women on technical matters such as the choice of washing machine; they are also at the aspirational heart of advertising styles. Older as well as young men now articulate their identity through a conscious and selective process of consumption involving clothes, hairstyles and body decoration.










Chapter 4: Post Post-Modernism
This movement has quickly grown in popularity, today we are exposed to this way of advertising constantly. There is no escaping the amount of lifestyle adverts distributed to us every second of every day. When looking ahead to the term post-postmodernism, things get a little blurry. From the book ‘Post Post-Modernism’ Page 9 Preface;
Indeed, postmodernism has seemingly been lingering at deaths door, refusing to pass definitively for quite some time.
Why is this? Well it may be due to the fact that we haven’t really achieved the goals of Post-Modernism thus far, there is still plenty of susceptible things at large that we can’t quite move ahead to our future. Things such as green energy and net neutrality are still be argued over. A post from ‘Savetheinternet’ states;
Net Neutrality is the internet’s guiding principle: It preserves our right to communicate freely online.

Figure 3 - Post Post-Modernism
But what is post-postmodernism (Figure 3) and should we be worrying about it currently? In the book Post Post-Modernism Page 3;
The 80’s, in short, was the decade when the dictates of the market became a kind of secular monotheism in the US, thereby opening the door to now-ubiquitous “corporatization” of large sectors of American life: welfare, media, public works, prisons, and education. In fact, such a market dictatorship, honed in the many palace coups that were ‘80s LBOs, has become the dominant logic not only of the US economy, but of the past-moving phenomenon known as “globalization”.
Globalization seems to be the set logic for today’s Post-Modernist world and for now it seems to work. Due to this current phenomenon, it is easy to see that a time after this wouldn’t be so different. It would only improve on the current foundations. In the book ‘Post Post-Modernism’ Page 9 Preface;
With its stammering inability to begin in any way other than intensifying the thing it’s supposed to supersede, “post-postmodernism” is a preferred term for suggesting just such a super-postmodernism, hyper-postmodernism, or maybe a “late postmodernism,” as opposed to the overcoming or rendering obsolete of postmodernism that would be implied by a phrase like “after postmodernism”.
It is clearly where the market is at also, with the rise of virtual reality social media becoming all to normal, we must face that we enjoy buying into something special. Something that engages us because it is smart but yet practical at the same time. This could be anything from your everyday smartphone, to your virtual reality headset at home, that takes you to a new world. From the book ‘Post-Modernism’ Page 37;
We pay our money and are entertained by consuming second-hand experiences which once formed the basis of everyday life. To a significant extent we have become tourists in our own cultures.
Saying that, we shouldn’t get caught up in proceeding to feel that we are victims to our own culture, not at all. Certain trends and lifestyles give many of us purpose or sense of living. However, the lines get blurred when searching for the ‘perfect’ lifestyle because there isn’t one. 











Chapter 5: Advertising & Materialism
With so much choice presented to us throughout our lives, it’s become normal that many our own lifestyle choices become abstract and dynamic. Blurred lifestyle trends enable us to tailor a multitude of different aspects that we like from different companies into a life we enjoy. From the book ‘Post-Modernism’ Page 37;
Those of us who participate are not just fashion victims, we actively wish to join in and actively desire the opportunities for self-expression and display which are provided by the choices of the shopping malls.

                     Figure 4 - Materialism
Advertising & Materialism has evolved in a way in which it is subliminal, so that the reactions related to a product or advertisement is much more personal and natural opposed to a synthetic reaction in which we know that we are being advertised to (Figure 4). From the book ‘The Advertised Mind’ Page 10 Preface;
Emotion plays a critical role in guiding our instinctive reaction to events happening around us. We monitor our environment constantly and automatically, but with so many things going on around us, we need some means to determine what to pay attention to.
To expand, our bodies mind will filter out things that seem irrelevant to us, if we are not interested in the certain product being shown to us or if there is no emotional attachment we will disregard and ignore it. However, if we feel it touches on something personal we are more likely to pay attention and to notice the advert. This process without us knowing opens us up subconsciously to the world around us and we allow the commercialisation and advertising to enter our lives seamlessly. From the book ‘The Advertised Mind’ Page 10 Preface;
The monitoring process constantly references existing memories as those memories are spontaneously triggered by what is happening at the time. Memories can include any feeling, association or idea triggered by what is happening at the time. It is the emotional properties of those memories that determine whether we pay attention or not.
Saying that, the process of us experiencing an advert may be a quick one, a moment, a fleeting short amount of time that escapes us without realisation. So it must hit us quick and hard, it must touch on a memory or a moment we have previously experienced so that it leads us to believe that we should buy a product from that company because it feels like home. From the book ‘The Advertised Mind’ Page 14 Preface;
For emotion to fulfil its evolutionary role of ensuring we pay attention to the right things, it must work quickly and simply. Essentially the emotional response to any event makes us feel positive or negative, attracted or repelled.
If it fails to do this or if it bores us, the emotions felt when viewing the advert can leave a stigma. Next time viewing an advert from the same company, we will be reminded of the previous time, a time where we were not amused or excited. This then leads to us expecting subconsciously for said company to prove themselves to us, to get us back on board to buy their products. This disassociation towards the company is all metaphorical. It is not real; we make these scenarios up all by ourselves. From the book ‘The Advertised Mind’ Page 7;
It is highly unlikely that a consumer will concentrate on all the commercials during a break, and ‘update’ his or her perceptions of each of these brands. Most people simply do not behave like this, and they often do not pay much attention to advertisements in magazines, on billboards or on the radio either.
This process can follow through without us giving it much thought, all the way up to the counter. It will sway our final decision when making the purchase from the company. If we feel guilty about buying something that day, we may think back to a time in where the company had a positive effect on us (Figure 5). If it turns out to be negative, then it is likely we may not eventually purchase the product. From the book ‘The Advertised Mind’ Page 7;
The more likely situation, surely, is that consumers absorb something from the advertisement, perhaps without consciously thinking much, if at all, about it at the time. Then at the time they are making a purchase decision they ‘use’ that impression to influence their choice.

Figure 5 - Lifestyle Advertising
Chapter 6: Hyper Normalisation & Status Anxiety 
Sub consciously owning a product may give us happiness, this is called materialism. Emotional rewards for buying an advertised product. But what if our neighbour decides to buy something more exclusive, better than our own. This can lead to a phenomenon known as Status Anxiety. From the Youtube video Allain De Botton’s Status Anxiety;
If we are surprised that being richer hasn’t made us happy and secure, it’s because we don’t understand the phycology of satisfaction.
Many of us feel that buying into a lifestyle and being moderately to above average financially will lead us to much happier lives. This is true in retrospect; however we fail to realise that in the majority of cases, this can lead into Status Anxiety. But what is Status Anxiety? From the Youtube video Allain De Botton’s Status Anxiety;
When do we feel we have enough, what enables us to feel prosperous and content, chiefly a comparison with other people, but it’s not good enough to compare ourselves to people who are very remote from us in time and place. We only feel content when we compare ourselves to people who are like us, our friends and colleagues, our neighbours, in short, the sense of being a success is all relative.
Being able to compare yourself to someone you count as your equal, will enable you to measure your success with that persons. You do this almost subliminally without realising, but in doing so you are able to set higher goals and determine how low you are willing to go in regards to your wealth to social class. However, this social status anxiety would not work if we were to compare our self to those of a much higher calibre or those who have inherited their wealth because the goal seems to extravagant and unachievable in our lifetime, unless a stroke of luck. From the Youtube video Allain De Botton’s Status Anxiety;
No one spends much time resenting the queen or bill gates, but were liable to get extremely resentful if someone we think is basically just like us, moves into a bigger house or gets a slightly better job, we most envy people who we take to be our equals.
This disassociation is due us being raised in a world in which we are told we are all equal. Those who work hard are promised better job positions and those who don’t put any effort in are usually pushed to the side. This creates an enormous Status Anxiety due to the fact that the majority of people are working hard so when one of us slips through and achieves something like a new car, we get anxious or jealous. From the Youtube video Allain De Botton’s Status Anxiety;
The modern world is based around the idea that we are all essentially equal. Not necessarily financially equal but equal in terms of rights and opportunities. But in a world in which everyone is supposed to be equal but where there is still a lot of inequality around, it’s hard not to take the achievements of others as implicit reproach for everything you don’t have and haven’t done.
This can also tie into how we present ourselves through social media, we give out the best representation of our self so that in return we feel less anxious about missing out or being less normal than everyone else. Furthermore, the fact that we now live in the 21st century, religion and afterlives have unfortunately become less and less believed in due to science or other causes. This has in turn subconsciously given us all motivation to achieve as much as we can in this life. From the Youtube video Allain De Botton’s Status Anxiety;
In a secular age in which the whole idea of an afterlife is become increasingly unbelievable the pressure to succeed in this life has inevitably heightened. what you achieve right now in your own life is all that you will ever be, no wonder we are slightly more worried.
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Chapter 7: Virtual Reality & Narrativity
With all these problems arising it is no wonder that virtual reality has become the talk of the entertainment industry within film and game.
Although the technology is still in development it is clear that many of us are already excited about what the future holds. From the book ‘Narrative as Virtual Reality’ Page 48;
When virtual reality technology burst into public view in the early 1990s, it was less through a revolutionary computer system than though a grand flourish of rhetoric. The idea of VR sprang fully formed from the brain of its prophets, and it was presented by the media to the general public as being in a state of perfect implementation.
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Figure 6 - Virtual Reality Headset
Virtual reality (Figure 6) is a way in which users can experience new virtual worlds without feat of breaking any laws. It has had a rocky few years with getting people hyped for something which still remains to be shown in all its glory. This is due to how long it has taken to get the technology stable enough for commercial use and it’s still a long way off. From the book ‘Narrative as Virtual Reality’ Page 25;
Computers were credited with the power to create artificial worlds, and though the Internet is a far cry from the three dimensional, multisensory, immersive, and interactive environments envisioned by the promoters of VR, we projected onto cyberspace the dreams that the VR industry had awakened but largely failed to deliver.
Although the technology has been rocky, it is still powerful enough for us to feel disassociated from reality all together, it is also hard to find someone without an opinion on the tech. It has become quite controversial in the last few years. From the book ‘Narrative as Virtual Reality’ Page 1;

Yet even though virtual reality as described above is still largely science fiction, still largely what it is called – a virtual reality – there is hardly anybody who does not have a passionate opinion about the technology; VR will someday replace reality; VR will never replace reality; VR challenges the concept of reality.
Although opinions have been widely shared, advertising has also had a go in educating us to identify ‘virtual reality’ quickly. Anything to do with ‘virtual’ must have something to do with technology, which must have something to do with the internet, which must have something to do with gaming and social media aka cyberspace. From the book ‘Narrative as Virtual Reality’ Page 25;
In the popular imagination of the last decade of the twentieth century, the word virtual triggers almost automatically the thought of computers and digital technology. This association was built in several steps, though the early ones have largely fallen into oblivion. 
Nowadays we label virtual everything we experience or meet in “cyberspace,” the imaginary place where computers take us when we log on to the Internet.
We didn’t always associate the word ‘Virtual’ though with Cyberspace and the Internet as a whole and all its related technology. There was a time in which we solely related it to VR. This was a time in where technology was slow and the promises of a ‘Virtual World’ was often presented to us through advertising. From the book ‘Narrative as Virtual Reality’ Page 25;
Before the Internet forced itself, almost overnight, into our daily lives, the virtuality of digital technology was associated with the concept of VR, introduced to the public in the late 1980s. The popular perception of VR was primarily shaped by the declarations of a charismatic developer, as well as musician and visual artist.
Unfortunately, the aims of which developers had hoped to achieve fell short, for a while virtual reality disappeared until quite recently. From the book ‘Narrative as Virtual Reality’ Page 48;
Little did many of us realize in the early 1990s their enthusiast and quite precise description of VR applications were largely castles in the air.





Chapter 8: Disassociation & Simulation
Castles in the air, what hope must thy consumer have for something real, made with quality assurance and the ideal to be something less synthetic. New Modernist start up groups such as the street name brand ‘Lush’ sell us this through body fragrances. One of the few companies to have such a strong stance on being real and from there website promise that ‘All of our products are made by hand, fresh, every day’. However, we escape the fact that due to the nature of having to promise something real, sometimes in fact this makes the finished production less real. From the book ‘Simulacra & Simulation’ Page 23;
What every society looks for in continuing to produce, and to over produce, is to restore the real that escapes it. That is why today this “material” production is that of the hyper real itself. It remains all the features, the whole discourse of traditional production, but it is no longer anything but its scaled-down refraction.
This blur can lead us into a hyper reality, a disillusion that makes us as a consumer question if the product we are buying into is real, or made to look real, or is it synthetic or finally synthetic enough to look real? But how did we get here? In the last century we have been exposed to a largely commercial change throughout our local and go to shops & shopping malls. From the book ‘Simulacra & Simulation’ Page 77;
The “form” hypermarket can thus help us understand what is meant by the end of modernity. The large cities have witnessed the birth, in about a century (1850-1950), of a generation of large, “modern” stores.
This could lead us to believe that local relations with shop owners who sold more basic but real produce such as meat and other services would have once been an easier way to determine that what you were buying into was real. However now in our Post-Modernist world, buying from superstores where the services in which items are shipped to the store are even unknown by some workers. Leaving a hole in which we now have to question what is real. Old advertising techniques that dated back to the 1950’s sold you not a lifestyle, but a promise that the product you were buying was of a good quality (Figure 7).

Figure 7 - 1950's Advertisement
The same can be applied when looking at content. With the internet holding now such an extent of information ‘1.2 million terabytes’ in fact. It is easy for information to mean less & less over time. From the book ‘Simulacra & Simulation’ Page 79;
We live in a world where there is more and more information, and less and less meaning. Either information produces meaning (a negentropic factor), but cannot make up for the brutal loss of signification in every domain. Or information has nothing to do with signification.
It is easy for us to believe fake news or fake content especially when it has been formatted to look real. There are even websites now that for humour put out extravagant and silly headlines and people who aren’t often in the know will share it on social media freaking out because in their right mind they believe it. From the website ‘News Media Alliance’;
Fake news has become an unfortunate part of the media landscape, spreading wildly across computer screens and mobile phones and being shared on every social media platform in existence. And readers are being suckered by these sites every day, convinced that they are reading something real.
An all too familiar circumstance with the birth of the internet, what’s more is that people will then off screen share what they have read with other people person to person in reality. This can then lead to misinformation being spread around before a company that’s being affected by it for example has to speak out publicly to address the bizarre accusation. From the website ‘IFL Science’;
NASA, however, is having none of it. They are adamant the world is not going to end, stuck in a sad chamber of denial as they hopelessly try to ward off the apocalypse.

Chapter 9: Disassociation & Simulation
When looking at Consumer Culture, Corporations & Mass Media push out the little man, leaving little voice for the individual to bring about change or innovation. Big change usually comes about by chance, that someone’s idea could quite possibly change the format of the culture of product line that we have created. Unfortunately, big corporations with little innovation are usually in charge of what is being produced. From ‘Chron.com’;
Consumer culture is a form of capitalism in which the economy is focused on the selling of consumer goods and the spending of consumer money. Because consumer culture emphasizes the happiness brought about by material things, it can encourage people to overspend.
Furthermore, Akhil Jakatdar States; The new type of consumerism has created a generation of consumers who spend too much time looking at the brand and getting caught up in trends that they lose sight of the real innovations that can change society for the better. Companies, knowing what consumers want, are more motivated to appease the demand, and thus creates a never-ending cycle than doesn’t benefit the overall good of society in any way.
If we were to go further, we would have to question more than just consumerism. We would have to question the very identity, of the foundations that make up the world that we live in. The theory in which we are all living in a simulation which is theoretically true when you think of how black and white everyday life is. We wake up, go to work, come home, go back to sleep, again and again and again. This is a simulation of sorts without a doubt. From the book ‘Simulacra & Simulation Page’ 159;
The universe, and all of us, have entered live into simulation, into the malefic, not even malefic, indifferent, sphere of deterrence: in a bizarre fashion, nihilism has been entirely realized no longer through destruction, but through simulation and deterrence. From the active, violent phantasm, from the phantasm of the myth and the stage that it also was, historically, it has passed into the transparent, falsely transparent, operation of things.
From this, disregarding personal objectives that do not benefit the progression of mankind as a whole. Nihilism throughout life in general can be realised through the simulation that humankind has created, ‘everyday life’. Leading one to believe that life actually has no general purpose although to be lived, to be or not to be. If we are to be a consumer of goods, if we are to buy into lifestyles that are set out for us, then we could believe that these characteristics of products are only symptoms that are to be desired. You could say that we just experience ideals, furthermore proving that nothing is “real” and that we are just living a hyperreal lifestyle.

Chapter 10: Conclusion
From the book ‘The Psychology Book’ Page 28, Francis Galton talks about;
Personality is composed of nature and nurture’. Personality is composed of elements from two different sources. Nurture is that which is experienced from birth onwards. Nature is that which is inborn and inherited. We can improve our skills and abilities through training and learning. Nature sets the limits to how far we can develop our talents. Nature and nurture both play a part, but nature is the determining factor.
From this we may come to the conclusion that inevitably all human life will be swayed by experiences and thus fourth will inherit a lifestyle without realisation. From ‘Simulacra & Simulation’ Page 1;
Today abstraction is no longer that of the map, the double, the mirror, or the concept. Simulation is no longer that of a territory, a referential being, or a substance. It is the generation by models of a real without origin or reality: a hyperreal.
Consumerism & advertising does give us feelings of inadequacy, it is fueled by the perceptions of lives that companies do try and sell to us. We feel disassociation untoward the world and one another if we feel we haven’t followed a trend or lifestyle choice. From the book ‘The Psychology Book’ Page 24, Johann Friedrich Herbart talks about;
Concepts become forces when they resist one another. Experiences and sensations combine to form ideas. Similar ideas can co-exist or combine. Dissimilar ideas resist one and another and become forces in conflict. One idea is forced to become favoured over another. The favoured idea stays in consciousness. The unflavoured idea leaves consciousness; it becomes an unconscious idea.
Consumerism and advertising to a large extent, can both sub liminal & super liminal, create feelings of inadequacy due to the unrealistic perception, of how companies present the way in which we should live our lives.
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