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Why do we desire and why do we measure our wealth and ourselves in what we own, if we ceased to desire would we achieve true happiness? Advertisers target us from children so that we become slaves to the capitalist society in later life, an investigation into our materialistic society fueled by desire and business.
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Throughout this dissertation I will be examining why we desire to own commodities, varying from bigger houses to more ornaments in our homes. I wish to delve into the idea of desire and wealth, why we live and breathe money in order to surround ourselves with material things; why as a species do we strive to obtain as much as possible, and why do we learn possession from such a young age? I will explore desire and wealth in religion and in our culture, how it is depicted through art and theories dating back to the 18th century to eventually reach a conclusion on whether our constant buying is biological behaviour or something we have socially adapted to. This investigation will include work from theorists Karl Marx, Russel Belk, Peter Harvey, Denis Diderot and Colin Campbell.

The online marketing research company Statistica (2018) shows that in 2016 the UK spent £68.1 billion on clothing and footwear; with advertising increasing all around us so does our shopping total each year; with the average person spending roughly £1000 a year on clothing. When considering the fundamentals, a person only needs clothing for decency, if it weren’t for advertising and models flaunting on social media would we cease to crave such a massive amount? We have created a consumer driven economy, advertising is a fairly new marketing strategy, with it only really first emerging just before world war one. With war propaganda opened a brand-new door, if posters could encourage men to enlist, then could they also persuade the public to purchase products and of course today is evidence that yes, if we are shown a desirable product we will most definitely want it. This is one of the first examples of manipulating our needs into wants.

The basic definition of desire is to strongly wish for or want something and desire for sex, pleasure and food has existed since perhaps the dawn of time, desire is a fundamental principle in almost every religion. Our present-day desire is a perversion of our basic nature caused by advertising and business. Through religion it is evident that this is perhaps the earliest we see desire discussed and taught, it is explained and ruled in many different ways, desiring to lust is seen as a sin in Christianity and desiring to own and purchase is seen as “Dukkha” (suffering, pain and dissatisfaction) in Buddhism. In Buddhism, desire is known as Tanha; it is taught as the cause of Dukkha (BBC, 2009). Tanha is an incredibly important notion in this religion, it translates to craving, thirst, desire, longing and greed, it is one of the four noble truths taught to followers (BBC, 2009). Religion was the starting point of desire, but in today’s society it has become a craving, a craving to own and to buy, rather than to experience.

     The greater the craving, the more is the frustration because the world is always changing and innately unsatisfactory; craving also brings about pain through conflict and quarrels between individuals, which are all a state of Dukkha (Harvey, 1990, pg 63)

Buddha states that in order to reach true happiness and enlightenment, Tanha must be eradicated as a final release from Dukkha, the term for enlightenment is ‘Nirvana’ (BBC, 2009). Not only does Tanha relate to the desire of material objects but also the craving for sensory pleasures, desire to live forever and even the desire not to experience unpleasant things, so many factors are encompassed within the Buddhist view of what desire is and how people should live without desire and simply experience life surrounded by earth’s natural splendor and what the earth provides. Applying this to today’s society, the true meaning of happiness is to cease to want, to cease to own and live an experience enriched life, perhaps if we terminated wanting to own things, our only motivation to work would be for survival.

Alternatively, Hinduism teaches completely different ideals on desire, they use the term “Kama” which also means desire, wish, passion and pleasure of the senses (Study.com, 2018). Hindus view Kama as experiencing pleasures in the world through art, music and food and it is seen as essential in human life and it is one of their four goals (Study.com, 2018). Very similar to Buddhism yet viewed entirely different. An example of Kama is the desire to excel or the desire to paint, so here we are seeing an entirely different view that clashes with the negative light that Buddhists shine on desire.

     Nevertheless for better or worse, the ultimate value recognized by classical Hinduism in its most sophisticated sources is not morality but freedom (Potter, 2002, pg 3).

This quote outlines exactly what we crave as a society, freedom, the feeling of being in control of our own destiny ultimately makes us feel powerful in a world full of overheads, this leads into desire as a concept. Desire in Hinduism and Buddhism is seen as an emotion that drags us down, weighs on our soul preventing us from achieving true happiness, so freedom is seen as the ultimate state of happiness. What I find interesting is how Hindus see desire as an attitude, as opposed to a sin of the mind, so if we adapted desire as an attitude rather than it being a fuel for wanting would we ultimately be happier? Harvey in his ‘Introduction to Buddhism’ states that 

    the Buddha characterized ‘The Materialists’ theory as the extreme view of ‘annihilationism’, and saw most other views of the day as some form of the opposite extreme, ‘eternalism’, which says that what survives death is some eternal self, soul or life principle.       The materialists’ aim was to lead an abstemious, balanced life which enjoyed simple pleasure and the satisfaction of human relationships (Harvey, pg 14, 1998)   

According to Harvey (1998) The Materialists did believe that life was truly enriched through desiring nothing more than the human experience. The problem with the craving that we are afflicted with is that it is driven by wanting to buy and to own, where in contrast if we adapted it as an attitude desire would rewire to simply desiring to experience, which requires no wealth to achieve. Moneys soul use would be to pay bills, pay for a home for shelter and for food; as a result, wealth would become more of a utility as opposed to it being a gateway for more commodities. 

In contrast, Hinduism sheds a much more pleasant light on desire, they state that it is necessary for a wholesome life and that it must remain in the human mind, but Buddhism argues that it should be completely obliterated, conversely, the issue with this is that we need desire to survive, early man desired food so that they would not starve so they hunted, we desire warmth in winter so we work to pay for our heating. “According to the Hindu Rig Veda (second millennium BC), the universe began, not with light, but with desire, ‘the primal seed and germ of Spirit’” (Burton, 2014) We need desire as a base for survival, but the perversion caused by the bourgeois and advertisers in today’s society is utterly the wrong type of desire that we need.

After reading through both religions views of desire there is agreement that frustration is the cause of unmet desires, and if we meet our desires we are left feeling unsatisfied as we begin to desire something new after fulfilling our last want. It’s something that constantly regenerates in our minds. Hinduism explains the way we should experience desire in a more practical way, our desire should be converted and kept at wanting to experience as opposed to desiring to gain ownership. In comparison, the Buddhists shun the idea of craving for owning commodities and inanimate objects, it provokes the thought of how we would behave if we did not have the drive to shop and purchase. In order for this to happen advertising would need to vanish, as it plays a key role in our consumption.
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I have chosen advertisements from the 1960’s as this is when a boom in advertising began as the world entered a new industrial and commercial era. Lucky strike was an American cigarette brand and during the sixties they released this poster; this is a perfect example of the psychological and manipulative processes used to get the public to buy into their product. For women, they see a beautiful and youthful woman delighted to be holding the cigarette, she’s confident and perfectly preened, women would admire the lady they see on the poster and as a result they wish to purchase this brand of cigarettes as they begin to believe that maybe by smoking these they can be as joyful and look as sexy whilst holding a Lucky Strike cigarette. From a male perspective, not only is the woman gorgeous but also a colour association has been created between her red lipstick and the red packaging of the brand, ensuing that men are seduced by her red lips therefore the brain makes a link and is seduced by the red colour of Lucky Strikes packaging. Judith Williamson notes a similar association on a cigarette advertisement in her book Decoding Advertisements (1978)  “The bottle and the mouth are joined by colour as clearly as if there were an arrow from one to another. There is an obviously sexual suggestion here: however, the connection of bottle and mouth is a parallel for that of cigarette and mouth which is the subject of the ad” (Williamson, pg 21, 1978). This suggests the brand has played upon men’s sexuality in order to seduce them into buying, Desire has been created through the insecurities in women and has been manipulated into a selling point, whereas for men, desire has been influenced through their sexuality and desire to please and impress a gorgeous woman.
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Additionally, children were also targeted and they remain a massive target in todays society. Here, another ad from the sixties, advertisers and copyrighters have skillfully taken a beloved cartoon character and plastered him next to a product, therefore making it extremely desirable to young children. Notice first, the bright colours and bold text that of course attract the eye of any child as it communicates fun, the brand name “Nestle Quik” is also in bold text so that children remember when they beg their parents to buy the product, a child may love milkshake, but the offering of an invisible ink pen that Batman uses is an automatic selling point. In addition, the section of text above the children stresses that “BATMAN and ROBIN do” further accentuating that the child can be just like their beloved cartoon characters if they own this pen. This concluding that children are targeted by capitalism as soon as they can process and register information, businesses get the ball rolling as soon as possible so that children begin to become consumers, and this method is still used today.  
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I chose this advertisement because it, uses fear as a selling point. No parent wants their child to become ill, every parent only wants to see their child in perfect health and one of the biggest fear for catching bugs is at school. Listerine uses this very tactfully, in bright yellow “Germs ride the school bus with your youngsters everyday!” it grabs your attention and instantly instills worry, then beneath the photo it says “Wise mothers have their children gargle Listerine”. This is very clever, as it makes a statement of saying that if you don’t have your children gargle Listerine then you must be an incompetent mother and in the human thinking, no one likes to be told they’re not good at something so we’ll jump at any chance to be the best.

We are exposed to manipulation relentlessly through advertising and capitalism, when purchasing something you feel emotionally fulfilled, but we constantly pursue commodities to create a never ending flow of consumption. Denis Diderot was a French philosopher who only knew poverty, however despite this his name was quite prominent in the literary community as he co-created and was the author of Encyclopédie, one of the first and most comprehensive encyclopedias of his time. (Clear, 2018). After his 52nd birthday, Diderot’s daughter was due to be married, yet despite his name being well known, he had no offering to provide his daughter. The Empress of Russia, Catherine the Great, received word of his financial problems so she offered to purchase his library for £1000 and pay him a yearly fee to keep her books until she needed them. Suddenly Diderot knew wealth, after living a life of poverty he was suddenly able to afford whatever he wanted. After selling his library, he received a beautiful scarlet robe that sparked something new and troubling in Diderot, so in 1769 he wrote a paper titled “Regrets to my old dressing gown”. Diderot wrote an extensive paper on the troubles this new wealth and robe had caused him. He describes how his new-found fortune left him feeling as though his home was empty and how his scarlet robe made everything he owned seem dismal in comparison to the luxury of his new garment (Clear, 2018). As shown in the following;

     Oh holy prophet! Raise your hands to the heavens and pray for a friend in peril. Say to God: If you see in your eternal decrees that riches are corrupting the heart of Denis, don’t spare the masterpieces he idolizes. Destroy them and return him to his original poverty. And I, on my side, will say to the heavens: Oh God! I resign myself to the prayer of the holy prophet and to your will. I abandon everything to you. Take back everything, everything except the Vernet! It’s not the artist, it is you who made it. Respect your own work and that of friendship. (Diderot, 1769)

Diderot explains how all of a sudden, the small plank of wood that once held his books now needed a bureau, and the empty space on his wall now needed a clock. This paper gave us “The Diderot Effect” which is the mental process that once you obtain or purchase something new, suddenly everything else around you doesn’t quite match up, so you buy something else to complement the glory of your first commodity and it sparks the circle of desire. This process is futile, as it means an endless spiral of purchasing to constantly be equal to the new possessions in your life, a new dress may lead you to want new shoes to match, or a new coffee table may lead you to purchase a new armchair to match the style of the new table. It is a constant spiral of consumption, but we are driven into it, our desire as the Hindus state, begins as a seed, but it is nurtured and controlled by the economy around us.

So far the evidence shows that many of our desires depend utterly on our environment, everything that is around us encourages us to purchase, the capitalists and capitalism itself makes sure of this. Karl Marx knew this and spent his life theorizing commodities, wealth and social class, he is a massive part of how we began to view our economic culture. 

       A commodity is, in the first place, an object outside of us, a thing that by its properties satisfies human wants of some sort or another. The nature of such wants, whether, for instance, they spring from the stomach or from fancy, makes no difference. Neither are we here concerned to know how the object satisfies these wants, whether directly as means of subsistence, or indirectly as means of production (Marx, 1887)

Throughout his work he focuses solely on laborers, the laborers that spend their lives working tirelessly for the bourgeois and one of his most prominent ideals was that a commodities value comes from the labour expended to produce it as opposed to what the object is (Marx, 1887). This is a very interesting point of view and one that is not often thought of when shopping. Very few people will go clothes shopping and ponder the conditions and low wage that the workers experience in LEDC’s, so even when something is not ethical we still show no care and buy anyway. It is not unknown that poor people slave in substandard conditions to create the clothing we wear. It is probably a factor that almost the whole population knows, yet we still want to purchase these things, knowing the conditions that laborers work under. It is almost as if our desire to own is so strong it overrides even our most basic morals. The Netflix documentary “The True Cost” documents the fashion industry and how disposable clothes have become, as well as how unsustainable we have become through our consumption. More than 90% of the cotton we use today is genetically modified with masses of pesticides and chemicals so that plants grow faster and yield more product (The True Cost, 2016).

Kanpur, India is one of the locations hugely effected by the fashion industry and is a major source for cheap materials by western companies, and is situated along the Ganga, India’s longest river. It is seen as the most sacred and provides water to over 800 million Hindus yet it is dangerously polluted by the leather factories in Kanpur. Every day, more than 50 million litres of toxic waste water leaves the factories and enters the river, this water is contaminated with Chromium 6 which is extremely toxic yet it flows down into agriculture and is consumed as drinking water by most of the population (The True Cost, 2016). This has caused a widespread health issue for the citizens in Kanpur, children are born with deformities, cancer rates are huge, skin rashes affect nearly everyone including the skin condition Vitiligo, as well as children and adults suffering from liver problems due to the consumption of chromium. (The True Cost, 2016) Even with all of this, companies still source product from this part of the world, is our desire to shop truly so strong that we disregard human quality of life?  
 
 As, in religion, man is governed by the products of his own brain, so in capitalistic production, he is governed by the products of his own hand” (Marx, 1887, pg 438)

This documentary portrays that not only do we purchase massive amounts of garments, but something has slowly emerged in our culture known as “fast fashion” and none of us are aware of it. Fast fashion is the fashion industry constantly switching seasons, previously we had four seasons, as for every season of the year, now there are 52 fashion seasons (The True Cost, 2016), which is more than we have ever had; the purpose of fast fashion is to ultimately introduce new clothing lines so that you feel off trend and out of fashion. This is the business industry targeting our desire to be on trend and fashionable to the people around us. In a basic sense businesses are targeting our human vulnerability to not be alone or judged, from a primal instinct and a young age we seek to be in groups, we feel safe in groups and tend to gravitate towards companionship, therefore by not being seen as on trend or dressed well we fear being singled out and not fitting in; and of course this works in their favour as we flock to the nearest high street to buy the newest items.

Playing on our desires seems to be a key business factor, and we are very vulnerable to it. Peacocks have beautiful feathers that fan out in amazing regal colours, and they use this to attract a mate, as humans we desire to be desired as well as to have lots of companions, how we present ourselves is enormously important to us. As previously stated, we are relationship reliant animals, much like our primate counterparts we feel that we must be included in a group, during our primitive states as humans this was for survival, however now it leans more towards social approval and inclusion, as people, isolation is something we fear greatly. Therefore, does our desire to be liked incline our desire to shop? This includes our homes, if we invite guests we want everything to be perfect, we want them to be impressed by our lavish furniture and surroundings, our homes are an extension and reflection of ourselves, therefore judgment on our homes is taken as judgment on ourselves. Advertisers and businesses have made this observation; the capitalists of our society know that how we present ourselves and what we own to display to others is crucial to our functioning, rejection is something that we fear massively, therefore through constant consumption of new trends and commodities we are admired for our style and wealth, even if it is simply an illusion. 

The Shopping Experience is an amalgamated book of various sections by different authors edited by Pasi Falk and Colin Campbell (1997) on shopping in today’s culture, they describe our behavior as a ‘cultural phenomena’. 
     Shopping can also be said to be contradictory in that it is an experience that yields both pleasure and anxiety, a ‘delightful experience’ that can quickly become a nightmare, for there is a dark as well as a light side to shopping” (Falk & Campbell, pg 12, 1997). This notion is exactly what intrigues this paper, logically we stray away and avoid anything that causes discomfort and suffering so what is it about shopping that inclines us to come back even when it causes us anxiety? Daniel Miller in his section of the book refers to our pleasure and anxiety in consumption as ‘micro politics’ (Miller, pg 40, 1997), he notes how the spending itself bodes pleasure rather than the item bought, which would explain why we feel dissatisfied after a purchase as we only initially wanted to spend money as opposed to own what we bought. This is a key finding for this investigation, as we desire to own and to surround ourselves with ‘things’ but do we also seek to simply spend our income? It is perhaps plausible to ponder whether we feel dissatisfied not spending the money we worked for as we feel entitled to commodities from our hard work. So instead of desiring a commodity for what its face value is, we actually desire the feeling of reward for our efforts and for our income to feel disposable. Something about a constant stream of money from a steady job is perhaps quite empowering. Knowing that a pay slip will always come through replenishing our bank balance, from another perspective, in periods previous to the 21st century, people were always faced with adversity, even the wealthy; we have faced food shortages, the plague, WW1 and WW2 as well as the Great Recession hitting the UK from 2008-2009 (The Telegraph, 2009).

All of these factors throughout time made our day to day lives risky. We had to live carefully, our environment was exceedingly dangerous every time we stepped out of our front doors; could our society have now become so soft and protected that we are bored? Perhaps our constant spending is a result of cultural boredom, we no longer face great danger, at least none that is seen as life threatening, all of our wars take place overseas with our steady stream of taxes funding the British troops, science has made it possible for us to grow seasonal foods all year round so we face no food shortages; in conclusion, we have possibly become spoilt as a modern culture. This spoilt nature has maybe contributed to our massive consumption of commodities, we have nothing left to do, and in a way, maybe spending so much money and spreading ourselves thin until the next pay slip makes us feel in some way more alive.

So in relation to Daniel Millers ‘micro politics’ factor, desire is much easier to understand as we can now see it a basic human response, pleasure through reward which is something we crave, the constant build-up of ‘stuff’ in our filled up homes leaving us feeling empty can be explained as follows; we want to feel rewarded, so we use our income to purchase something new whether it be clothing or something for our home, we are left feeling empty because we sought the initial feeling, and after it has worn off we are simply left surrounded by commodities that no longer provide us any joy. 

This concept leads me onto the topic of minimalism, minimalism is most commonly known as the art form that came around during the 1950’s, but now it is being adapted as a lifestyle and those people call themselves “minimalists”. The documentary “Minimalism; A documentary about the important things” (Netflix, 2016) follows two American men, Joshua Fields Millburn and Ryan Nicodemus, who have adapted this lifestyle and created a career from this way of living. 

"Love people and use things, because the opposite never works.” (Millburn, 2016)

The duos journey began after Millburn lost both his mother and marriage in the same month, left feeling depressed he left his job as a corporate executive to pursue the life of a minimalist, similarly, Nicodemus was made redundant from his job also as a corporate executive, the pair met and began writing a book on minimalism and then eventually made the documentary “Minimalism”. The documentary follows not only both creators but also other people in America who have adapted this lifestyle, varying from tiny trailer homes to houses almost empty, but each individual boasts of their new-found happiness from this lifestyle, ceasing to desire to fill their lives with commodities has left them content. (Minimalism; A documentary about the important things, 2016).

Colin Wright was an interesting focus during this documentary, at the time of the documentary he hadn’t lived anywhere permanent in four years, and instead hops countries with two duffel bags and rents various places. Wright had always wanted to travel, he owned a branding company and had never left the country, he stated that this was “a sign of my failure in many ways” (Wright, 2016). He started by counting and taking photos of everything he owned, resulting in 51 items to his name, and then proceeded to get rid of everything that wouldn’t fit into carry-on luggage and began travelling, and he describes how not chasing material wealth has left him enlightened, much like what Buddhists live to achieve.

Julie Schor, featured in the documentary, is an economist and sociologist, she states that material goods are important for their symbolic meaning as they place us in a certain social standing when others view us, for example, someone wearing Prada shoes and a Tommy Hilfiger t-shirt is automatically seen as higher class, however, this person could be crippled by debt in order to sport those brands, but to the surrounding public they are deemed as wealthy because capitalism and advertising tells us that those brands are of a high social standing, this relates to a point made earlier on our desire to be socially included . So even when faced with debt, our desire to own and shop overrides any financial dispositions. Therefore, life as a minimalist can be seen as truly happy as you no longer want; from the people showcased in the documentary there is hard proof that living without desiring means being sincerely happy. This documentary was immensely useful for this investigation as it showed real people living with far less but being of a greater positive mindset.
“Every man is faced with challenges arising from his relationships with impersonal objects and people in business, with adored objects, with family and close friends” (Potter, 2002, pg 11)
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The Bansky image (fig 3) shows capitalism in today’s society. The arrow depicts the stock market, which we contribute to with our materialistic tastes, and as I stated earlier you see children at the back of the line as they are targeted from a young age to become consumers. This piece illustrates every age, every age is a slave to capitalism and we are seduced into desiring constantly. 
Desire is so strong and we are oppressed by it, it is almost impossible that it doesn’t have something to do with our biology, and after researching further there is in fact evidence that we are chemically programmed to behave this way.

    Humans must find motivation to continue the journey of life. Motivation to go to work, to parent, to invest in costly long-term relationships, and motivation to wake up every morning and give life another shot. Some aspects of these life tasks must be rewarding for people to keep investing in them. In other words, motivation is our psychological oxygen to be. Every moment is measured against a biological motivation meter (Azab, 2017).


There is a section in the brain known as the ‘nucleus accubens’, found in the basal forebrain, it is the part of the brain that initiates and facilitates desire and wanting, and when given into too often creates addictive behavior by triggering dopamine neurons. The nucleus accubens is part of the reward circuit (an amalgamation of structures, including the nucleus accumbens and ventral tegmental, that are responsible for reinforcing behavior) (Neuroscientifically Challenged,2013) and is linked to the addictive behaviors in the brain, such as drug addiction. At first scientists believed that dopamine levels only rose during a rewarding experience and the nucleus accubens associated positives with dopamine, however it is now known that dopamine levels not only rise during positive experiences but also negative. The nucleus accubens stores information regarding the surrounding environment associated with either a positive or negative experience, this stored information is then used later on to recognize a rewarding experience from a negative one. (Neuroscientifically Challenged,2013) 

Shopping is a rewarding experience, but does our brain become confused as we find shopping both rewarding and a struggle as the regret from spending such large amounts leaves us feeling anxious. Is shopping chemically addictive? It has always been known that desire is a basic human instinct, such as lust, desire is fundamental. However, this information reveals that there are actually parts of the brain dedicated to rewarding us for our experiences, so in turn shopping and spending is actually something we feel biologically attracted to. For this dissertation, this information is massively impactful on my initial question. Not only is desire very biological, but our brain actually has a chemical reaction when we buy commodities. We are rewarded by a burst of dopamine when we obtain something new to wear, use or display in our homes, similarly the dopamine makes our mood plummet as we regret spending so much money, but this is a vicious cycle, reward then regret constantly playing off one another, and we are chemically programmed to experience this.

[bookmark: _GoBack]Overall this investigation has shown many crossroads on why we desire and why we consume in such a destructive way. Initially, I entered this dissertation with the mindset that capitalists and businesses have molded us into the massive consumers that we are, getting the ball rolling from a young age so that we become addicted to product, although this is still proved truthful, we are chemically and biologically bound on a path of constant consumption. Our behavior towards spending in our current time is not only a result of a boom in advertising but is also a result of our ever evolving culture. We no longer have something that threatens our quality of life; food is easily bought, medicine is readily available, unemployment allows for an income of benefits and education is available to all. There is nothing that threatens our current society or holds us back, we have become complacent in our soft lives and as a result have become quite bored, therefore shopping offers a gateway into pleasure, by cutting close to running low on funds it gives a burst of defiance and risk that ultimately fills a void caused by our mundane routines. Not only that, but objects have become a replacement for emotions in relationships. Often when someone is upset with us we want to purchase something to cheer them up, we even use commodities to communicate as opposed to using our words. In relation to this dissertation question, we measure ourselves in what we own because we also measure others in what they own. We have grown to observe what others wear and flaunt around us, resulting in us adapting to this observation and then perceiving ourselves in the same way, desire and ownership has become such a huge part of our culture, through advertising and our own behavior, that it is now a fundamental part of us. 

After all the research and evidence, it appears that it would be impossible to achieve true happiness by ceasing to desire, as this part of us is chemically programmed in our brains. We may give it up for some time, much like the minimalists seen in Minimalism: A Documentary About the Important Things, but eventually these minimal homes will begin to fill, even if it’s at a slower rate compared to the average consumer, space will eventually run out and they will want to upscale, or purge a few items to make more room only for it to be later filled again. Perhaps there are a small percentage that may find the ability to cease to desire, but as a culture I don’t believe it will ever be realistic to think that we will never want, we believe that we are happy when we have the funds to purchase as many disposable commodities as possible, when surrounded by objects we will feel dissatisfied but will comfort ourselves with more and more ‘things’. The cycle is essentially endless, the only true happiness that is plausible to believe that can be achieved would be to learn satisfaction, at least satisfaction would mirror a feeling similar to happiness as we would learn to absorb what we own and be satisfied instead of feeling that something is still missing. Essentially, our lives need to be enriched with excitement, travel, relationships and experiences of the arts, as Kama in Hindusim states, but often not all of these are easily achieved, someone who may be incredibly successful could be painfully lonely and will therefore seek pleasure through objects and build a relationship with such things. We will always lack one or the other, and there are so many different takes on what true happiness is, but ceasing to desire is not the answer as we would eventually find something else to chase, as a species we seek fulfillment and are never satisfied, once we meet one wish another fills it’s place. Businesses and capitalists impose a disguise, and although they contribute to our wants, we are our own downfall as we often create wants without having a visual influence, such as a sudden pang for a certain food, we conjure this up ourselves as do we conjure up the desire easily for a new garment. In the end, we are bound as a species to behave this way, our culture has advanced so that we are safe and well kept, we labour but not as intensely as our ancestors once did, so consumerism is essentially the only riveting and unpredictable thing that we are left with, the only thing that changes and leaves us feeling rewarded as there is nothing socially or culturally that gives us quite the same feeling and this in conclusion, is the most important factor uncovered.
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