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Summary
The text argues against advertising. It lays out a list of negative aspects through which advertising and works. In this topic, the author mentions that adverting works by creating new desires that did not exists before. The text also argues that advertising works by creating a culture of discontent which pushes us away from happiness.  Further, the text argues that the ecological destruction that planet earth is experiencing today is as a result of overconsumption that is fueled by advertising. Generally, the text argues against advertising by mentioning all the negative things that advertising does to the interested consumers. 
Advertising works by creating desires that did not exists in before. It is important to note that advertisements do  not only respond to desires that  consumers already have but it creates new ones that did not exist before which drive people into buying things they did not know they wanted and advertising tells them that they cannot live without them. An example is the use of deodorants. The vice president for Axe deodorant said that in the UK before World War II, people never used deodorants, but upfront advertising was utilized to educate the people about the unacceptable body odor and the sense of paranoia created the market.  People started using deodorants because they did not want to smell. The desire to have a pleasant smell, other than the body odor, a desire that did not exist previously was created. 
Advertising also creates a culture of discontent. Advertising creates discontent by promoting dissatisfaction with what one already has. The strategy advertising uses to crate this culture of discontent is through psychological obsolescence.  This involves making things out of date and untrendy after a given period of time. An example is cars like GM Cadillac. After a few years, the car was further developed from its initial design and was given stylistic quirks like tail fins which were created to tempt consumers to replace their vehicles not because they were not functional, but to keep up with the changing fashion. This makes the consumer uncontended with their first car model, and this culture goes on and on. 
Advertising also pushes consumers further away from happiness. Regardless of the alluring imagery of good life that advertising creates, it actually takes consumers further away from happiness. The way advertising pushes consumers further away from happiness is by promising happiness that it cannot deliver. Advertising explicit message of advertising to consumer is that ‘products will make them happy’ which is usually  never the case hence confusing people and making them unsure of what happiness entails in regard to product consumption. 
Discussion Question
What are the factors to consider before reacting or responding to an advertisement?

List of New Words Found In the Text
· Psychological obsolescence
· Consumerism
· Aspirational advertising
· Overconsumption 
