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OVER-CONSUMPTION ARCHETYPE
GLOBALIZATION AS A NEW SOURCE OF SOCIAL
CONFLICTS AND SOCIAL TENSION

Abstract. The paper presents analysis of theoretical interpretations in the
contemporary western sociology the tendency of over-consumption archetype
globalization as a new source of social conflicts and social tension. Underlined
that active use in the contemporary sociology the concepts “consumer society”
and “consumerism” is the scientific reflection of global expansion of the over-
consumption archetype as the transcultural model of consumption. Substanti-
ated that modern practices of over-consumption now investigates under analyti-
cal context of the consumerism phenomena. According to the author’s positon
consumerism is the specific style of life and also is the contemporary ideology of
universal value of the over-consumption model which becomes global due to aris-
ing manipulative influence by technologies of advertising and mass-media.
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IJIOBAJI3AIISI APXETUIIY HAJIMIPHOTO
CIIOKUBAHHS IK HOBITHE JKEPEJIO
COIAJIbHUX KOH®JIKTIB TA COIIIAJIbHOT
HANPYKEHOCTI

AwHorTanis. Y cTarTi mpoaHasi3oBaHO TEOPETHYHI iHTepIIpeTartii B HOBiTHi# 3a-
XiJIH1#1 cOMioIorii, TeHIEHIIi1 TiI06ai3allii apXeTiry HaJMipHOTO CITOKUBAHHS SIK
HOBITHBOTO JIZKEPEJIa COMaTbHUX KOH(DIIIKTIB Ta COMIaIbHOT HAIIPYKEHOCTI. Ap-
TYMEHTOBAHO, 1110 aKTUBHE 3aCTOCYBAHHS B Cy4acHIil COTI0JIOTII TIOHSATH “CYCITiIh-
CTBO CIIOKMBaHHs” Ta “KOHCIOMepU3M” € BiZloOpaskeHHsIM r100aIbHOI eKCIaHcii
apXeTuIly Ha/[MipHOTO CIIOKMBAHHS SIK TPAHCKYJBTYPHOI MOJIEJi CIIOKMBAHHS.
KoncraToBano, 1110 cy4acHi TPaKTUKU HAJIMIPHOTO CIIOKUBAHHS AOCITI/IKYIOTHCS
B KOHTEKCTI aHaJi3y (peHOMeHa KoHcloMepusMy. JloBe/ieHo, 1110 KOHCIOMEPU3M €
crienuiuHIM CTUJIEM JKUTTS Ta HOBITHBOIO 1/I€0JIOTIEI0 YHIBEPCAJIBHOI IIIHHOCTI
MO/IeJTi HAIMIPHOTO CHIOKUBAHHS, sTka HAOYBA€ MaCOBOTO TIONTHUPEHHST Yepe3 3p0-
CTAlOUMi MaHIyIATUBHUI r100abHUI Ta perioHaJbHUI BILINB TEXHOJIOTIi pe-
KJIaMU Ta Mac-Mejiia.

KmouoBi caoBa: rio6asisaitist, apxeTuil HaJIMiPHOTO CIIOKUBAHHS, CYCITiJIb-
CTBO CIIOKMBAHHS, KOHCIOMEPU3M, PeKJiaMa, COIiaJbHUN KOH(JIIKT, collialbHa
HaIPY>KEHICTh, COII0JIOTIS CIIOKUBAHHS.

IVMIOBAJIN3ALIN A APXETHUIIA
N3BbITOYHOTO MOTPEBJIEHUS KAK COBPEMEHHBI
HUCTOYHUK COITMAJIbHBIX KOH®JIUKTOB U COITUAJIbHOM
HAIIPAKEHHOCTH

AnHoTanus. B cTaTbe ocylecTB/ieH aHAIN3 TEOPEeTUUYEeCKUX MHTepIIpeTarnii
B HOBeIiIleil 3amaiHoii COIUOJIOIUN, TEHEHIINN TI00a I3l apXeTuiia n30bl-
TOYHOTO MOTPEOIEHIST KAK COBPEMEHHOTO HCTOYHUKA COTUATbHBIX KOH(MIINKTOB
U COIMAJILHON HAINPSKEHHOCTU. APTyMEHTUPOBAHO, YTO aKTUBHOE TIPUMEHeHNe
B COBPEMEHHON COIMOJIOTUU MOHATUI “0011ecTBO ToTpebaeHns” U “KOHChIOMe-
puam” SIBJISIETCSI OTPaKEHUEM TJI0OATbHON IKCIAHCHE apXETUIIA YPE3MEPHOTO
noTpebsieHrst Kak TPAaHCKYJIBTYpHOIT Mozesu morpebienus. KoHcratnpoBaHto,
4TO COBPEMEHHBIE TPAKTUKH YPE3MEPHOTO TTIOTPEOIECHUST HCCIELYIOTCST B KOHTEK-
cTe aHaiau3a eHoMeHa KoHChbloMepuaMa. /{okaszaHo, 4TO KOHChIOMEPU3M SBJIS-
eTcs crelupuIecKuM CTUJIEM KU3HU U HOBEUIIe ueoorneil yHuBepCcaJbHON
IIEHHOCTU MOJIEJIN YPE3MEPHOTO OTPeOIEH ], KOTOpasi MpUoOpPETaeT MacCoOBOe
pacIpocTpaHeHre n3-3a PACTYIIEro MaHUIYJISATHBHOTO IJI0OATHHOTO U PEruo-
HAJIbHOTO BJIMSHUS TEXHOJIOTUI PeKJIaMbl U MacC-Me/lna.

Kiouesbie cioBa: riobanusaius, apxeTuil o01ecTBa morpebienus, ooie-
CTBO TOTPeOJIEHN ST, KOHCHIOMEPH3M, PEKJIAMA, COIUAIBHBII KOH(MIIMKT, COHATb-
Hast HAMTPSIKEHHOCTD, COIHOJIOTHSI TOTPEOIEHUS.
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A problem statement. It is known
that among the current issues for which
the research efforts are targeted by so-
cial scientists, there is a question of the
scientific identification of the sources
of social inequality, social conflicts and
social tension. Factors such as reduc-
tion the standard and quality of life,
progressive deindustrialization, finan-
cial instability, and massive corruption
in most post-Soviet countries are sig-
nificantly influencing the nature of the
social relations in various areas of pub-
lic life, including the field of consump-
tion. Obviously, the creation of effec-
tive management techniques aimed at
strengthening the regulatory capacity
of social institutions in consumption is
an important research task. Note that
the scientific study by scientists the po-
larization processes of the social struc-
ture of different societies was tradition-
ally linked to the research practices of
the functioning of elite social groups,
which according to various scientists
actually formed a “parasitic class”
(K. Marx), “ruling class” (A. Tokville,
M. Weber, P. Pareto), “leisure class”
(Th. Veblen). It should be stated that
the existence of such classes was typi-
cally considered from the standpoint
of “humanist perspectives” — that is,
from the standpoint of the argument
that there is a need to overcome vari-
ous forms of social exclusion, usurpa-
tion of material resources and benefits
as a latent source of the social apolo-
getics archetype of over-consumption.
However, such an understanding at
this time does not allow to adequately
investigate the newest processes of the
transformation and development of
consumption influenced by progressive
democratization and globalization.
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Analysis of the recent sources
and publications.The latest scientific
areas of study of the problem. It is
important to consider that the new-
est interpretation of the ontological
specificity of consumption reflect the
research orientation of scientists in un-
derstanding the integrative potential of
this sector and its role in the organiza-
tion of the social order. Note that the
active introduction to the scientific use
such concepts as “consumer society”
and “consumerism”, in general, showed
the phenomenon of global ontological
distribution and approval of the arche-
type of over-consumption as a trans-
cultural pattern of consumption, which
was traditionally perceived by scien-
tists as a source of social conflict and so-
cial tension. However, the reasons that
caused globalization of the archetype of
over-consumption scientists interpret
in different ways. Thus, firstly, Robert
Dahl in his fundamental work “Democ-
racy and its critics” [1] indicates the
importance of industrialization and ur-
banization trends that during the twen-
tieth century stimulated the intensive
growth of the middle class, for which
the value of over — consumption was a
criterion for success in life and the basis
of “democratic consensus” of modern
polyarchical societies [1, p. 156—162].
Secondly, Tan Shapiro formulates a dif-
ferent conceptual position in his mono-
graph “Political criticism” [2]. Scientist
claims that the growth of material pros-
perity and social well-being of certain
social groups cannot be considered as
a factor of the overall strengthening of
social cohesion of individual and col-
lective actors of social life. He argues
that in conditions of a spontaneous de-
velopment of market economy, people




as consumers of prestige goods in most
cases act irrationally, what ultimately
leads to various forms of social tension
and long-term social conflicts. That is
why new challenges are stimulating the
modernization process of state social
policy as a technological instrument of
implementation of regulatory manage-
ment impact on the social contradic-
tions of the newest practices of con-
sumption in a “commercial capitalism”
society [2, p. 270-273].

Thirdly, according to Charles Tilly
the process of global distribution of the
model of over — consumption is due to
the intensification of capital flows from
TNCs, and this process leads to increase
in the consumer cost of the goods and
services, and to strengthen the claims
of people in receiving financial assets as
a condition of the organization of own
consumption, standards of which are
constantly changing. Under such cir-
cumstances, people are getting new re-
sponsibilities for servicing credit loans,
and there are new forms of social ten-
sion and new social conflicts [3, p. 149—
164]. Fourthly, it is important to point
out the research of the following socio-
logists-postmodernists: Z. Bauman [4],
J. Baudrillard [5], B. Latour [6], ]. Urri
[7], that point on the trends in virtual-
ization of the public life and creating
global communication networks as the
newest conflict triggering ontological
stimulus of transformation of modern
societies into “consumer societies”. In
this connection it is important to em-
phasize that these “consumer societies”,
ontological basis of which is the arche-
type of over-consumption, according to
many scientists is an important indica-
tor of future historical decline of the
current global capitalist system.

In view of these circumstances, the
purpose of this research paper is to
analyze the theoretical interpretations
in modern western sociology the glo-
balization trend of the archetype of
over-consumption as the newest source
of social conflicts and social tension.

Presenting the main material. First
we should emphasize that the wide use
in the modern scientific discourse such
sociological metaphors as “consumer
society” is possible to explain by the
global distribution and massification
of such social phenomena as consu-
merism. Considerable attention de-
votes to the study of this phenomenon
in the modern theoretical sociology.
It is believed that consumerism is the
most important attributive and visual
display of the consumer society.

However, it should be noted that
sociologists use the term “consumer so-
ciety” in largely metaphorical character
as definition of the main ontological
features of this conceptis incompre-
hensible. Thus, it is unclear whether
the consumer society is: 1) universal on-
tological type of industrial society as a
socio-historical system (N. Mackend-
rick); 2) specific ontological type of lo-
cally advanced part of the world capi-
talist system (E. Fromm, G. Markuse
et al.); 3) separate newest phase of
the global historical development of
postindustrial (information) societ-
ies, in which the consumption sector
is leading (Z. Bauman, J. Baudrillard,
B. Latour, J. Urri et al.).

There is some difficulty in giving a
clear answer to these questions as we
believe that sociologists use as their
argument the types of explanatory dis-
course, which belong to different scien-
tific fields and traditions. That is why
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the use by social scientists the concept
of “consumer society” and derived from
this concept a notion of “consumerism”
requires a more detailed explanation.

Firstly, in a purely ideological sense
the term consumerism is a global propa-
gation of an ideology of consumer be-
havior and lifestyle. This is why some
scientists are inclined to consider the
concept of “consumerism” and “global-
ization” as synonyms. Thus, in the work
“Consuming life” [4] Zygmunt Bauman
defines consumerism as a global ideolo-
gy consuming life, which aims to justify
consumer lifestyle and mass consumer
behavior. The scientist, in particular,
notes that the most distinct feature of
the consumer society “is transforming
people to commodities” [4, p. 14].

Secondly, it is appropriate to em-
phasize that the issue of identification
phenomenal features of consumerism in
many respects remains unclear. How-
ever, in purely pragmatic perspective
which is associated with processes of
social reproduction of consumerism as
a social phenomenon, is quite clear the
fact that the important principles of
conceptual understanding of the essen-
tial features of consumerism have two
components: 1) the model of over-con-
sumption model and 2) the manipula-
tive influence of advertising.

Thirdly, it should also be empha-
sized that the study of the causes of
global spreading of the model of over-
consumption is at an early stage. This
whole situation can be explained by the
fact that specialized researches of on-
tological specificity of consumption in
terms of identifying consumption pat-
terns in western sociology began only
in the late twentieth century. That is
why the questions of historical genesis,
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and the development of the archetype
of over-consumption and its newest
manifestation, which is the phenom-
enon of consumerism, were overlooked
by scientists. Obviously, based on their
own disciplinary coordinates of the vi-
sion of specific economic foundations
of the social life, sociology experts form
their own conceptual image of consum-
erism as an object of scientific study.

In the fundamental work of Robin
Cohen and Paul Kennedy “Global so-
ciology” consumerism is defined as the
phenomenal expression of meanings
and values of the westernized lifestyle,
which reveals the commitment most
of the globalized world. “These mean-
ings are associated with a wide range of
cultural beliefs, values and orientations
that we share with other people” [8,
p. 12].

The ontological foundation of con-
sumerism is a global consumer culture,
which according to Robin Cohen and
Paul Kennedy, creates two scenarios of
global development of consumerism —
a pessimistic scenario (perspective of
transformation of people as consum-
ers to obedient and passive dopes) [8,
p. 318-321] and the optimistic scena-
rio — perspective of approval consum-
ers as romantic creative heroes [8,
p. 322-325].

Note that the same position, in our
view, shares Grant McCracken, who in
a monograph “Culture and consump-
tion” proves the importance of the
study of the cultural determination of
the phenomenon of consumerism and
its cultural contradictions, stressing
that this phenomenon is not only an
economic process, but a process that
reflects the cultural qualities of people
as consumers — their skills to evaluate




real functional options of manufactured
goods as consumer goods, the availabil-
ity of their purchase and effective use as
objects of material culture. That is why
consumerism is not only the economic
phenomenon, but also “a cultural con-
sumption process by which goods and
services are created, bought and used”
9, p. 1.

Steven Miles at his work “Consum-
erism as a way of life” also points to
the cultural basis of consumerism. He
argues that consumerism is a cultural
phenomenon that reflects sensitive ba-
sis of consumer society, especially the
culture and the lifestyle of people in the
given society. “The essence of modern
consumerism is based on its special feel-
ing. The paradox of consumerism is that
it creates a sense of growing individual
freedom through the use of economic
means for establishing demonstrative
extravagant behavior” [10, p. 32].

Of course, if we take into account
and focus the analysis on a sensitivity
basis of the consumerism culture, as
Miles does, then it is easy to come to
conclusions of the dramatic nature be-
cause consumerism would be seen as a
social phenomenon, giving rise to social
conflicts and various forms of social ten-
sion as the economy of society of global
capitalism is impossible without con-
sumerism that generates insatiable con-
sumers inclined to updating behavioral
strategies of the over-consumption.

However, it is important to take in-
to account the creative possibilities of
consumerism. Note that in the works
of Don Slater [11], Peter Steans [12],
Methew Hilton [13] are presented ar-
guments concerning the importance of
research of consumerism, as a rationally
organized social movement, aimed at

protecting the interests of consumers.
Thus, in the work “Consumer culture
and modernity” Don Slater stresses
that consumerism as a sign of postmod-
ern society, occurs as a cultural process
of civilized protection of consumers
from real and possible fraud of custom-
ers [11, p. 126—134]. Peter Steans in his
work “Consumerism in the world histo-
ry: the global transformation of desire”
indicates that creative consumerism
“seeks to mitigate the social stratifica-
tion of consumers to “rich” and “poor”
[12, p. 11].

In our view, the final determination
of the essence of creative consumerism
gives Methew Hilton in his work “Con-
sumerism in twentieth-century Britain:
a study of historical movement”: “Con-
sumerism is a social movement that
is the part of the consumer society in
which the active role belongs to con-
sumers” [13, p. 5].

Obviously, that the remarkable fact
of this definition is the emphasis of the
researcher on an attributive connection
of consumerism as a social phenomenon
and a social movement of consumers
as members of the consumer society.
However, this definition from our view
is one-sided, as it points to only one of
cognitive strategies in studying of con-
sumerism as a social phenomenon.

As shown by our analysis, sociolo-
gists are engaged in conceptual inter-
pretation of the phenomenon consum-
erism on three paradigmatic areas:

1) consumerism is an attributive
phenomenon that contributes to the
reproduction of the functioning of con-
sumption society as the newest phase of
global capitalism;

2) consumerism is a way of life and a
specific lifestyle that is marked by pres-
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ence of the certain social contradictions
associated with the intensification of
stimulating the over-consumption and
the risks of dehumanization of social
life;

3) consumerism is a social move-
ment that aims to protect consumers
from real and possible fraud of custom-
ers under condition of increasing com-
petition between producers of goods
and services, and under condition of the
spontaneous development of the global
capitalist economy. Note that sociolo-
gists give ambiguous answer to the im-
portant question: whether consumer-
ism really promotes (as tends to prove
Peter Steans) the mitigate of the social
inequalities?

Obviously, we should support the
point of view of already mentioned
works of Z. Bauman, B. Latour and
J. Urri, that give a negative answer to
this question, pointing that consumer-
ism is a stimulus of formation and es-
tablishment of the “new social strati-
fication” by expanding the access to
“global mobility”. We should agree with
the opinion of the researchers that the
modern forms of social inequalities be-
tween rich and poor only at first glance
are becoming less visible due to the
growing influence of the advertising,
which creates the illusion of accessibil-
ity for all and everyone to the wealth of
the modern world.

As the latest manifestation of the
archetype of over-consumption, con-
sumerism is an expression of a radical
qualitative change in the structure and
form of the process of consumption. It
is becoming not only a consumption of
consumer cost of goods, but the con-
sumption of symbols that are forcing
consumers to constantly change goods
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that have not lost their consumer value
to new groups of goods. That is why the
most important technological mean to
exercise such coercion is advertising,
which today in the public conscious-
ness serves as a substitute for know-
ledge, moral and ideology. Thus, mo-
dern advertising is functionally aimed
at ensuring stable reproduction of the
archetype of over — consumption and
consumer lifestyle.

Analysis of contradictions of the
newest practices of such reproduction
demonstrates the risks of updating cer-
tain typical forms of social conflicts and
social tension due to:

* real impossibility of organization
of mass consumption of prestigious
goods and services;

* increase in the financial debt of
various categories of consumers to
banks and other credit organizations;

 repressive actions of collectors
and bailiffs for the purpose of repaying
debts;

* strengthening the manipulative
effect of advertising through the use
of technological capabilities of modern
media and global networks.

Conclusions and recommendations
for further research:

1. Today, one of the priority areas of
the development of sociological science
and an important research objective is
creating effective manageral technolo-
gies to strengthen the regulatory capac-
ity of social institutions in consump-
tion. The scientific study by scientists
the polarization processes of the social
structure of different societies was tra-
ditionally linked to the research prac-
tices of the functioning of elite social
groups. Active introduction to the sci-
entific use such concepts as “consumer




society” and “consumerism”, in general,
showed the phenomenon of global on-
tological spreading and approval of the
archetype of over-consumption as a
transcultural pattern of consumption,
which was traditionally perceived by
scientists as a source of social conflict
and social tension.

2. Engaging in the scientific use the
term of “consumer society” marks its
amorphous use, as sociologists use it
as a sociological metaphor. This is the
reason of the ambiguous interpretation
and lack of a clear definition of the ba-
sic ontological concepts of this concept.
However, most sociologists inclined
to think that the most important at-
tributive and visual characteristic of
the consumer society is consumerism.
The process of global reproduction of
consumerism as a social phenomenon
causes: 1) model of over-consumption
model and 2) manipulative impact of
advertising.

3. In the modern western sociol-
ogy the phenomenon of consumerism
is interpreted by western sociologists in
three conceptual dimensions:

1) consumerism is an attributive
phenomenon that contributes to the
reproduction of the functioning of con-
sumption society as the newest phase of
global capitalism;

2) consumerism is a social move-
ment that aims to protect consumers
from real and possible fraud of custom-
ers in condition of increasing competi-
tion between producers of goods and
services, and in condition of the sponta-
neous development of the global capi-
talist economy;

3) consumerism is a way of life and
a specific lifestyle that is marked by
presence of certain social conflicts and

forms of social tension associated with
the intensification of the process of
global reproducing of the archetype of
over-consumption and the risks of de-
humanization of social life.

4. Promising for the further scien-
tific development is understanding
of consumerism as a specific ideology
of consumption. In such a conceptual
perspective, consumerism is a mo-
dern ideology of universal value of the
over-consumption model that acquires
mass distribution through the grow-
ing manipulative global and regional
influence of advertising technologies.
The process of global spreading of the
archetype of over-consumption is an
important consequence of moderniza-
tion of capitalism as a world system.
Attributive component of this process
is the tendency to strengthen the virtu-
alization of social life, the development
of which leads to increased advertising
manipulative influence as a source of
social conflict and social tension.
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