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COMMUNI CATI ONS: BLI NDSPOT OF WESTERNMARXI SM

Dal l as I 1. Smyt he

The ar gument pr esent ed her e - t hat west er n Mar xi st anal yses have

negl ect ed t he economi c and pol i t i cal si gni f i cance of mass communi cat i ons

syst ems - i s an at t empt t o st ar t a debat e, not t o concl ude one . Fr equent l y,

Mar xi st s and t hose r adi cal soci al cr i t i cs who use Mar xi st t er mi nol ogy l ocat e t he

si gni f i cance of mass communi cat i ons syst ems i n t hei r capaci t y t o pr oduce

" i deol ogy" whi ch i s hel d t o act as a sor t of i nvi si bl e gl ue t hat hol ds t oget her

t he capi t al i st syst em. Thi s subj ect i ve subst ance, di vor ced f r om hi st or i cal

mat er i al i t y, i s si mi l ar t o such pr evi ous concept s as " et her " ; t hat i s t o

say, t he pr oof of i t s exi st ence i s f ound by such wr i t er s t o be t he necessi t y f or i t t o

exi st so t hat cer t ai n ot her phenomena may be expl ai ned . I t i s t hus an i deal i st ,

pr e- sci ent i f i c r at her t han a non- sci ent i f i c expl anat i on .

But f or Mar xi st s, such an expl anat or y not i on shoul d be unsat i sf act or y . The

f i r st quest i on t hat hi st or i cal mat er i al i st s shoul d ask about mass communi cat i ons

syst ems i s what economi c f unct i on f or capi t al do t hey ser ve, at t empt i ng t o

under st and t hei r r ol e i n t he r epr oduct i on of capi t al i st r el at i ons of pr oduct i on .

Thi s ar t i cl e, t hen, poses t hi s quest i on and at t empt s t o f r ame some answer s t o i t .

Much of what f ol l ows i s cont ent i ous because i t r ai ses quest i ons not onl y about

changes i n capi t al i sm si nce Mar x' s deat h but al so, i n some i nst ances, about t he

adequacy of cer t ai n gener al l y accept ed Mar xi st cat egor i es t o account pr oper l y

f or t hese devel opment s . However , as Leni n r emar ked i n a di f f er ent cont ext ,

one cannot make an omel et t e wi t hout br eaki ng t he eggs .

The mass medi a of communi cat i ons and r el at ed i nst i t ut i ons concer ned wi t h

adver t i si ng, mar ket r esear ch, publ i c r el at i ons and pr oduct and package desi gn

r epr esent a bl i ndspot i n Mar xi st t heor y i n t he Eur opean and At l ant i c basi n

cul t ur es . The act i vi t i es of t hese i nst i t ut i ons ar e i nt i mat el y connect ed wi t h

consumer consci ousness, needs, l ei sur e t i me use, commodi t y f et i shi sm, wor k

and al i enat i on . As we wi l l see, when t hese i nst i t ut i ons ar e exami ned f r om a

mat er i al i st poi nt of vi ew, t he l abour t heor y of val ue, t he expenses of ci r -

cul at i on, t he val ue of t he " pecul i ar commodi t y" ( l abour power ) , t he f or m of

t he pr ol et ar i at and t he cl ass st r uggl e under monopol y capi t al i st condi t i ons ar e

al so deepl y i nvol ved . The l i t er at ur e of Mar xi sm i s conspi cuousl y l acki ng i n

mat er i al i st anal ysi s of t he f unct i ons of t he compl ex of i nst i t ut i ons cal l ed t he

" consci ousness i ndust r y" .



DALLAS WSMYTHE

The bl ockage i n r ecogni zi ng t he r ol e of t he consci ousness i ndust r y t r aces back

t o a f ai l ur e t o t ake a mat er i al i st appr oach t o communi cat i ons . Bot h economi c

goods i n gener al and communi cat i ons goods i n par t i cul ar exi st ed l ong bef or e

capi t al i sm and monopol y capi t al i sm. Whi l e speci al i zed i nst i t ut i ons f or t he

mass pr oduct i on of communi cat i ons ( i . e . newspaper s and magazi nes) appear ed

i n capi t al i sm i n t he ei ght eent h cent ur y, t hese i nst i t ut i ons di d not r each t hei r

mat ur e f or m unt i l monopol y capi t al i sm shi f t ed t hei r pr i nci pal economi c base

t o adver t i si ng i n t he l at e ni net eent h cent ur y . By a gr ave cul t ur al l ag, Mar xi st

t heor y has not t aken account of mass communi cat i ons . Thi s l ag i n consi der i ng

t he pr oduct of t he mass medi a i s mor e under st andabl e i n Eur opean ( i ncl udi ng

East er n Eur opean) count r i es t han i n Nor t h Amer i ca . Ther e t he r i se t o ascend-

ancy of adver t i si ng i n domi nat i ng t he pol i cy of newspaper s and per i odi cal s

was del ayed by cust omand by l aw . Even i n t he r adi o- TV br oadcast medi a, t he

r ol e of t he st at e ( t hr ough ORTF, BBC, I TV, East Eur opean st at e monopol i es,

et c . ) has been r esi st ant t o t he i nr oads of monopol y capi t al i sm - as compar ed

wi t h t he Uni t ed St at es and Canada . But t he evi dence accumul at es ( r ecent

devel opment s i n Br i t i sh, Fr ench, West Ger man and I t al i an mass medi a, f or

exampl e) t hat such t r adi t i onal r esi st ance i s gi vi ng way under t he onsl aught of

pr essur es f r omt he cent r e of t he monopol y capi t al i st syst em. Eur opeans r eadi ng

t hi s essay shoul d t r y t o per cei ve i t as r ef l ect i ng t he Nor t h Amer i can scene t oday,

and per haps t hei r s soon .

At t he r oot of a Mar xi st vi ew of capi t al i sm i s t he necessi t y t o seek an obj ect i ve

r eal i t y whi ch means i n t hi s case an obj ect i ve def i ni t i on of t he commodi t y

pr oduced by capi t al i sm. What i s t he commodi t y f or m of mass- pr oduced,

adver t i ser - suppor t ed communi cat i ons? Thi s i s t he t hr eshol d quest i on . The

bour geoi s i deal i st vi ew of t he r eal i t y of t he communi cat i on commodi t y i s

" messages" , " i nf or mat i on" , " i mages" , " meani ng" , " ent er t ai nment " ,

" or i ent at i on" , " educat i on" , and " mani pul at i on" . Al l of t hese concept s ar e

subj ect i ve ment al ent i t i es and al l deal wi t h super f i ci al appear ances . Nowher e

do t he t heor i st s who adopt t hi s wor l dvi ew deal wi t h t he commodi t y f or m of

mass communi cat i ons under monopol y capi t al i sm on whi ch exi st par asi t i cal l y a

host of sub- mar ket s deal i ng wi t h cul t ur al i ndust r y, e. g . , t he mar ket s f or

" news" and " ent er t ai nment " . Taci t l y, t hi s i deal i st t heor y of t he com-

muni cat i ons commodi t y appear s t o have been hel d by most west er n Mar xi st s

af t er Mar x as wel l as by bour geoi s t heor i st s : Leni nz, Vebl en, Mar cuse, Ador no,

Bar an and Sweezy, f or exampl e, as wel l as Gal br ai t h and or t hodox economi st s .

So t oo f or t hose who t ake a mor e or l ess Mar xi st vi ew of communi cat i ons

( Nor denst r eng, Enzensber ger , Hamel i nk, Schi l l er 3 I Bur dock and Gol di ng' and

me unt i l now) as wel l as t he convent i onal wr i t er s exempl i f i ed i n t he Sage

Annual Revi ew of Communi cat i ons Resear chs . Al so i ncl uded i n t he i deal i st

camp ar e t hose apol ogi st s who di ssol ve t he r eal i t y of communi cat i ons under
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t he appear ance of t he " medi um" , such as Mar shal l McLuhan . b No wonder , as

Li vant says, t hat " t he f i el d of communi cat i ons i s a j ungl e of i deal i sm" . 7

I submi t t hat t he mat er i al i st answer t o t he quest i on - What i s t he com-

modi t y f or m of mass- pr oduced, adver t i ser - suppor t ed communi cat i ons under

monopol y capi t al i sm? - i s audi ences and r eader shi ps ( her eaf t er r ef er r ed t o f or

si mpl i ci t y as audi ences) . The mat er i al r eal i t y under monopol y capi t al i smi s t hat

al l non- sl eepi ng t i me of most of t he popul at i on i s wor k t i me . Thi s wor k t i me i s

devot ed t o t he pr oduct i on of commodi t i es- i n- gener al ( bot h wher e peopl e get

pai d f or t hei r wor k and as member s of audi ences) and i n t he pr oduct i on and

r epr oduct i on of l abour power ( t he pay f or whi ch i s subsumed i n t hei r i ncome) .

Of t he of f - t he- j ob wor k t i me, t he l ar gest si ngl e bl ock i s t i me of t he audi ences

whi ch i s sol d t o adver t i ser s . I t i s not sol d by wor ker s but by t he mass medi a of

communi cat i ons . Who pr oduces t hi s commodi t y? The mass medi a of com-

muni cat i ons do by t he mi x of expl i ci t and hi dden adver t i si ng and

" pr ogr amme" mat er i al , t he mar ket s f or whi ch pr eoccupy t he bour geoi s com-

muni cat i on t heor i st s . , , But al t hough t he mass medi a pl ay t he l eadi ng r ol e on

t he pr oduct i on si de of t he consci ousness i ndust r y, t he peopl e i n t he audi ences

pay di r ect l y much mor e f or t he pr i vi l ege of bei ng i n t hose audi ences t han do

t he mass medi a . I n Canada i n 1975 audi ence member s bor e di r ect l y about

t hr ee t i mes as l ar ge a cost as di d t he br oadcast er s and cabl e TV oper at or s, com-

bi ned . 9

I n " t hei r " t i me whi ch i s sol d t o adver t i ser s wor ker s ( a) per f or m essent i al

mar ket i ng f unct i ons f or t he pr oducer s of consumer s' goods, and ( b) wor k at t he

pr oduct i on and r epr oduct i on of l abour power . Thi s j oi nt pr ocess, as shal l be

not ed, embodi es a pr i nci pal cont r adi ct i on . I f t hi s anal yt i cal sket ch i s val i d,

ser i ous pr obl ems f or Mar xi st t heor y emer ge . Among t hem i s t he appar ent f act

t hat whi l e t he super st r uct ur e i s not or di nar i l y t hought of as bei ng i t sel f

engaged i n i nf r ast r uct ur al pr oduct i ve act i vi t y, t he mass medi a of com-

muni cat i ons ar e si mul t aneousl y i n t he super st r uct ur e and engaged i n-

di spensabl y i n t he l ast st age of i nf r ast r uct ur al pr oduct i on wher e demand i s

pr oduced and sat i sf i ed by pur chases of consumer goods . Chai r man Mao Tse-

Tung pr ovi ded t he Mar xi st t heor et i cal basi s f or such a devel opment as t hat

whi ch cr eat ed t he cont empor ar y capi t al i st mass medi a when he sai d :

When t he super st r uct ur e ( pol i t i cs, cul t ur e, et c . ) obst r uct s

t he devel opment of t he economi c base, pol i t i cal and

cul t ur al changes become pr i nci pal and decz: nve . 10

The basi c ent r y t o t he anal ysi s of t he commodi t y f or mof communi cat i ons i s

accept ance of t he si gni f i cance of t he concept of monopol y i n monopol y
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capi t al i sm. Bar an and Sweezy' s Monopol y Capi t al i sm" demonst r at ed how

monopol y r at her t han compet i t i on r ul es cont empor ar y capi t al i sm, and i t may

be t aken as t he r ef er ence poi nt f r om whi ch t o addr ess t hi s i ssue . Li ke J . K .

Gal br ai t h 12 , Bar an and Sweezy emphasi ze t he r ol e of management of demand

by t he ol i gopol i es whi ch domi nat e monopol y capi t al i sm. Bot h ci vi l i an and

mi l i t ar y demand ar e managed t o pr ovi de t he consumpt i on and i nvest ment

out l et s r equi r ed f or t he r eal i zat i on of a r i si ng sur pl us . The pr ocess of demand

management begi ns and ends wi t h t he mar ket f or t he commodi t y - f i r st as

" t est mar ket s" , and, when pr oduct and package pr oduct i on have been sui t abl y

desi gned and execut ed, as mass adver t i si ng- mar ket i ng . But Bar an and Sweezy

f ai l t o pur sue i n an hi st or i cal mat er i al i st way t he obvi ous i ssues whi ch ar e r ai sed

by demand- management - vi a- adver t i si ng under monopol y capi t al i sm.

What happens when a monopol y capi t al i st syst em adver t i ses? Bar an and

Sweezy answer , as does Gal br ai t h, psychol ogi cal mani pul at i on . They ci t e

Chamber l i n as pr ovi di ng i n 1931 t he aut hor i t at i ve def i ni t i on of cont empor ar y

adver t i si ng . 13 Mor eover , t hey somewhat pr emat ur el y f or ecl ose f ur t her i n-

vest i gat i on by st at i ng f l at l y : " The i mmedi at e commer ci al pur poses and ef f ect s

of adver t i si ng have been t hor oughl y anal yzed i n economi c l i t er at ur e and ar e

r eadi l y gr asped . " 14 The mass medi a of communi cat i ons possess no bl ack box

f r om whi ch t he magi c of psychol ogi cal mani pul at i on i s di spensed . Nei t her

bour geoi s nor Mar xi st economi st s have consi der ed i t wor t hwhi l e t o ask t he

f ol l owi ng quest i ons whi ch an hi st or i cal mat er i al i st appr oach woul d seem t o

i ndi cat e :

( a) What do adver t i ser s buy wi t h t hei r adver t i si ng expendi t ur es? As har d-

nosed busi nessmen t hey ar e not payi ng f or adver t i si ng f or not hi ng, nor f r om

al t r ui sm. I suggest t hat what t hey buy ar e t he ser vi ces of audi ences wi t h

pr edi ct abl e speci f i cat i ons who wi l l pay at t ent i on i n pr edi ct abl e number s and at

par t i cul ar t i mes t o par t i cul ar means of communi cat i on ( TV, r adi o, newspaper s,

magazi nes, bi l l boar ds, and t hi r d- cl ass mai l ) . 15 As col l ect i vi t i es t hese audi ences

ar e commodi t i es . As commodi t i es t hey ar e deal t wi t h i n mar ket s by pr oducer s

and buyer s ( t he l at t er bei ng adver t i ser s) . Such mar ket s est abl i sh pr i ces i n t he

f ami l i ar mode of monopol y capi t al i sm. Bot h t hese mar ket s and t he audi ence

commodi t i es t r aded i n ar e speci al i zed . The audi ence commodi t i es bear

speci f i cat i ons known i n t he busi ness as " t he demogr aphi cs" . The speci f i cat i ons

f or t he audi ence commodi t i es i ncl ude age, sex, i ncome l evel , f ami l y com-

posi t i on, ur ban or r ur al l ocat i on, et hni c char act er , owner shi p of home,

aut omobi l e, cr edi t car d st at us, soci al cl ass and, i n t he case of hobby and f an

magazi nes, a dedi cat i on t o phot ogr aphy, model el ect r i c t r ai ns, spor t s car s,

phi l at el y, do- i t - your sel f cr af t s, f or ei gn t r avel , ki nky sex, et c .

( b) How ar e adver t i ser s assur ed t hat t hey ar e get t i ng what t hey pay f or when

t hey buy audi ences? A sub- i ndust r y sect or of t he consci ousness i ndust r y checks

t o det er mi ne. The soci o- economi c char act er i st i cs of t he del i ver ed
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audi ence/ r eader shi p and i t s si ze ar e t he busi ness of A. C. Ni el sen and a host

of compet i t or s who speci al i ze i n r api d assessment of t he del i ver ed audi ence
commodi t y . The behavi our of t he member s of t he audi ence pr oduct under t he
i mpact of adver t i si ng and t he " edi t or i al " cont ent i s t he obj ect of mar ket
r esear ch by a l ar ge number of i ndependent mar ket r esear ch agenci es as wel l as
by si mi l ar st af f s l ocat ed i n adver t i si ng agenci es, t he adver t i si ng cor por at i on and
i n medi a ent er pr i ses . 16

( c) What i nst i t ut i ons pr oduce t he commodi t y whi ch adver t i ser s buy wi t h

t hei r adver t i si ng expendi t ur es? The owner s of TV and r adi o st at i ons and

net wor ks, newspaper s, magazi nes and ent er pr i ses whi ch speci al i ze i n pr ovi di ng

bi l l boar d and t hi r d cl ass adver t i si ng ar e t he pr i nci pal pr oducer s . Thi s ar r ay of

pr oducer s i s i nt er l ocked i n many ways wi t h adver t i si ng agenci es, t al ent

agenci es, package pr ogr amme pr oducer s, f i l m pr oducer s, news " ser vi ces"

( e . g . , AP, UPI , Reut er s) , " syndi cat or s" of news " col umns" , wr i t er s' agent s,

book publ i sher s, mot i on pi ct ur e pr oducer s and di st r i but or s . Last but by no

means l east i n t he ar r ay of i nst i t ut i ons whi ch pr oduce t he audi ence commodi t y

i s t he f ami l y . The most i mpor t ant r esour ce empl oyed i n pr oduci ng t he

audi ence commodi t y ar e t he i ndi vi dual s and f ami l i es i n t he nat i ons whi ch

per mi t adver t i si ng .

( d) What i s t he nat ur e of t he cont ent of t he mass medi a i n economi c t er ms
under monopol y capi t al i sm? The i nf or mat i on, ent er t ai nment and " educa-
t i onal " mat er i al t r ansmi t t ed t o t he audi ence i s an i nducement ( gi f t ,
br i be or " f r ee l unch" ) t o r ecr ui t pot ent i al member s of t he audi ence and t o

mai nt ai n t hei r l oyal at t ent i on . The appr opr i at eness of t he anal ogy t o t he f r ee
l unch i n t he ol d- t i me sal oon or cockt ai l bar i s mani f est : t he f r ee l unch consi st s

of mat er i al s whi ch whet t he pr ospect i ve audi ence member s' appet i t es and t hus
( 1) at t r act and keep t hem at t endi ng t o t he pr ogr amme, newspaper or

magazi ne, and ( 2) cul t i vat e a mood conduci ve t o f avour abl e r eact i on t o t he

expl i ci t and i mpl i ci t adver t i ser s' messages . l 7 To say t hi s i s not t o obscur e t he

agenda- set t i ng f unct i on of t he " edi t or i al " cont ent and adver t i si ng f or t he

popul at i ons whi ch depend on t he mass medi a t o f i nd out what i s happeni ng i n
t he wor l d, nor i s i t t o deni gr at e t he t echni cal vi r t uosi t y wi t h whi ch t he f r ee
l unch i s pr epar ed and ser ved. Gr eat ski l l , t al ent and much expense goes i nt o
such pr oduct i on, t hough l ess per uni t of cont ent t han i n t he pr oduct i on of
oven adver t i sement s . Onl y a monst r ous mi sdi r ect i on of at t ent i on obscur es t he
r eal nat ur e of t he commodi t i es i nvol ved . Thus wi t h no r ef er ence t o t he " Sal es
Ef f or t " , Bar an and Sweezy can say :

Ther e i s not onl y ser i ous quest i on as t o t he val ue ' of ar t i st i c

of f er i ngs car r i ed by t he mass communi cat i ons medi a and
ser vi ng di r ect l y or i ndi r ect l y as vehi cl es of adver t i si ng ; i t i s
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beyond di sput e t hat al l of t hemcoul d be pr ovi ded at a cost

t o consumer s i ncompar abl y l ower t han t hey ar e f or ced t o

pay t hr ough commer ci al adver t i si ng . 18

Under monopol y capi t al i smTV- r adi o pr ogr ams ar e pr ovi ded " f r ee" and t he

newspaper s and magazi nes ar e pr ovi ded at pr i ces whi ch cover del i ver y ( but not

pr oduct i on) cost s t o t he medi a ent er pr i se . I n t he case of newspaper s and some

magazi nes, some r eader s char act er i st i cal l y buy t he medi a pr oduct because t hey

want t he adver t i sement s . Thi s i s especi al l y t he pr act i ce wi t h cl assi f i ed ad-

ver t i sement s and di spl ay adver t i si ng of pr oduct s and pr i ces by l ocal mer chant s

i n newspaper s and wi t h pr oduct i nf or mat i on i n adver t i sement s i n cer t ai n

magazi nes ( e . g . hobby magazi nes) . Regar dl ess of t hese var i at i ons, t he cent r al

pur pose of t he i nf or mat i on, ent er t ai nment and " educat i onal " mat er i al ( i n-

cl udi ng t hat i n t he adver t i sement s t hemsel ves) t r ansmi t t ed t o t he audi ence i s t o

ensur e at t ent i on t o t he pr oduct s and ser vi ces bei ng adver t i sed . Compet i t i on

among medi a ent er pr i ses pr oduces i nt r i cat e st r at egi es gover ni ng t he pl acement

of pr ogr ammes i n t er ms of t ypes of pr oduct s adver t i sed and t ypes of " f r ee

l unch" pr ovi ded i n di f f er ent t i me segment s of t he week ( e . g . chi l dr en' s hour s,

dayt i me housewi ves' hour s, et c . ) : al l t hi s i n or der t o opt i mi ze t he " f l ow" of

par t i cul ar t ypes of audi ences t o one pr ogr amme f r om i t s i mmedi at e

pr edecessor s and t o i t s i mmedi at e successor s wi t h r egar d t o t he st r at egi es of

r i val net wor ks . 19

( e) What i s t he nat ur e of t he ser vi ce per f or med f or t he adver t i ser by t he

member s of t he pur chased audi ences? I n economi c t er ms, t he audi ence

commodi t y i s a non- dur abl e pr oducer s' good whi ch i s bought and used i n t he

mar ket i ng of t he adver t i ser ' s pr oduct . The wor k whi ch audi ence member s

per f or m f or t he adver t i ser t o whom t hey have been sol d i s t o l ear n t o buy

par t i cul ar " br ands" of consumer goods, and t o spend t hei r i ncome ac-

cor di ngl y . I n shor t , t hey wor k t o cr eat e t he demand f or adver t i sed goods whi ch

i s t he pur pose of t he monopol y capi t al i st adver t i ser s . Whi l e doi ng t hi s,

audi ence member s ar e si mul t aneousl y r epr oduci ng t hei r own l abour power . I n

t hi s r egar d, i t i s appr opr i at e t o avoi d t he t r ap of a mani pul at i on- expl anat i on by

not i ng t hat i f such l abour power i s, i n f act , l oyal l y at t ached t o t he monopol y

capi t al i st syst em, t hi s woul d be wel come t o t he adver t i ser s whose exi st ence

depends on t he mai nt enance of t hat syst em. But i n r epr oduci ng t hei r l abour

power wor ker s r espond t o ot her r eal i st i c condi t i ons whi ch may on occasi on

sur pr i se and di sappoi nt t he adver t i ser s . I t seems, however , t hat when wor ker s

under monopol y capi t al i st condi t i ons ser ve adver t i ser s t o compl et e t he

pr oduct i on pr ocess of consumer goods by per f or mi ng t he ul t i mat e mar ket i ng

ser vi ce f or t hem, t hese wor ker s ar e maki ng deci si ve mat er i al deci si ons whi ch wi l l

af f ect how t hey wi l l pr oduce and r epr oduce t hei r l abour power . As t he Chi nese



BLI NDSPOT

emphasi zed dur i ng t he Cul t ur al Revol ut i on, i f peopl e ar e spendi ng t hei r t i me

cat er i ng t o t hei r i ndi vi dual i nt er est s and sensi t i vi t i es, t hey cannot be usi ng

t he same t i me al so t o over t hr owcapi t al i st i nf l uence and t o bui l d soci al i sm.

( f ) How does demand- management by monopol y capi t al i sm, by means of

adver t i si ng, r el at e t o t he l abour t heor y of val ue, t o " l ei sur e" and t o " f r ee

t i me" ? As Wi l l i amLi vant put s i t , t he power of t he concept of sur pl us val ue

" . . . r est s whol l y on t he way Mar x sol ved t he gr eat val ue pr obl em of cl assi cal

pol i t i cal economy, by spl i t t i ng t he not i on of l abour i n t wo, i nt o l abour i n

pr oduct i ve use and l abour power ( t he capaci t y t o l abour ) " . 2U Labour i n

pr oduct i ve use i n t he pr oduct i on of commodi t i es- i n- gener al was Mar x' s concer n

i n t he t hr ee vol umes of Capi t al , except f or Vol . 1, chapt er 6 and scat t er ed

passages i n t he Gr undi i sse . I t i s cl ear f r om t hese passages t hat Mar x assumed

t hat l abour power i s pr oduced by t he l abour er and by hi s or her i mmedi at e

f ami l y, i . e . , under t he condi t i ons of handi cr af t pr oduct i on . I n a wor d, l abour

power ' was " home- made" i n t he absence of domi nant br and- name com-

modi t i es, mass adver t i si ng, and t he mass medi a ( whi ch had not yet been i n-

vent ed by monopol y capi t al i sm) . I n Mar x' s per i od and i n hi s anal ysi s, t he

pr i nci pal aspect of capi t al i st pr oduct i on was t he al i enat i on of wor ker s f r omt he

means of pr oduci ng commodi t i es- i n- gener al . Now t he pr i nci pal aspect of

capi t al i st pr oduct i on has become t he al i enat i on of wor ker s f r om t he means of

pr oduci ng and r epr oduci ng t hemsel ves . The pr evai l i ng west er n Mar xi st vi ew

t oday st i l l hol ds t he i ncor r ect assumpt i on t hat t he l abour er i s an i ndependent

commodi t y pr oducer of l abour power whi ch i s hi s t o sel l . Li vant says i t wel l :

What of t en escapes at t ent i on i s t hat j ust because t he

l abour er sel l s i t ( hi s or her l abour power ) does not mean

t hat he or she pr oduces i t . We ar e mi sl ed by f i xat i ng on

t he t r ue f act t hat a human must eat and sl eep i nt o

t hi nki ng t hat t her ef or e t he sel l er of l abour power must al so

be t he pr oducer . Agai n t he er r or of t wo combi nes i nt o

one. 21

We need a di al ect i cal mat er i al i st descr i pt i on of t he pr oduct i on of l abour power ,

of t he capaci t y and i ncapaci t y t o l abour and of t he r el at i onshi p of t he

pr oduct i on of l abour power t o our abi l i t y t o l i ve as human bei ngs . 22

AmI cor r ect i n assumi ng t hat al l non- sl eepi ng t i me under capi t al i sm i s wor k

t i me?23 Wi l l i amLi vant i n comment i ng on a dr af t of t hi s ar t i cl e, poi nt s out t hat

t he assumpt i on shoul d be pl ai nl y st at ed . As he put s i t , a Mar xi st vi ew
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. . . sees l ei sur e t i me cor r ect l y as t i me of pr oduct i on,

r epr oduct i on and r epai r of l abour power . Thi s pr oduct i on,

r epr oduct i on and r epai r ar e act i vi t i es . They ar e t hi ngs

peopl e must do . As such, t hey al so r equi r e l abour power .

To be sur e, t hi s l at t er l abour power you do not have t o sel l

di r ect l y t o capi t al . But you do have t o use i t t o pr oduce

l abour power i n t he f or myou do have t o sel l .

Why was t hi s har d t o see? I t hi nk we can f i nd t he answer i f

we l ook at ' non- wor k' t i me . Mar x poi nt s out many t i mes

( e . g . Capi t al , Vol . I , Ch . 6) t hat wage l abour onl y becomes

possi bl e i f your l abour power becomes a per sonal

possessi on, whi ch i t i s possi bl e f or you t o sel l . You can do

what you ' want ' wi t h i t . . . Non- wor k t i me i s l abour

power whi ch i s your s not - t o- sel l . Hence i t seems t o be

doubl y your per sonal possessi on . . .

When we see t hi s, we can f i t i t wi t hi n what Mar x cal l ed t he

' f al se appear ance' of wage l abour ( ci t i ng Wages, Pr i ces

and Pr of i t , Peki ng, 1973, pp . 50- 1) . . . I t hi nk t hi s f al se

appear ance has i t s ot her si de . Just as i t appear s, at wor k,

t hat you ar e pai d f or al l t he l abour t i me you do sel l , so i t

appear s, of f - wor k, t hat t he l abour t i me you ar e not pai d

f or i s not sol d . . .

Wor k and non- wor k t i me bear i nt er est i ng r el at i ons t hat

need exami nat i on, t o see beneat h t he f al se appear ances .

They i n f act di vi de t he whol e wor l d of commodi t i es i n

t wo . For at wor k i t i s pr i nci pal l y commodi t i es- i n- gener al

t hat ar e made and di st r i but ed . Those who make and

di st r i but e t hese commodi t i es do not sel l t hem. But of f -

wor k, we f i nd somet hi ng el se . What i s bei ng pr oduced

t her e i s pr i mar i l y t he pecul i ar commodi t y, l abour power .

And of f - wor k, t hose who make t hi s commodi t y, al so do

not sel l i t . But i t i s sol d, as sur el y as commodi t i es- i n-

gener al made at t he wor kpl ace . 24

I t shoul d be cl ear t hat f or at l east sever al gener at i ons l abour power i n ad-

vanced monopol y capi t al i st count r i es has been pr oduced pr i mar i l y by i n-

st i t ut i ons ot her t han t he i ndi vi dual and hi s/ her f ami l y . The mass medi a of

communi cat i ons and adver t i si ng pl ay a l ar ge and pr obabl y domi nant r ol e
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t hr ough t he pr ocess of consumpt i on ( by gui di ng t he maki ng of t he shoppi ng

l i st ) as wel l as t hr ough t he i deol ogi cal t eachi ng whi ch per meat es bot h t he

adver t i si ng and ost ensi bl y non- adver t i si ng mat er i al wi t h whi ch t hey pr oduce

t he audi ence commodi t y . 25 When cosmet i c count er s i n depar t ment st or es

di spl ay " Boxed Ego" ( Vancouver , December , 1975) , t he di al ect i cal r el at i on of

t he mat er i al and consci ousness aspect s of t he pr oduct i on of l abour power

shoul d be evi dent .

What has happened t o t he t i me avai l abl e t o wor ker s and t he way i t i s used i n

t he past cent ur y? I n 1850 under condi t i ons of cot t age i ndust r y, i . e . unbr anded

consumer goods, t he aver age wor k week was about 70 hour s per week ( and t he

wor k f or ce was pr edomi nant l y mal e) . 26 At about t he t i me when Mar x was

wr i t i ng t he Gr undr i r ce, wor ker s' savi ngs, under t he most f avour abl e condi t i ons

of expl oi t at i on, coul d make possi bl e

. . . t he wor ker ' s par t i ci pat i on i n t he hi gher , even cul t ur al

sat i sf act i ons, t he agi t at i on of hi s own i nt er est s, newspaper

subscr i pt i ons, at t endi ng l ect ur es, educat i ng hi s chi l dr en,

devel opi ng hi s t ast e, et c . , hi s onl y shar e of ci vi l i zat i on

whi ch di st i ngui shes hi mf r omt he sl ave . . . 27

I n t hat si mpl e st age of capi t al i st devel opment , Mar x coul d see t hat t he

r el ent l ess accumul at i ve pr ocess woul d pr ol i f er at e commodi t i es :

Capi t al ' s ceasel ess st r i vi ng t owar ds t he gener al f or m of

weal t h dr i ves l abour beyond t he l i mi t s of i t s nat ur al

pal t r i ness ( Nat ur bedur f t i gkei t ) , and t hus cr eat es t he

mat er i al el ement s f or t he devel opment of t he r i ch i n-

di vi dual i t y whi ch i s as al l - si ded i n i t s pr oduct i on as i n i t s

consumpt i on . . . 28

Many ot her r ef er ences may be ci t ed f r omt he Gr undr u. r e t o si mi l ar ef f ect . But
al l t hi s assumed t hat consumer goods wer e not monopol i zed by br and names
and t hat wor ker s coul d di spose of t hei r non- wor k t i me subj ect onl y t o cl ass and
cust omar y ( i . e . t r adi t i onal ) consi der at i ons . I n 1850, t he aver age Amer i can
wor ker coul d devot e about 42 hour s per week ( 168 hour s mi nus 70 hour s on t he
j ob and 56 hour s of sl eep) t o such " cot t age i ndust r y" t ype of pr oduct i on of
l abour power .
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By 1960, t he aver age t i me spent on t he j ob was about 39 . 5 hour s per week -

an appar ent r educt i on i n wor k t i me of al most 30 hour s per week ( t o whi ch

shoul d be added 2. 5 hour s as a gener ous est i mat e of t he weekl y equi val ent of

annual vacat i ons) . Capi t al i st apol ogi st s equat ed t hi s ost ensi bl e r educt i on i n

wor k t i me wi t h a cor r espondi ng i ncr ease i n " f r ee" or " l ei sur e" t i me . The

r eal i t y was qui t e di f f er ent . Two t r ansf or mat i ons wer e bei ng ef f ect ed by

monopol y capi t al i sm i n t he nat ur e of wor k, l ei sur e and consumer behavi our .

On t he one hand, huge chunks of wor ker s' t i me wer e bei ng r emoved f r om t hei r

di scr et i on by t he phenomenon of met r opol i t an spr awl and by t he nat ur e of

unpai d wor k whi ch wor ker s wer e obl i gat ed t o per f or m. For exampl e, i n t he

cont empor ar y per i od t r avel t i me t o and f r om t he j ob can be est i mat ed at 8. 5

hour s per week ; " moonl i ght i ng" empl oyment at a mi ni mumof one hour per

week ; r epai r wor k ar ound t he home, at anot her f i ve hour s per week ; and men' s

wor k on househol d chor es and shoppi ng at anot her 2 . 3 hour s per week . A t ot al

of 16 . 8 hour s per week of t he r oughl y 32 hour s of t i me supposedl y " f r eed" as a

r esul t of capi t al i st i ndust r i al i zat i on i s t hus anyt hi ng but " f r ee" . A f ur t her

seven hour s of t he 32 hour s of " f r eed" t i me di sappear s when t he cor r ect i on f or

par t - t i me f emal e empl oyment i s made i n t he r epor t ed hour s- per - week . 29

Thr ee- f our t hs of t he so- cal l ed " f r eed" t i me has t hus vani shed .

The second t r ansf or mat i on i nvol ves t he pr essur e pl aced by t he syst emon t he

r emai ni ng hour s of t he week . I f sl eepi ng i s est i mat ed at ei ght hour s a day, t he

r emai nder of t he 168 hour s i n t he week af t er subt r act i ng sl eepi ng and t he

unf r ee wor k t i me t hus f ar i dent i f i ed was 42 hour s i n 1850 and 49 hour s i n 1960 .

We l ack syst emat i c i nf or mat i on about t he use of t hi s " f r ee t i me" f or bot h

dat es . We do know t hat cer t ai n t ypes of act i vi t i es wer e common t o bot h dat es :

per sonal car e, maki ng l ove, vi si t i ng wi t h r el at i ves and f r i ends, pr epar i ng and

eat i ng meal s, at t endi ng uni on, chur ch and ot her associ at i ve i nst i t ut i ons, i n-

cl udi ng sal oons . We al so know t hat i n 1960 ( but not i n 1850) t her e was a vast

ar r ay of br anded consumer goods and ser vi ces pr essed on t he wor ker s t hr ough

adver t i si ng, poi nt - of - sal e di spl ays, and peer gr oup i nf l uence . At t endance at

spect at or spor t s and par t i ci pat i on i n such act i vi t i es as bowl i ng, campi ng, and

" pl easur e dr i vi ng" of t he aut omobi l e or snowmobi l e - al l pr omot ed f or t he

sake of equi pment sal es by t he consci ousness i ndust r y - now t ake t i me t hat

was devot ed t o non- commer ci al act i vi t i es i n 1850 . I n- house t i me must now be

devot ed t o deci di ng whet her or not t o buy and t hen t o use ( by whom, wher e,

under what condi t i ons, and why) an endl ess pr ol i f er at i on of goods f or per sonal

car e, househol d f ur ni shi ng, cl ot hi ng, musi c r epr oduct i on equi pment , et c .

Gui di ng t he wor ker t oday i n al l i ncome and t i me expendi t ur es ar e t he mass

medi a - t hr ough t he bl end of adver t i sement s and pr ogr amme cont ent .

Howdo Bar an and Sweezy deal wi t h t he use made of t hi s i l l usor y i ncr ease i n

f r ee t i me? Depl oyi ng Vebl en' s concept of conspi cuous consumpt i on and

10
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t her eby emphasi zi ng t he st at us- seeki ng char act er of wor ker s' consumpt i on

deci si ons, t hey t r eat l ei sur e t i me ( wi t hout quot at i on mar ks) i n psychoanal yt i c

t er ms as t i me spent wi l l f ul l y i n passi vi t y and i dl eness :

Thi s pr opensi t y t o do not hi ng has had a deci si ve par t i n

det er mi ni ng t he ki nds of ent er t ai nment whi ch ar e suppl i ed

t o f i l l t he l ei sur e hour s - i n t he eveni ng, on weekends and

hol i days, dur i ng vacat i ons . The basi c pr i nci pl e i s t hat

what ever i s pr esent ed - r eadi ng mat t er , movi es, r adi o

and TV pr ogr ams - must not make undue demands on

t he i nt el l ect ual and emot i onal r esour ces of t he r eci pi ent s :

t he pur pose i s t o pr ovi de ' f un' , ' r el axat i on' , a ' good t i me'

- i n shor t , passi vel y absor babl e amusement . 30

What i s wr ong wi t h t hi s par t i al t r ut h i s : ( 1) i t i gnor es t he r el at i onshi p of

monopol y capi t al i sm' s Sal es Ef f or t , par t i cul ar l y adver t i si ng, t o t he pr obl em;

and ( 2) i t subst i t ut es casual bour geoi s obser vat i ons3' f or an hi st or i cal mat er i al i st

at t ack on t he pr obl em.

As agai nst t he seven hour s per week of appar ent " non- wor k" t i me gai ned by

t he aver age wor ker bet ween 1850 and 1960, howmuch t i me does he nowspend

as par t of t he audi ence pr oduct of t he mass medi a - t i me sol d t o t he ad-

ver t i ser s? Her e t he audi ence- measur ement sub- i ndust r y gi ves us some i n-

f or mat i on . Davi d Bl ank, economi st f or t he Col umbi a Br oadcast i ng Syst em, i n

1970 f ound t hat t he aver age per son wat ched TV f or 3 . 3 hour s per day ( 23 hour s

per week) on an annual basi s, l i st ened t o r adi o f or 2 . 5 hour s per day ( 18 hour s

per week) , and r ead newspaper s and magazi nes one hour per day ( 7 hour s per

week) . 32 I f we l ook at t he audi ence pr oduct i n t er ms of f ami l i es r at her t han i n-

di vi dual s, we f i nd t hat i n 1973, adver t i ser s i n t he U. S . pur chased TV audi ences

f or an aver age of a l i t t l e mor e t han 43 hour s per home per week . 33 By i ndust r y

usage, t hi s l umps t oget her speci al i zed audi ence commodi t i es sol d i n-

dependent l y as " housewi ves" , " chi l dr en" and " f ami l i es" . I n t he " pr i me

t i me" eveni ng hour s ( 7 : 00 t o 11 : 00 p . m. ) , t he TV audi ence commodi t y con-

si st ed of a dai l y aver age of 83 . 8 mi l l i on peopl e, wi t h an aver age of t wo per sons

vi ewi ng per home . Women wer e a si gni f i cant l y l ar ger pr opor t i on of t hi s pr i me

t i me audi ence t han men ( 42 per cent as agai nst 32 per cent , whi l e chi l dr en wer e

16 per cent and t eenager s, 10 per cent ) .

We do not know even appr oxi mat el y how t he wor ker ' s exposur e t o t he mass

medi a ar t i cul at es wi t h t he ot her component s i n hi s/ her use of " f r ee t i me" . I t i s

r el at i vel y easy t o det er mi ne how much r adi o l i st eni ng and newspaper and
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magazi ne r eadi ng t akes pl ace whi l e t r avel l i ng t o and f r omwor k . But much TV

and r adi o pr ogr ammi ng i s at t ended t o i nci dent al l y whi l e engaged i n ot her ac-

t i vi t i es such as per f or mi ng househol d chor es, vi si t i ng wi t h f r i ends, r eadi ng, and

now even whi l e at t endi ng spect at or spor t s. 34

Thi s i s t he cont ext i n whi ch we may pur sue t he quest i on, how demand

management by means of adver t i si ng i n monopol y capi t al i sm r el at es t o t he

l abour t heor y of val ue, t o " l ei sur e" and t o " f r ee t i me" . I t shoul d now be

possi bl e t o obt ai n some cl ues t o t he nat ur e of wor k whi ch wor ker s per f or m i n

r el at i on t o adver t i si ng . I f f r eedom i s t he act of r esi st i ng necessi t y, what i s t he

nat ur e of t he pr ocess by whi ch wor ker s r eact t o adver t i si ng, and why i s i t

pr of i t abl e f or adver t i ser s t o adver t i se? An adver t i si ng t heor i st , Pr of essor T. N.

Levi t t , says, " Cust omer s don' t buy t hi ngs . They buy t ool s t o sol ve

pr obl ems . " 3S I t appear s t hat t he pur pose of adver t i si ng, f r omt he per spect i ve of

t he adver t i si ng cor por at i on, i s t o est abl i sh i n t he wor ker ' s consci ousness ( 1) t he

exi st ence of a " pr obl em" f aci ng t he wor ker ( acne, secur i t y f r om bur gl ar s,

sl eepl essness) , ( 2) t he exi st ence of a cl ass of commodi t i es whi ch wi l l sol ve t hat

pr obl em, and ( 3) t he mot i vat i on t o gi ve t op pr i or i t y t o pur chasi ng br and X of

t hat cl ass of commodi t i es i n or der t o " sol ve" t hat " pr obl em" . Gi ven t hi s

si t uat i on, t he r eal i st i c pr ocess of audi ence- member s' wor k can be best un-

der st ood i n t er ms of t he ever - i ncr easi ng number of deci si ons f or ced on hi m/ her

by " new" commodi t i es and by t hei r r el at ed adver t i si ng . Unf or t unat el y, whi l e

wor ker s ar e f aced wi t h mi l l i ons of possi bl e compar at i ve choi ces among

t housands of " new" commodi t i es, t hey l ack sci ent i f i cal l y obj ect i ve bases on

whi ch t o eval uat e ei t her t he " pr obl em" t o be sol ved by buyi ng t he pr of f er ed

" t ool " or t he ef f i cacy of t he " t ool " as a sol ut i on t o t he " pr obl em" . I n t hi s

si t uat i on, t hey const ant l y st r uggl e t o devel op a r at i onal shoppi ng l i st out of an

i r r at i onal si t uat i on . 3 6 As Li nder put s i t , t he most i mpor t ant way by whi ch

consumer s can cope wi t h commodi t i es and adver t i si ng i s t o l i mi t t he t i me spent

i n t hi nki ng about what t o buy .

Reduced t i me f or r ef l ect i on pr evi ous t o a deci si on woul d

appar ent l y ent ai l a gr owi ng i r r at i onal i t y . However , si nce i t

i s ext r emel y r at i onal t o consi der l ess and l ess per deci si on

t her e exi st s a r at i onal e of i r r at i onal i t y . 37

Monopol y capi t al i st mar ket i ng pr act i ce has a sor t of sei smi c, syst emi c dr i f t

t owar ds " i mpul se pur chasi ng" . I ncr easi ngl y, t he wor k done by audi ence

member s i s cued t owar ds i mpul se pur chasi ng . Agai n, Li nder i s i nsi ght f ul :

1 2
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To begi n wi t h adver t i si ng i s a means of maki ng f act ual

knowl edge mor e accessi bl e t han ot her wi se . Second, i t

ser ves t o pr ovi de quasi - i nf or mat i on f or peopl e who l ack

t i me t o acqui r e t he genui ne i nsi ght s . They get t he

sur r ogat e i nf or mat i on t hey want t o have, i n or der t o f eel

t hat t hey ar e maki ng t he r i ght deci si ons . . . The adver t i ser

hel ps t o cl ose t he i nf or mat i on gap, at t he same t i me ex-

pl oi t i ng t he i nf or mat i on gap t hat i s bound t o r emai n . 38

As t he scar ci t y of t i me i ncr eases, t he emphasi s i n ad-

ver t i si ng wi l l be di spl aced i n t he di r ect i on of er sat z i n-

f or mat i on . The obj ect wi l l be t o pr ovi de a mot i ve f or an

act i on f or whi ch no sol i d gr ounds exi st . . . Br and l oyal t y

must be bui l t up among peopl e who have no possi bi l i t y of

deci di ng how t o act on obj ect i ve gr ounds . As r out i ne

pur chasi ng pr ocedur es gai n i n i mpor t ance as a means of

r educi ng deci si on- maki ng t i me, i t wi l l become i n-

cr easi ngl y i mpor t ant t o capt ur e t hose who have not yet

devel oped t hei r r out i nes . 39

I n t hi s connect i on, t he new and sophi st i cat ed i nt er est of mar ket r esear cher s i n

t he r el at i onshi p of adver t i si ng t o chi l dr en i s ver y si gni f i cant . Accor di ng t o t he

publ i sher of one r ecent st udy :

As t he aut hor s see i t , consumpt i on i s a per f ect l y l egi t i mat e

and unavoi dabl e act i vi t y f or chi l dr en . Consequent l y t hey

r ej ect a st r at egy di r ect ed at pr ot ect i ng ki ds f r ommar ket i ng

st i mul i . What i s necessar y, t hen, i s t o acknowl edge t hat

chi l dr en ar e goi ng t o wat ch t el evi si on commer ci al s and t o

pr epar e t hemt o be sel ect i ve consumer s .

How Chi l dr en Lear n t o Buy pr ovi des evi dence t o conf r ont

exi st i ng t heor i es i n t he emer gi ng f i el d of consumer

soci al i zat i on . The wor k i s essent i al t o ever yone concer ned

wi t h t he ef f ect s of adver t i si ng: sponsor s, ad agenci es, t he

t el evi si on i ndust r y, educat or s, gover nment al r egul at or s,

consumer r esear cher s, and par ent s . 40

Const r ai ned by t he i deol ogy of monopol y capi t al i sm, t he bour geoi s not i on of

f r ee t i me and l ei sur e i s onl y avai l abl e t o t hose who have no di sposabl e i ncome
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( and f or whom i t i s, of cour se, a bi t t er mocker y) and t o t hose who ar e so r i ch

t hat , as Li nder says, f or t hem, " t he ul t i mat e l uxur y i s t o be l i ber at ed f r omt he

har dshi ps of havi ng t o do one' s own buyi ng . " 41 For ever yone el se, " f r ee t i me"

and " l ei sur e" bel ong onl y i n t he monopol y capi t al i st l exi con al ongsi de " f r ee

wor l d" , " f r ee ent er pr i se" , " f r ee el ect i ons" , " f r ee speech" , and " f r ee f l ow"

of i nf or mat i on .

What has happened t o t he t i me wor ker s spend of f - t he- j ob whi l e not sl eepi ng

i s t hat enor mous pr essur es on t hi s t i me have been i mposed by al l consumer

goods and ser vi ce br anches of monopol y capi t al i sm. I ndi vi dual , f ami l i al and

ot her associ at i ve needs must be deal t wi t h, but i n a r eal cont ext of pr oduct s and

adver t i si ng whi ch, t aken t oget her , make t he t ask of t he i ndi vi dual and f ami l y

basi cal l y one of copi ng whi l e bei ng const ant l y on t he ver ge of bei ng over -

whel med by t hese pr essur es . I n t hi s cont ext , t he wor k of t he audi ence member s

whi ch adver t i ser s f i nd pr oduct i ve f or t hem i s one of l ear ni ng cues whi ch ar e

used when t he audi ence member makes up hi s/ her ment al shoppi ng l i st and

spends hi s/ her i ncome .

( g) Does t he audi ence commodi t y per f or m an essent i al economi c f unct i on?

Bar an and Sweezy st at e t hat " adver t i si ng const i t ut es as much an i nt egr al par t of

t he syst em as t he gi ant cor por at i on i t sel f ' 42 and t hat " adver t i si ng has t ur ned

i nt o an i ndi spensabl e t ool f or a l ar ge sect or of cor por at e busi ness . " 43 I n t hi s

t hey go as f ar as Gal br ai t h who sai d " . . . t he mar gi nal ut i l i t y of pr esent

aggr egat e out put , ex- adver t i si ng and sal esmanshi p i s zer o . " 44

But i s t he pr oduct i on and consumpt i on of t he audi ence commodi t y f or

adver t i ser s a " pr oduct i ve" act i vi t y i n Mar xi an t er ms? Bar an and Sweezy ar e

cont r adi ct or y i n answer i ng t hi s quest i on . They t el l us t hat adver t i si ng expenses

" . . si nce t hey ar e mani f est l y unr el at ed t o necessar y cost s of pr oduct i on -

however br oadl y def i ned - ( t hey) can onl y be count ed as par t of aggr egat e

sur pl us . " 4S But af t er some agoni zi ng over whet her f i nance, i nsur ance and r eal

est at e ( whi ch account f or about t wi ce t he vol ume of nat i onal i ncome as

r epr esent ed by adver t i si ng) ar e pr oduct i ve, t hey abandon t hei r t heor et i cal

f oot i ng f or r ej ect i ng expenses of ci r cul at i on as unpr oduct i ve of sur pl us :

Just as adver t i si ng, pr oduct di f f er ent i at i on, ar t i f i ci al

obsol escence, model changi ng, and al l t he ot her devi ces of

t he sal es ef f or t do i n f act pr omot e and i ncr ease sal es, and

t hus act as i ndi spensabl e pr ops t o t he l evel of i ncome and

empl oyment , so t he ent i r e appar at us of ` f i nance, i n-

sur ance, and r eal est at e' i s essent i al t o t he nor mal f unc-

t i oni ng of t he cor por at e syst em and anot her no l ess i n-

di spensabl e pr op t o t he l evel of i ncome and empl oyment .
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The pr odi gi ous vol ume of r esour ces absor bed i n al l t hese

act i vi t i es does i n f act const i t ut e necessar y cost s of capi t al i st

pr oduct i on . What shoul d be cr yst al cl ear i s t hat an

economi c syst em i n whi ch such cost s ar e soci al l y necessar y

has l ong ceased t o be a soci al l y necessar y syst em. 46

I am awar e t hat Capi t al can be and has been r ead f r equent l y as denyi ng t he

pr oduct i vi t y of t he expenses of mi ddl emen i n gener al . As I r ead t he wor k,

however , i t seems t o me t hat i n Capi t al Mar x was concer ned t o anal yze t he

oper at i on of capi t al i sm under t he t hen r eal i st i c condi t i ons of compet i t i on and

t he or gani zat i on of i ndust r y as bei ng gener al l y uni nt egr at ed f r omr aw mat er i al

pr ocessi ng t hr ough exchange t o t he consumpt i on pr ocess . 4 7 Mar x al so cl ear l y

di d not assume t he pr edomi nance of br anded commodi t i es or t he pr eval ence of

adver t i si ng . I f one t ur ns t o Mar x' s " I nt r oduct i on t o t he Cr i t i que of Pol i t i cal

Economy" , however , i t seems pr obabl e t hat hi s anal ysi s of monopol y

capi t al i sm, had such been possi bl e i n hi s t i me, woul d have answer ed t he

quest i on of t he pr oduct i vi t y of adver t i si ng di f f er ent l y . I ndeed t he f ol l owi ng

passage accommodat es t he phenomena of adver t i si ng, br anded mer chandi se,

and monopol y capi t al i sm i n managi ng demands .

Consumpt i on pr oduces pr oduct i on i n a doubl e way . . .

because consumpt i on cr eat es t he need f or newpr oduct i on,

t hat i s i t cr eat es t he i deal , i nt er nal l y i mpel l i ng cause f or

pr oduct i on, whi ch i s i t s pr esupposi t i on . Consumpt i on

cr eat es t he mot i ve f or pr oduct i on ; i t al so cr eat es t he obj ect

whi ch i s act i ve i n pr oduct i on as i t s det er mi nant ai m . . .

No pr oduct i on wi t hout a need . But consumpt i on

r epr oduces t he need . . . Pr oduct i on not onl y suppl i es a

mat er i al f or t he need, but i t al so suppl i es a need f or t he

mat er i al . As soon as consumpt i on emer ges f r omi t s i ni t i al

st at e of nat ur al cr udi t y and i mmedi acy - and, i f i t

r emai ned at t hat st age, t hi s woul d be because pr oduct i on

i t sel f had been ar r est ed t her e - i t becomes i t sel f medi at ed

as a dr i ve by t he obj ect . The need whi ch consumpt i on f eel s

f or t he obj ect i s cr eat ed by t he per cept i on of i t . The obj ect

of ar t - l i ke ever y ot her pr oduct - cr eat es a publ i c whi ch

i s sensi t i ve t o ar t and enj oys beaut y . Pr oduct i on t hus not

onl y cr eat es an obj ect f or t he subj ect , but al so a subj ect f or

t he obj ect . Thus pr oduct i on pr oduces consumpt i on ( 1) by

1 5



DALLAS I 7. SMYTHE

cr eat i ng t he mat er i al f or i t ; ( 2) by det er mi ni ng t he manner

of consumpt i on; and ( 3) by cr eat i ng t he pr oduct s i ni t i al l y

posi t ed by i t as obj ect s, i n t he f or m of a need f el t by t he

consumer . I t t hus pr oduces t he obj ect of consumpt i on, t he

manner of consumpt i on and t he mot i ve of consumpt i on.

Consumpt i on l i kewi se pr oduces t he pr oducer ' s i ncl i nat i on

by beckoni ng t o hi mas an ai m- det er mi ni ng need. 4 8

I t i s cl ear , f i r st l y, t hat t he exchange of act i vi t i es and

abi l i t i es whi ch t akes pl ace wi t hi n pr oduct i on i t sel f bel ongs

di r ect l y t o pr oduct i on and essent i al l y const i t ut es i t . The

same hol ds, secondl y, f or t he exchange of pr oduct s, i n so

f ar as t hat exchange i s t he means of f i ni shi ng t he pr oduct

and maki ng i t f i t f or di r ect consumpt i on . To t hat ext ent ,

exchange i s an act compr i sed wi t hi n pr oduct i on i t sel f .

Thi r dl y, t he so- cal l ed exchange bet ween deal er s and

deal er s i s by i t s ver y or gani zat i on ent i r el y det er mi ned by

pr oduct i on, as bei ng i t sel f a pr oduci ng act i vi t y . Exchange

appear s as i ndependent and i ndi f f er ent t o pr oduct i on onl y

i n t he f i nal phase wher e t he pr oduct i s exchanged di r ect l y

f or consumpt i on . 49

On such a f oot i ng i t i s possi bl e t o devel op a Mar xi st t heor y of adver t i si ng and

of br anded commodi t i es under monopol y capi t al i st condi t i ons . When t he

pr esi dent of t he Revl on cor por at i on says : " We manuf act ur e l i pst i cks . But we

sel l hope" , he i s r ef er r i ng t o t he cr eat i on of pr oduct s i ni t i al l y posi t ed by i t as

obj ect s i n t he f or mof a need f el t by t he consumer - si mi l ar l y wi t h Cont ac- C,

t he pr opr i et ar y col d r emedy whi ch so di st ur bed Bar an and Sweezy . su The

deni al of t he pr oduct i vi t y of adver t i si ng i s unnecessar y and di ver si onar y : a cul

de sac der i ved f r om t he pr e- monopol y- capi t al i st st age of devel opment , a

dut i f ul but unsuccessf ul and i nappr opr i at e at t empt at r econci l i at i on wi t h

Capi t al .

( h) Why have Mar xi st economi st s been i ndi f f er ent t o t he hi st or i cal pr ocess

by whi ch adver t i si ng, br and- name mer chandi se, and t he mass medi a of

communi cat i ons have devel oped i n monopol y capi t al i sm over t he past cent ur y?

Why do t hey cont i nue t o r egar d t he pr ess, TV and r adi o medi a as havi ng t he

pr i me f unct i on of pr oduci ng news, ent er t ai nment and edi t or i al opi ni on and

not audi ences f or sal e t o adver t i ser s? The evi dence f or t he l at t er i s al l ar ound us .

Bar an and Sweezy do i ndeed i ndi cat e how much adver t i si ng has gr own and

when, i . e . , by a f act or of t en bet ween 1890 and 1929 . 5 1 But not why, howand

wi t h what connect i ons .
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I n t he f i r st t hr ee quar t er s of t he ni net eent h cent ur y, newspaper s and

magazi nes i n t he count r i es goi ng t hr ough t he I ndust r i al Revol ut i on wer e

char act er i zed by : ( a) di ver si t y of suppor t as bet ween r eader s' payment s,

subsi di es f r om pol i t i cal par t i es, and adver t i si ng ( most of t he l at t er bei ng i n-

f or mat i on about commodi t y avai l abi l i t y and pr i ces and not about br anded

mer chandi se) ; and ( b) a cycl i cal pr ocess of t echnol ogi cal i mpr ovement wi t h

consequent l ar ger pr i nt i ng capaci t y, l ower uni t cost s, l ower uni t pr i ces of

publ i cat i ons, l ar ger pr of i t s, capi t al accumul at i on and r ei nvest ment i n newand

mor e pr oduct i ve pl ant s, et c . 52 I n t hat per i od, mar ket i ng of consumer goods was

char act er i zed by : ( a) pr edomi nance of unbr anded mer chandi se ; ( b) uni n-

t egr at ed di st r i but i on of commodi t i es wi t h t he mi ddl eman bei ng t he most

power f ul l i nk i n t he pr oduct i on- t o- consumer chai n ; and ( c) consequent l y, l ack

of massi ve adver t i si ng as a means of managi ng demand .

I n t he second hal f of t he ni net eent h cent ur y, capi t al i sm f aced a cr i si s . The

f i r st st age of t he devel opment of t he f act or y syst em under condi t i ons of

compet i t i on bet ween r el at i vel y smal l capi t al i st s had succeeded i n mobi l i zi ng

l abour suppl y and expl oi t i ng i t cr udel y under condi t i ons document ed so abl y

by Mar x i n Capi t al . The ver y success of t he syst em br ed gr ave t hr eat s t o i t .

Pol i t i cal l y consci ous l abour uni ons posed r evol ut i onar y t hr eat s t o capi t al i sm. 53

Mor eover , capi t al i st manuf act ur er s wer e vul ner abl e t o t he power of t he wor ker s

because t he hi ghl y ski l l ed wor ker s possessed mor e knowl edge about t he

pr oduct i on pr ocess t han di d t hei r empl oyer s . 54 Manuf act ur er s wer e t hus

bl ocked f r om r eady cont r ol of t hei r wor k f or ce and f r om i nnovat i ng t he new

and i ncr easi ngl y sophi st i cat ed machi ne pr ocesses of mass pr oduct i on whi ch t he

r api d pr ogr ess i n physi cal sci ences and engi neer i ng made possi bl e. When t hey

l ooked at t hei r mar ket i ng met hods, manuf act ur er s wer e al so beset by chr oni c

i nsecur i t i es . The per i odi c busi ness cycl es i n t hei r cr i si s and l i qui dat i on phases

f or ced manuf act ur er s i nt o cut - t hr oat pr i ci ng ( of unbr anded mer chandi se,

t ypi cal l y) because of t he pr essur e of over head cost s . The r esul t was a shor t l i f e

expect ancy f or compet i t i ve i ndust r i al i st s .

I n sum, a wat er shed i n t he devel opment of capi t al i sm had been r eached . As

M. M. Kni ght sai d, " Down t o t he l ast quar t er of t he ni net eent h cent ur y,

commer ce domi nat ed i ndust r y ; af t er i t i ndust r y domi nat ed commer ce . " 55

Capi t al i sm' s syst emi c sol ut i on t o t he cont r adi ct i on bet ween i t s enor mous

pot ent i al f or expandi ng pr oduct i on of consumer goods ( and t he pr of i t s t o be

t hus r eal i zed) and t he syst emi c i nsecur i t i es posed by peopl e as wor ker s and

peopl e as consumer s was t o move t o l ar ge scal e r at i onal i zat i on of i ndust r i al

or gani zat i on ( t hr ough ver t i cal , hor i zont al and congl omer at e i nt egr at i on) . 5 s

Thi s conf er r ed cont r ol over suppl i es and pr i ces i n t he f act or mar ket s, and i n t he

mar ket i ng of end- pr oduct s . But t o make such gi ant i nt egr at ed cor por at i ons

vi abl e, t hei r oper at i ons had t o addr ess di r ect l y t he pr obl em of peopl e ( 1) as

wor ker s at t he j ob wher e t hey wer e pai d, and ( 2) as buyer s of t he end pr od-
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uct s of i ndust r y . The syst emi c sol ut i on was a t ext book exampl e of t he

t r ansf or mat i on of a cont r adi ct i on on t he pr i nci pl e " one goes i nt o t wo" . Thi s

was an i deol ogi cal t ask and i t was sol ved by capi t al i zi ng on t he deepl y hel d

i deol ogi cal r ever ence f or sci ent i f i c r at i onal i t y i n t he pur sui t of possessi ve i n-

di vi dual i st i c mat er i al goal s .

Af t er mi l i t ant uni ons had been cr ushed by f or ce bet ween 1890 and 1910,

sci ent i f i c management was appl i ed t o peopl e as wor ker s . Knowl edge about t he

wor k pr ocess was expr opr i at ed f r om ski l l ed wor ker s t o management . The wor k

pr ocess was r educed t o " l adder s" of dead- end " t asks" t o compl ement whi ch

ever mor e sophi st i cat ed gener at i ons of mass pr oduct i on machi nes wer e i n-

novat ed . And t hr ough var i et i es of " i ncent i ve" wage pl ans, l i nked wi t h

pr omot i on- f r om- wi t hi n on t he basi s of seni or i t y, suppor t ed by company

wel f ar e pl ans ( and l at er soci al i nsur ance t hr ough gover nment ) , t he wor kpl ace

wher e peopl e got pai d was t r ansf or med i deol ogi cal l y . s 7 Peopl e l ear ned t her e

t hat wor k under monopol y capi t al i sm i nvol ves compet i t i on bet ween i n-

di vi dual s whose possessi ve needs necessar i l y set t hemi n conf l i ct wi t h each ot her

r at her t han wi t h t he owner s of t he means of t hei r ( conceal ed) cooper at i ve

pr oduct i on . The car r ot whi ch syst emi cal l y mot i vat ed t hem was t he pur sui t of

commodi t i es, whi ch j oi ned t hi s hal f of t he i deol ogi cal exer ci se wi t h t he next .

Si mul t aneousl y t he syst em deal t wi t h i t s pr obl emof peopl e as buyer s of end

pr oduct s . As on t he j ob f r ont , sci ence was i nvoked . The obj ect i ve was per sonal

sat i sf act i on, and t he r at i onal e was ef f i ci ency . The t er m " consumer " was i n-

vent ed t o descr i be t he desi r ed obj ect . Adver t i si ng and t he cr eat i on of mass

pr oduced communi cat i ons ( pr ess, r adi o and TV pr i nci pal l y) wer e devel oped as

t he speci al i zed means t o t hi s syst emi c end . Even i f a seemi ng " over -

pr oduct i on" of consumer goods t hr eat ened t he pr of i t abi l i t y of an i ndust r y t he

abi l i t y of a company t o di st i ngui sh i t s pr oduct s f r om unbr anded si mi l ar

pr oduct s al l owed i t s sal es and pr of i t s t o gr ow i n secur i t y . I f st udi es ar e done - I

have been abl e t o l ocat e none - of t he hi st or y of br and names, i t wi l l be f ound

t hat t hi s was how br and name l oyal t y became an essent i al weapon i n i ndust r y

when t he t r ust s whi ch pr oduced t he pr esent ol i gopol i st i c empi r es of monopol y

capi t al i st i ndust r y became domi nant f eat ur es of t he i ndust r i al l andscape .

Cer t ai nl y t he Bar an and Sweezy t hesi s t hat monopol y capi t al i sm manages

demand t hr ough mar ket cont r ol s and adver t i si ng woul d seem t o car r y as i t s

cor ol l ar y t he hypot hesi s t hat somet hi ng l i ke t he suct i on of commodi t i es f r om

t he mat er i al pr oduct i on l i ne t o t he ol i gopol i st i c end- pr oduct mar ket s has

r epl aced t he at omi st i c ci r cul at i on of commodi t i es t ypi cal of Mar x' s t i me as t he

model of monopol y capi t al i st mar ket i ng . Whi l e hi st or i cal schol ar shi p i n

mar ket i ng seems conspi cuousl y undevel oped, f r agment ar y evi dence f r om

st udi es of mar ket i ng hi st or y t end t o conf i r m t he out l i ne of t he pr ocess her e

sket ched . s e
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For exampl e, Joseph Pal amount ai n says, " Gr eat i ncr eases i n t he si ze of

manuf act ur er s or r et ai l er s have changed much of t he di st r i but i on f r oma f l ow

t hr ough a ser i es of l ar gel y aut onomous mar ket s t o a si ngl e movement

domi nat ed by ei t her manuf act ur er or r et ai l er . " 59 Si mul t aneousl y, t he

newspaper and magazi ne i ndust r i es f ound t hemsel ves i n a posi t i on t o vast l y i n-

cr ease t he pr oduct i vi t y of t he pr i nt i ng t r ades i n t he l ast quar t er of t he ni ne-

t eent h cent ur y . Techni cal advances i n t ypeset t i ng, pr i nt i ng ( i ncl udi ng col our ) ,

phot ogr aphi c r epr oduct i on, et c . , coul d be f i nanced i f someone woul d f oot t he

bi l l . The newspaper and magazi ne ent r epr eneur s ( t he Wi l l i am Randol ph

Hear st s and t hei r r i val s) i nvent ed t he " yel l ow j our nal i sm" whi ch t ook ad-

vant age of t hi s si t uat i on . The cycl e of capi t al expansi on ensued i n accel er at ed

speed and scope . Pr oduct i on and ci r cul at i on wer e mul t i pl i ed, whi l e pr i ces pai d

by t he r eader s wer e hel d const ant or decr eased . And t he " mass medi a"

char act er i st i c of monopol y capi t al i sm wer e cr eat ed i n t he 1890' s . I t was t hese

mass medi a, i ncr easi ngl y f i nanced by adver t i si ng, t hat dr ew t oget her t he

" mel t i ng pot " wor ki ng cl ass f r om di ver se et hni c gr oups whi ch wer e f l oodi ng

i n as mi gr ant s t o t he Uni t ed St at es i nt o sal eabl e audi ences f or t he adver t i ser s . bo

The advent of r adi o- t el ephony i n t he f i r st t wo decades of t hi s cent ur y made

possi bl e t he use of t he same pr i nci pl e whi ch had been pr oven i n t he pr i nt

medi a . And so commer ci al r adi o br oadcast i ng became a syst emi c i nnovat i on of ,

by, and f or monopol y capi t al i sm. When t he pent - up ci vi l i an demand at t he

end of Wor l d War I I , and t he gener ous capi t al subvent i ons of a gover nment

i nt ent on wi nni ng t hat war had pr ovi ded el ect r oni cs manuf act ur er s wi t h shel l -

l oadi ng and ot her war pl ant s easi l y conver t i bl e i nt o TV set manuf act ur i ng, and

when a compl ai sant FCC coul d be mani pul at ed i nt o f avour i ng TV over FM

br oadcast i ng, b1 TV was appr oved and l ar gel y f i nanced out of capi t al ac-

cumul at ed f r omcommer ci al r adi o br oadcast i ng' s pr of i t s . 6 z

Why was t hi s medi a compl ex r at her t han some ot her mode of mar ket i ng

devel oped by monopol y capi t al i sm t o cr eat e and cont r ol " consumer s" ? Because

i t of f er ed a cheaper and mor e ef f i ci ent mode of demand management t han t he

al t er nat i ves whi ch coul d be devi sed . What al t er nat i ves? The obvi ous al t er nat i ve

was " mor e of t he same" met hods pr evi ousl y used i n mar ket i ng : heavi er

r el i ance on t r avel l i ng sal esmen t o push goods t o r et ai l er s, heavi er use of door -

t o- door sal esmen . To cal cul at e t he oppor t uni t y cost wi t h a hypot het i cal

el abor at i on of a mar ket i ng syst em desi gned t o sel l br anded commodi t i es

wi t hout adver t i si ng was and i s a hor r endous pr ospect . Mor eover , i t woul d be

poi nt l ess because mass pr oduct i on of ( br anded) consumer goods and ser vi ces

under capi t al i sm woul d not have happened, absent adver t i si ng . An i ndi cat i on

of t he ef f i ci ency of t he audi ence commodi t y as a pr oducer s' good used i n t he

pr oduct i on of consumer goods ( and a cl ue t o a possi bl e measur e of sur pl us

val ue cr eat ed by peopl e wor ki ng i n audi ences) i s pr ovi ded when we compar e
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adver t i si ng expendi t ur es wi t h " val ue added" by r et ai l i ng of consumer goods

and ser vi ces . I n 1973 i n t he U. S. some $25 bi l l i on was spent i n adver t i si ng

whi l e per sonal consumpt i on expendi t ur es wer e about $800 bi l l i on . Thr ee

per cent of t he sal es pr i ce as t he cost of cr eat i ng and managi ng demand seems

ver y cheap - and pr of i t abl e . The syst em al so accr ued val uabl e si de- benef i t s .

I nst i t ut i onal adver t i si ng and t he mer chandi si ng of pol i t i cal candi dat es and

i deol ogi cal poi nt s of vi ew i n t he gui se of t he f r ee l unch and adver t i si ng

messages wer e onl y appr eci at ed and expl oi t ed syst emat i cal l y af t er Wor l d War I

when pr opaganda and i t s associ at ed publ i c opi ni on pol l i ng wer e devel oped f or

war pr omot i on pur poses .

To summar i ze : t he mass medi a i nst i t ut i ons i n monopol y capi t al i sm

devel oped t he equi pment , wor ker s and or gani zat i on t o pr oduce audi ences f or

t he pur poses of t he syst embet ween about 1875 and 1950 . The pr i me pur pose

of t he mass medi a compl ex i s t o pr oduce peopl e i n audi ences who wor k at

l ear ni ng t he t heor y and pr act i ce of consumer shi p f or ci vi l i an goods and who

suppor t ( wi t h t axes and vot es) t he mi l i t ar y demand management syst em. The

second pr i nci pal pur pose i s t o pr oduce audi ences whose t heor y and pr act i ce

conf i r ms t he i deol ogy of monopol y capi t al i sm ( possessi ve i ndi vi dual i sm i n an

aut hor i t ar i an pol i t i cal syst em) . The t hi r d pr i nci pal pur pose i s t o pr oduce publ i c

opi ni on suppor t i ve of t he st r at egi c and t act i cal pol i ci es of t he st at e ( e . g .

pr esi dent i al candi dat es, suppor t of I ndochi nese mi l i t ar y advent ur es, space r ace,

det ent e wi t h t he Sovi et Uni on, r appr ochement wi t h Chi na and et hni c and

yout h di ssent ) . Necessar i l y i n t he monopol y capi t al i st syst em, t he f our t h

pur pose of t he mass medi a compl ex i s t o oper at e i t sel f so pr of i t abl y as t o ensur e

unr i val l ed r espect f or i t s economi c i mpor t ance i n t he syst em. I t has been qui t e

successf ul i n achi evi ng al l f our pur poses .

I f we r ecogni ze t he r eal i t y of monopol y capi t al i sm buyi ng audi ences t o

compl et e t he mass mar ket i ng of mass pr oduced consumer goods and ser vi ces

much f ur t her anal ysi s i s needed of t he i mpl i cat i ons of t hi s " pr i nci pal and

deci si ve" i nt egr at i on of super st r uct ur e and base whi ch r eal i t y pr esent s . Fi r st ,

t he cont r adi ct i ons pr oduced wi t hi n t he audi ence commodi t y shoul d be un-

der st ood mor e cl ear l y . I r ef er t o t he cont r adi ct i on as bet ween audi ence

member s ser vi ng as pr oducer s' goods i n t he mar ket i ng of mass pr oduced

consumer goods and t hei r wor k i n pr oduci ng and r epr oduci ng l abour power . I

t hi nk t hat t he consci ousness i ndust r y t hr ough adver t i si ng- suppor t ed mass

medi a pr oduces t hr ee ki nds of al i enat i on f or t he member s of t he audi ence

commodi t y : ( 1) al i enat i on f r om t he r esul t of t hei r wor k " on t he j ob" ; ( 2)

al i enat i on f r om t he commodi t i es- i n- gener al whi ch t hey par t i ci pat e i n

mar ket i ng t o t hemsel ves ; and ( 3) al i enat i on f r om t he l abour power t hey

pr oduce and r epr oduce i n t hemsel ves and t hei r chi l dr en . I t woul d seem t hat

t he t heor y of wor k needs r econsi der at i on .
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Then connect i ons t o ot her ar eas need t o be exami ned . Among such con-

nect i ons t her e come t o mi nd t hose t o Mar xi st t heor y about soci al consci ousness

( and f al se consci ousness) , t o t heor y about t he nat ur e of t he cl ass st r uggl e, t he

nat ur e of t he pr ol et ar i at under monopol y capi t al i sm and sex chauvi ni sm, and

t o t heor i es of t he st at e . The l ast of t hese seems obvi ous i f t hi s anal ysi s i s con-

si der ed i n connect i on wi t h t he r ecent ar t i cl es by Gol d, Lo, and Wr i ght . 63 The

r ol e of t he mass medi a and t he consci ousness i ndust r y i n pr oduci ng t he

audi ence commodi t y bot h as commodi t y- i n- gener al and pecul i ar commodi t y

mi ght pr ovi de t he r eal si news t o t he st r uct ur al - Mar xi st model of t he st at e of
Poul ant zas and t o t he t heor et i cal i ni t i at i ves of Cl aus Of f e i n seeki ng t he
pr ocesses wi t hi n t he st at e whi ch " guar ant ee" i t s cl ass char act er . The con-
nect i on t o t he wor k of de Bor d 64 r egar di ng consci ousness i s pr oxi mat e . The

r el at i on of i ndust r i al l y pr oduced i mages t o t he " r eal " wor l d of nut r i t i on,

cl ot hi ng, housi ng, bi r t h and deat h i s di al ect i cal . The mass medi a ar e t he f ocus

of pr oduct i on of i mages of popul ar cul t ur e under monopol y capi t al i sm, bot h
t hr ough t he expl i ci t adver t i si ng and t he " f r ee l unch" whi ch hook and hol d

peopl e i n audi ences . Because t he consci ousness i ndust r y pr oduces consumabl e,

sal eabl e spect acl es, i t s pr oduct t r eat s bot h past and f ut ur e l i ke t he pr esent - as

bl ended i n t he et er nal pr esent of a syst em whi ch was never cr eat ed and wi l l

never end . The soci et y of t he spect acl e, however , cannot be abst r act l y con-

t r ast ed wi t h t he " r eal " wor l d of act ual peopl e and t hi ngs . The t wo i nt er act .

The spect acl e i nver t s t he r eal and i s i t sel f pr oduced and i s r eal . Hence, as de

Bor d says, obj ect i ve r eal i t y i s pr esent on bot h si des . But because t he soci et y of

t he spect acl e i s a syst emwhi ch st ands t he wor l d r eal l y on i t s head, t he t r ut h i n i t

i s a moment of t he f al se . Because t he spect acl e monopol i zes t he power t o make

mass appear ance, i t demands and get s passi ve accept ance by t he " r eal " wor l d .
And because i t i s undeni abl y r eal ( as wel l as f al se) i t has t he per suasi ve power of
t he most ef f ect i ve pr opaganda . 65

Fi nal l y, anot her exampl e of necessar y connect i ons i s t hat t o t he t heor y of
i mper i al i sm and soci al i sm i n t he pr esent st age of monopol y capi t al i sm. Ther e
ar e many ways by whi ch a t heor y of commodi t y pr oduct i on t hr ough mass
communi cat i ons woul d st r engt hen t he anal ysi s, f or exampl e, of Sami r Ami n . 66

The cocacol oni sat i on of t he dependent and per i pher al count r i es cannot be
gr ounded i n Mar xi st t heor y wi t hout at t ent i on t o t he pr oduct i on of audi ence
commodi t i es i n t he i nt er est of mul t i - nat i onal cor por at i ons . I t woul d l i nk
Ami n' s t heor y t o Her ber t Schi l l er ' s wor k on t he r el at i on of t he mass medi a t o
t he Amer i can empi r e . 67 And, when l i nked wi t h anal ysi s of t he i deol ogi cal

aspect s of sci ence and " t echnol ogy" , i t coul d st r engt hen t he devel opment of a

non- economi st i c, non- posi t i ve, non- Eur ocent er ed Mar xi sm. Anal ysi s of such
connect i ons i s i nvi t i ng but beyond t he scope of t he pr esent essay .

Communi cat i on St udi es

Si mon Fr aser Uni ver si t y
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Not es

1 .

	

To demonst r at e t hi s i n det ai l woul d r equi r e a l engt hy anal ysi s whi ch woul d def l ect t he

pr esent ar t i cl e f r om i t s af f i r mat i ve pur pose . Gr amsci , t he Fr ankf ur t School wr i t er s ( Ador no,

Hor khei mer , Mar cuse, Lowent hal ) , Raymond Wi l l i ams, Poul ant zas, Al t husser , and Mar xi st s

concer ned wi t h t he pr obl ems of devel opi ng nat i ons ( e . g . Sami r Ami n, Cl i ve Y. Thomas) -

none of t hem addr ess t he consci ousness i ndust r y f r om t he st andpoi nt of i t s hi st or i cal

mat er i al i st r ol e i n maki ng monopol y capi t al i st i mper i al i sm f unct i on t hr ough demand

management ( concr et el y t hr ough t he economi c pr ocesses of adver t i si ng and mass com-

muni cat i ons) . Thi s i s pr eci sel y t he bl i ndspot of r ecent West er n Mar xi sm. I n t he devel opi ng

debat e i t woul d be usef ul t o have st udi es bear i ng on whet her and why such wr i t er s have or

have not deal t wi t h t hi s aspect of monopol y capi t al i sm . Real i t y i mposes a bur den of pr oof on

t hemas wel l as on me .

2 .

	

Leni n hel d a mani pul at i ve t heor y of t he mass medi a and admi t t ed nai vet e i n t hi s r espect .

" What was t he f at e of t he decr ee est abl i shi ng a st at e monopol y of pr i vat e adver t i si ng i ssued

i n t he f i r st weeks of t he Sovi et gover nment ? . . . I t i s amusi ng t o t hi nk how nai ve we wer e

. . . The enemy i . e . , t he capi t al i st cl ass, r et al i at ed t o t hi s decr ee of t he st at e power by

compl et el y r epudi at i ng t hat st at e power . " " Repor t on t he NewEconomi c Pol i cy" , Sevent h

Moscow Guber ni a Conf er ence of t he Russi an Communi st Par t y, Oct ober 21, 1921, i n Leni n

About t he Pr ess, Pr ague, I nt er nat i onal Or gani zat i on of j our nal i st s, 1972, p . 203 . Leni n' s

I mper i al i sm i s devoi d of r ecogni t i on of t he r el at i on of adver t i si ng t o monopol y capi t al i sm and

i mper i al i sm.

3 .

	

The Mi ndManager s, Bost on, Beacon Pr ess, 1973 .

4 .

	

" For a Pol i t i cal Economy of Mass Communi cat i ons" , The Soci al i st Regi st er , 1973 .

5 .

	

Sage Publ i cat i ons, Bever l y Hi l l s .

6 .

	

Cf . Fi nkel st ei n, Si dney, Sense and Nonsense of McLuhan, N. Y . I nt er nat i onal Publ i sher s,

1968 ; Theal l , Donal d, The Medi um i s t he Rear Vi ew Mi r r or , Mont r eal , McGi l l / Queen' s

Uni ver si t y Pr ess, 1971 ; and my r evi ew of t he l at t er i n Queen' s Quar t er l y, Summer , 1971 .

7 .

	

I am i ndebt ed t o Pr of essor Wi l l i am Li vant , Uni ver si t y of Regi na, f or much har d cr i t i ci sm

whi ch he f or mul at ed i n a cr i t i que of a dr af t of t hi s paper i n December , 1975 .

8 .

	

The obj ect i ve r eal i t y i s t hat t he ost ensi bl e adver t i sement s and t he mat er i al whi ch comes

bet ween t hem, whet her i n t he pr i nt or el ect r oni c medi a, have a common pur pose of

pr oduci ng t he audi ence . I t i s an i nt er est i ng consequence of t he i deal i st per spect i ve t hat i n

most l i ber al anal ysi s t he " adver t i si ng" i s consi der ed t o be separ at e f r om t he " news" ,

" ent er t ai nment " , " educat i onal mat er i al " whi ch i s i nt er l ar ded bet ween t he adver t i sement s .

9 . The annual cost t o audi ence member s of pr ovi di ng t hei r own br oadcast r ecei ver s ( and payi ng

f or Cabl e TV) , consi st i ng of depr eci at i on, i nt er est on i nvest ment , mai nt enance and el ect r i c

power , amount ed t o sl i ght l y mor e t han $1 . 8 bi l l i on, whi l e t he over - t he- ai r br oadcast er s'

( Canadi an Br oadcast i ng Cor por at i on pl us pr i vat e br oadcast er s) and Cabl e TV oper at or s' cost s

wer e about $631 mi l l i on .
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10 .

	

" On Cont r adi ct i ons" , Sel ect ed Wor ks of Mao Tr e- Tung, Vol . 1, Peki ng, For ei gn Languages

Pr ess, 1967, p . 336 . Emphasi s added .

11 .

	

NewYor k, Mont hl y Revi ew Pr ess, 1966 .

12 .

	

The NewI ndust r r adSt at e, Bost on, Hought on Mi f f l i n, 1967 .

13 .

	

Chamber l i n, E. H. , The Theor y of Monopol i st i c Compet i t i on, Cambr i dge, Mass. , 1931 .

14 .

	

Monopol y Capi t al i sm, p . 116 .
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15 .

	

I t i s ar gued by one of my cr i t i cs t hat a bet t er t er m f or what adver t i ser s buy woul d be " at -

t ent i on" . At our pr esent nai ve st age concer ni ng t he mat t er , i t does seem as i f at t ent i on i s

i ndeed what i s bought . But wher e peopl e ar e pai d f or wor ki ng on t he j ob, shoul d Mar xi st s say

t hat what t he empl oyer buys i s " l abour power " or " t he manual dext er i t y and at t ent i on

necessar y f or t endi ng machi nes" ? Wher e I r ef er t o audi ences as bei ng pr oduced, pur chased

and used, l et i t be under st ood t hat I mean " audi ence- power " ; however i t may t ur n out upon

f ur t her r eal i st i c anal ysi s t o be exer ci sed .

16 . The pages of Var i et y r epor t on cases wher e t he ost ensi bl y non- adver t i si ng mat t er i n t he

medi a, whi ch I cal l t he " f r ee l unch" , at t r act ed an audi ence whi ch had pr opensi t i es i n-

congr uous wi t h t he par t i cul ar pr oduct or ser vi ce bei ng adver t i sed; i n such cases t he pr ogr am i s

cancel l ed and t he audi ence di scar ded.

17 .

	

The " f r ee l unch" concept of t he mass medi a was f i r st st at ed by Li ebl i ng A. J . , The Pr ess,

N. Y. Bal l ant i ne, 1961 .

18 . Loc. ci t . 121 . Or f or el abor at e obf uscat i on, see Machl up, Fr i t z, The Pr oduct i on and

Di st r i but i on of Knowl edge i n t he Uni t edSt at es, Pr i ncet on, Pr i ncet on Uni ver si t y Pr ess, 1962 .

19 .

	

See Br own, Les, Tel evi r i on :: The Busi ness Behi nd t he Box, N. Y. Har cour t Br ace Jovanovi ch,

1971 .

20 .

	

Li vant , Wi l l i am, " Not es on t he Devel opment of t he Pr oduct i on of Labour Power " , 22

Mar ch, 1975 ( di t t oed) .

21 .

	

Li vant , Wi l l i am, " Mor e on t he Pr oduct i on of Damaged Labour Power " , 1 Apr i l , 1975 ( di t -

t oed) , p . 2 .

22 .

	

I n ar gui ng t hat al l non- sl eepi ng t i me under capi t al i sm i s wor k t i me, I go beyond Sami r Ami n

who says " Soci al t i me i s spl i t i nt o non- wor ki ng t i me and wor ki ng t i me . But her e t oo t he

f or mer exi st s onl y t o ser ve t he l at t er . I t i s not l ei sur e t i me, as i t i s cal l ed i n t he f al se con

sci ousness of al i enat ed men, but r ecuper at i on t i me . I t i s f unct i onal r ecuper at i on t hat i s
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soci al l y or gani zed and not l ef t up t o t he i ndi vi dual despi t e cer t ai n appear ances" , , ( " I n Pr ai se

of Soci al i sm" , Mont hl y Revi ew, Sept ember , 1974, p . 8) . Ami n al so has t he bl i nd spot whi ch

does not r ecogni ze t he audi ence commodi t y whi ch mass medi a have pr oduced .

23 . 1 am per haps wr ong t o excl ude sl eepi ng t i me f r om wor k . The di vi di ng l i ne bet ween r e-

cr eat i on of t he abi l i t y t o wor k whi l e awake and sl eepi ng may be i l l usor y . I t may be t hat t he

head coach of t he Washi ngt on, D . C. ' zyxwvutsrqponmlkjihgfedcbaZYXWVUTSRQPONMLKJIHGFEDCBA" Redski n " ' pr of essi onal f oot bal l t eam, Geor ge Al l en, i s

cl oser t o t he mar k t han most economi st s when he t el l s hi s pl ayer s, " Nobody shoul d wor k al l

t he t i me . Lei sur e t i me i s t he f i ve or si x hour s you sl eep at ni ght . You can combi ne t wo good

t hi ngs at once, sl eep and l ei sur e . " " Quot ed i n Ter kel , Loui s, Wor ki ng, N. Y . Pant heon, 1974,

p . 389 .
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December , 1975) , p . 7 .
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uni ons, and a host of vol unt ar y associ at i ons ( e . g . YMCA, Gi r l Scout s) .
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Anchor , 1964 .
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Bl ank, Davi d M. , " Pl easur abl e Pur sui t s - The Changi ng St r uct ur e of Lei sur e- Ti me Spec-

t at or Act i vi t i es" , Nat i onal Associ at i on of Busi ness Economi st s, Annual Meet i ng, Sept ember ,

1970 ( di t t o) .

33 .

	

Br oadcast i ng Year book, 1974, p . 69 .

2 4



34 .

	

For many year s pat r ons at pr of essi onal basebal l and f oot bal l games have been l i st eni ng t o
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