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On 7 May Lusitania was nearlng the end of her crossmg, she was running parallel to the south coast aflre[and and was raughly 11  miles off the Old Head of Kinsale when the liner crvssed in front of U-20. The commanding aff/cer ofthe U boat,
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gave the order to fire one torpedo, which struck Lusitania on the starboard bow. The sinking caused an international outcry,
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7 ycaused us to throw up huge psycho-

“If we understand the mechanism and
motives of the group mind, is it not
possible to control and regiment the
masses according to our will withou
their knowing about it? The recent
practice of propaganda has proved
that it is possible, at least up to a cer-|
tain point and within certain limits.”

— Edward Bernays, Propaganda

If you’re still working in the creative
industry and you’re reading this: we
get it. It’s very, very hard to maintain
moral integrity in an amoral world.
here is no way to be innocent if you’re|
part of a generation that has been
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TORCHES OF FREEDOM

The term public relations was coined
by Edward Bernays in an effort to dis-
tinguish US propaganda from any
other brand of propaganda. Bernays,
the Austrian-American nephew of
Sigmund Freud suggested no direct
structural changes to the propaganda
machine itself but instead proposed
no more than a name change, apply-
ing only a slight cosmetic varnish on
top of an otherwise unaltered system.
A different sign in the shop window:
business as usual. The reason for the
change was the increasingly negative
connotations associated with the word
propaganda and its use by the Ger-
mans. Bernays combined his uncle’s
theories with other theories on crowd
psychology to create the idea of ‘pub-
lic relations’. When America entered
into World War |, Bernays was work-
ing on the Committee for Public In-
formation — which advised president
Woodrow Wilson to promote US par-
ticipation in an overseas conflict as
an effort to ‘bring democracy to the
European mainland.” The concept
would establish the US as the moral
leader of the free world — although
it doesn’t hurt to point out the finan-
cial state of things in th
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US involv the war, whi
vinced US soldiers they were ab
face machine gun fire, flamethr
and gas grenades for the sak
bal democracy instead of nati¢
icits. In that sense, Bernays is
ritual father of Team America, h
Z in a 100-year era of the US as
orld’s policeman cum private e
cer of whoever has the most casf
offer. The word propaganda had
een cast off like a lizard skin; the
iant monster that grew out of it car-
ied a different name but sprayed the
ame poison.
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American tradition. He
did so while working for the Beech-Nut
Packing Company — which was try-

behavior from being based on the
need for a new product to a desire for
one. Paul Mazur, executive for Lehman
Brothers back in 1927, felt this way
about it: “We must shift America from
a needs- to a desires-culture. People
must be trained to desire, to want new
things, even before the old have been
entirely consumed. [...] Man’s desires
must overshadow his needs”. And in
order to make you want to buy the new
stuff that they so desperately need to
sell, they well stop of nothing. They will
use every possible angle to make you
think you’re almost good enough - the
only thing you’re missing is the latest
model of whatever they are selling.

NOT NEW & TOTALLY
UNIMPROVED!

Every time Head & Shoulders puts out
an ad fortheir new & improved formula,
they are basically saying that they
were lying to your face before — after
all, they’ve been claiming to complete-
ly rid you of your disgustingly flakey
scalp syndrome ever since Proctor &
Gamble put the blue-greenish sham-
poo on the market way back in 1961.
But this time — thanks to advanced bio-
chemical nano-engineering explamed

is scrlpt
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g about this
‘creation’ is second best and lack-
ing in inspiration and authenticity.
The entire thing is a fabrication — an
industrialized form of expression that
is supposed
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director tryln
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appear more artistic
grubbing. The general
consensus that something like seri-
alized creativity could even exist is a
feeble Jedi mind trick that is somehow

WPP) advertising conglomerates. In
the meanwhile, Nike is spending $2.7
billion annually to endorse Oscar
Pistorius for shooting his wife, Lance
Armstrong for turning cycling into
a bigger farce than it already was,
Tiger Woods for spending his spon-
sor fees on plowing porn-stars and
Michael Vick for organizing dog-
fights in his backyard. And also
to keep our attention away from
all those sweatshops in India and
Pakistan — just in case we didn’t stop
caring about those altogether in the
late 90’s, which actually we did.

THESE ARE THE DROIDS
YOU’RE LOOKING FOR

One of the advertiser’s favorite yet
ultimately self-negating strategies is
playing the price angle: in this case,
the ad campaign will focus on how
the customer gets the best deal, the
ultimate bargain, the opportunity of
a lifetime that obviously can not be
passed up. The key to this simple yet
often effective strategy lies in its bold
audacity — it conveys a statement that
is negated by its own existence (to
create and distribute any commercial
message, a significant production and
media budget is required). In most cas-
es, advertising budgets will comprise
up to 15% of a company’s revenue. In
order to mask the inherent incongru-
the message will seek to distract
ecipient, often making use of loud
es and bright colorful logos. The
remains however that advertise-
costs are considered overhead
which can be recuperated only
gh sales; it is fairly and painfully
us that in the end, the consumer
for the ad that tells him he’s get-
the best deal. This includes the
production cost and the media
e thatis needed to air it. By means
lustration: South Korean communi-
ions giant Samsung leads the pack
h a whopping $14 billion annual
dvertising budget — that’s a lot of
oney to recuperate.

The pinnacle of advertising madness is
reached on Superbowl Sunday, when
the price of a 30 second slot goes up
to $4 million — excluding production
cost. You read that right: 4 million
dollars for 30 seconds of empty air-
waves. Obviously you don’t spend all
that money to run a low-budget ad - if
ou buy primetime ad-space, you want
0 be sure you make it count. Which
5 why in 2011, Chrysler spent no less
an $12.5 million on a Superbowl ad,
hich features all of a 10-second cam-
eo by Eminem and ambient footage of
industrial Detroit. The ad focusses on
the city of Detroit and its longstand-
ing tradition of crafting automobiles
through times of hardship — it incor-
porates elements of Eminem’s ‘Lose
Yourself” and evokes a picture of
Detroit as a city of robust, hard-
working people who have grown
resilient to tough tlmes Three years
later in 2014, De best descrlbed

xodus of Detroit conti
aid-off autoworkers who are
e to leave take to growmg po-

are roll d"down for parts
and resold to the highest bidder, the
pursuit of profit has become a gener-

numbers by contrast, offer a clear
sense of right and wrong. As a result,
a life lived in service of an economic
principle is straightforward and full of
purpose and clarity — as opposed to a
life spent ‘fighting the good fight’. In
a real-world scenario that takes places
outside of a therapy convention this
interchangeability boils down to the
following: whatever the nature of your
business or the economic model that
you apply; if it turns a profit, it’s pret-
ty much OK. And the beautiful thing
about the human love of making a
profit is that it gels extremely well with
the human love for new stuff to own:
making money means we can buy new
stuff which due to it newness is inher-
ently better than the stuff we already
have.

And if you’re going to break the law,
do it either without getting caught or
do it in some backwoods corner of
Asia where jurisdiction and child labor
come cheaper than they do here.

NOTHING IS BLACK AND
WHITE EXCEPT FOR
WHENITIS

THE UNBEARABLE
FREEDOM OF MORAL
DETACHMENT

There is a difference between intelli-
gence and integrity: the latter relates
to an individual’s ability and willing-
ness to translate an internal sense
of morality into his or her behavior.
Compromising that morality in favor
of other factors such as profitability,
social acceptability, conformity, prag-
matism...dilutes an individual’s integ-
rity in the sense that it allows external
factors to play a determining role in
that person’s behavior. The contem-
porary human inability to maintain in-
tegrity or even recognize its relevance
are symptomatic of the fragility of
individual morality in a modern soci-
ety, wherein values that are acquired
top-down (based on tradition, reli-
gion...) are hopelessly outgunned by
the pleasures of instant gratification
— advertising provokes and caters to
this culture of desire by always replac-
ing the item gained with another item
to want. Resigned to his own social
impotence and the untouchable domi-
nance of an established power struc-
ture, the individual patches together
a gap-toothed sense of morality full of
holes and inherent contradictions. It
is for this reason that inspired, good-
natured, intelligent art students end
up playing creative mercenaries for
whoever is footing the bill; they know
but they accept their (self-imagined)
inability to refuse to participate in it.
It's the in-your-face reality check of
the post-60’s all over again, with the
exception that we have endured a few
more Nixons, Reagans, Thatchers,
Bush and Bush Jr.’s and as such have
grown even more resigned to our daily
disgust and cynicism — the mass flight
into hedonism (whatever your plea-
sure is, be you out clubbing on the
weekend or doing yoga to twist and
contort your logical process into that
of a liberal academic with no emotion-
investment into anything whatso-
er) is the obvious human response
|so, cocaine can be really fun for
ally long time. In the meanwhile,
ng against the machine remains a
job and it has not yet been deter-
d if anyone should even still go to
effort of doing it — especially after
blican boyscout and never-would-
ice president Paul Ryan declared
andom of RATM; thereby demon-
ting mankind’s impressive ability
poker-faced misinterpretation.

To conclude: We live in a world where
the power structure of sovereign
states is subject to the rules of the free
market — the continued prevalence of
geopolitics effectively confirms this
how’s it going, Ukraine?). If we see the
ltinationals of the modern world
the new governments (legislative
pwer) then the advertisement indus-
y has effectively become the pro-
paganda (i.e. information of a biased
nature) apparatus of the free market
and the moral vacuum it operates in:
a non-partisan, apolitical industry that
churns out biased information on a
highly professional basis. This appa-
ratus is widespread and well oiled; its
importance has been fully recognized
by the corporate world, which explains
why the US advertisement industry
alone, has an annual revenue of $48
billion. This apparatus is designed to
make you not want the stuff you al-
ready have so you can spend money
you don’t have on new stuff you don’t

lespecially in Britain and across the British Empire, as well as in the United States, considering that 128 of 139 US citizens aboard the ship lost their lives. The British felt that the Americans had to declare war on Germany. However, US President
Woodrow Wilson refused to over-react. During the weeks after the sinking, the issue was hotly debated within the US government, and correspondence was exchanged between the US and German government rere upset at Wilson's
lactions — not realising that it reflected general US opini fime. It was in the interests of the British to keep US passions inflamed, and a fabricated story was circulated that in some regions of Germar given a holiday
to celebrate the sinking of L usit
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stupid primates, we were ready to
d in with the crowd.
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ed to make profitability interchange-
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then they will be done with you.

President Coolldge and his wife Grace with john Drew and Aljolson at the 1924 White House breakfast with a group ofpeop[e that/ncluded Edward L. Bernays. Bernays put together an impres-|

ive “non-partisan” list of big stars of the day, a few of whom still are recognizable to us today. Al Jolson “rounded up” John Drew, Raymond Hitchcock, Charlotte Greenwood, Ed Wynn, Francine|
land Stella Larrimore, Justine Johnstone, The Dolly Sisters, Brennan and Rogers, songwriter Buddy deSylva, and numerous others. Bernays got a taste of the President’s ways when, at the end
of an introduction and hand shaking ceremony, Coolidge turned to him and said, “Your name, please.” he replied, “Oh, Mr. President, that’s not important. I’'m only the publicity man for the

party.” The President said deadpan, “Not unimportant either, the publicity man — your name?”.

sound, a lot of light and a lot of new
images.” After some pre-awards were
handed out to some random pop stars
you've probably never heard off, the
question that was beginning to raise
itself was not how much alcohol we
could inject into our system. The ques-
tion was how we could project all of
this drinking into a creative outcome,
besides taking selfies alongside side-
tracked actors and singers.
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rescent dots on their arms and trying
to guess their names by suggesting
letters. A perfect proof of marijuana
as a cognitive catalyst that can trigger
heightened free-associative creativity,
increased pattern recognition insight.
Something which was also empirically
proved by scientists — but who cares
about what those white-frocked vir-
gins have to say anyway?
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the US pop scene is going through an
MDMA frenzy for the last few years.
Plenty of mainstream artists such as
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are referring to the drug in their music
or videos, so maybe if we were able to
‘pop’ some of this infamous Molly we’d
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We were able to score a bag of Molly
rather quick. Unfortunately, its crea-
tivity-inducing power didn’t bring
us any further than harassing pretty
much everyone on the dance floor,
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STORIES MATTER

They are read to you as a kid, they help
you impress (or even undress) random
attractive people in bars, they linger
in your brain because they have an
uncanny ability to inextricably link in-
tricate information into a comprehen-
sible pattern. They make the truth
stick, they’re a means of education,
they contextualize loose facts and put
them in perspective, they help cope
with the outside world and internalize
morals. We live for tales - be it gossip
about the ex’s new fling or some poli-
tical hot topic. Why else would you still
be watching Fight Club even though
you’ve seen it a million times? Also,
stories are about the only thing that
will be left of you once you’ve disas-
sembled into a mere pile of atoms.
That and a bunch of selfies.

IDEAS: SEPARATING MEN
FROM MAMMALS

Most of all, stories are a way to give
shape to ideas. You know, ideas, those
rare and inspiring things that some
of us humans consider worth fighting
for. These concepts, that contain big
words, bigger dreams and loads of
believing. Ideas, like mustaches and a
conscience, set us apart from our qua-
druped fellow earth roamers.

Ideas are what creativity is truly made
of. They’re what made some guy invent
the wheel and inspired some other
mastermind of practical thought to
think of staples. They spark revolu-
tions, they’re the reason conservatives
have something to talk about over tea
with lefties. We feel entitled to these
ideas — expressing them is so impor-
tant we’ve dedicated article 19 of the
Universal Declaration of Human Rights
to preserving them. No more medieval
witch-hunts and cracking jokes at Ga-
lileo for thinking this planet might not
be the center of the damn universe.
We deem our ideas and ideals to be
inalienable from who we are. Consi-
der the racist who makes chimpansee
noises at your hot black ladyfriend.
Will you think he’s the actual baboon?
Yes. Will you kill him with a karate
move you’ve memorized from Tekken?
Probably not. Because being a racist
is this baboon’s way of thinking the
world works. Granted, it’s a shitty train
of thought, but it’s his and you respect
that for better or worse.

So it’s safe to say we agree that ideas,
theories, philosophies and thus sto-
ries, matter. That we should regard
them as something valuable, a pro-
duct of the mind worth cherishing,
nourishing even. Not exactly the kind
of thing you’d want to sell out or com-
promise for let’s say a big fat cheque of
corporate money.

NO STORY, NO SALE

Once upon a time, a person could
make a decent living out of manufac-
turing terracotta tiles, or soap. For cen-
turies, we were content with just that
and a beer every now and then. Then
a grand idea called the steam engine
triggered a revolution that would
change the workforce, the economy,
our minds. Mister terracotta tiles could
now mass produce his tiles and sell
them all over the country, hell, why not
the continent?

In comes the advertiser. His job: de-
vise a way to make people believe they
need this particular brand of soap. It
takes a mi p as a tack to think of
something ppeal to the soap-
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Which sucks for Barry, is that he needs
to be original, over and over agam]
every day. However, our congenital
addiction to bigger, better and bolder
has lead to narratives being stripped
of any truth and being written just
for the sake of existing. Content has
become void of content, yet filled with
make-belief. We all know that a ham-
burger does not look anyting like a
Burger King ad and that we’re being
told fairy tales about Fukushima, Sy-
rian peace talks and Iragi warheads.
We know, and we don’t care.

Not only does that make us a severely
disillusioned generation, it means
we’re letting this industry make money
- heaps of it, the stackable kind — off
of lies. Do you want to start a riot yet?

HAVE SOME CONTENT,
IT'S FREE!

Furthermore, media have turned their
duty of covering the news into a duty
of covering things for you to spend
your money on. The Financial Times
are probably the only ones who are at
least honest about it, baptizing their
oversized, fortnightly glossy pages of
wealth and luxury ‘How to spend it’.
Content, once associated with books
and seriousness, now comes as an
extra, a freebie, nothing but a distrac-
tion. Never mind that it was written in
poor English and not a single question
that matters was asked. As long as it’s
a story, a nice, fluffy, shallow bunch of
words with pretty pictures.

FEED THEM, SO THEY
CAN FEED YOU.

What’s worse than us buying lies and
not minding overpaying for them, is
that Barry and his fellow suits seem to
have run out of bright ideas to feed us
our daily dose of content. Luckily, the
interwebs are here to save the day! In
the morning, Barry scrolls through nu-
merous Tumblr pages, sifting through
the content of your brain, your bril-
liant collections of words, thoughts
and visual poetry, neatly organized by
Google.

All this sharing of ours has created a
world scale mind map of our ideas -
thus turning them into common pro-
perty, up for grabs. In many cases,
this is extremely useful. Thank you
interwebs for teaching me how to fold
T-shirts in less than four seconds.
However this treasure is the playgro-
und for story hunters with Ray Bans
and flexible hours. It’s a supermarket
they can stroll/scroll through, where
they pick out what they want, get out
without having to pay yet audacious-
ly wave to the clerk replenishing the
shelves.

The industry capitalizes on ideas that
are not theirs, not in the least caring
to give credit where credit is due.
Creativity is being hijacked for com-
mercial purposes, and this thievery
is hollowing out the mere essence of
words, stories and narratives, spoon
by spoon.

CONGRATULATIONS,
YOU'VE BEEN DUPED.
YOU KNOW IT, HOWEVER,
YOU STILL CHOOSE TO
BELIEVE.

Soyou were robbed and ridiculed, your
beliefs w led, and you’re not
, you update

let’s
up
C

oks, movies,
ent and advertlse-
living through telling
legit and useful way of
9 to 5. Here’s the glitch
e we've exited the era of
production and making up
ow an industry, this implies
t needs to follow demand,
S ginormous.

SERT STORIES HERE.
EP ‘EM COMING.

We, the people, are ridiculously ea
to be fed with stories. We are hi
maintenance consumers, ogres scrol-
ling through blogrolls and rss feeds
and getting alerts on our phones for
every celebrity who farts. We
screens between Al Jazeera an
bed French version of Homer
all the while reading a CNN
ker. Content is everywhere. It
emails, cities, backyard, yo
It's omnipresent and everybo
some.

so much
chewing. So
ade you believe
ghurt with bifidus
ting bifidus doesn’t
ticular good, yet clinical
shown the trouble starts
top eating the bacteria) is
e telling you to vote for this
ause of some USP they’ve
p. If you know bifidus is a
ould you believe this load of
eces?

’d be forgiven for not caring about
t. However you can’t expect to
noured for making the wrong
n the ballot. Now go ahead
about your ideas and ideals.
back, damn it.



