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GIANPIEROVINCENZO

INSIDE THE MODERN RITUALS:
A SOCIAL HISTORY OF ADVERTISING

We have already shown how consumerism has establitgelf as a set of modern rituals (Vincenzo,4201
With the beginning of the twentieth century, thestoner goods were at the center of the symboliesepn-
tations that have filled the anomic void of sogiéitye emptiness of symbols and rituals. As timegmishow-
ever, advertising has saturated modern imaginatiime resulting consumer’s alienation has led tchit s
from the consumption of material goods to the e¢atement industry, to the “free time” consumptidive
want to show how the anomie-saturation-alienatigole is one of the fundamental characteristicshefdr-
der of a ritual society. In a society like ours,skd on consumerism, the cycle concerned the asivgrti
communication in particular. This was reiteratedtie digital world, with commercial use of big datam-
ing from the web. Relations between rituals, theatel entertainment world receive special attentidhis
text is a concise presentation of a broader reseqmoject on the social rituals and the social bistof ad-
vertising, realized in partnership with Fausto Lttpe

Advertising has characterized the twentieth centtoynmunication, with profound effects
on the structure of modern societies. It not mefalform” about new products of consumption,
but it has traced the outlines of a new types af mad woman, different than those of the preced-
ing centuries, from romantic ones as well as thasienalists. Advertising has in fact provided a
number of social models in which people can idgntiith considerable consequences on human
relationships. The same modern vitalism - a mytiplof life for its own sake become the domi-
nant philosophy in the late twentieth century essentially a product of advertising. In paralieg
advertising has contributed to the complete rededmof the territory, through the construction of
an “objects system”, which affects the human (Baladd, 1968). Even in the XXI century, the dig-
ital communication does not put into question tredpminant role of advertising. Through the ap-
parent “sociality” of the form, the advertising veagre penetrated deeply in the collective and in-
side interpersonal relationships. The present steghythesis and presentation of a wider research to
be published, will show how these socio-anthropicllgchanges would not have been possible
without a prior symbolic manipulation and the cepending establishment of an order of ritual ac-
tions. This order has essentially outlined throagberies of modern myths spread by advertising
and linked to a new control strategy of the bodies.

The definition of modern advertising started in thated States. The reasons for such a ge-
ographical and national placement are manifold:tdodnological and demographic development,
the vastness of the territories, the ruthlessneggeandustrial culture of the New World, the laak
regulatory and cultural constraints, and not I¢hstlink between capitalism and religion already
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identified by Max Weber. Already in the late niretéh century advertising had invaded the sh0p36
counters, PO boxes, the walls of the city, the afrthe countryside, and even the rocks of Niaga-
ra Falls (Taylor and Chang, 1995). American adserg found wide-open spaces in which to de-
velop his philosophy, its models and verify theicisiveness. At the same time, modes and media
content were reworked. The very titles of the neapgps strongly resented of theadlinesstyle.

The language of the advertising slogans from taeoéiPhineas Taylor Barnum (1810-1891) trans-
formed the way of presenting the news in specta@vents (Applegate, 2012: 45 ff.). According to
McLuhan, the 1850s America had already learneds® lwuman interest stories as advertising
(McLuhan, 1953).

From the beginning the American turnover of adgery can not be compared to that of
other developed countries. Although it is not efasying reliable data for the nineteenth centuny, i
the early twentieth century the gap is already wigieable: in 1907 the US annual advertising
budget was $ 850 million, compared to USD 57.9ianill(12 million pounds) invested in Britain
(Bakker, 2014). In relation to population, this imeg aper capitaexpenditure of almost $ 10 in
America, compared to $ 1.45 in the UK. Only at ¢émel of the twentieth century, coinciding with
the gradual saturation of the advertising market,gap will tend to thin: in 1998 the US will spend
more than 206 billion dollars in advertising comgzhto 31 billion in the UK, with an annupér
capita expenditure respectively of $ 746.2 in America &829 in Britain (McCann-Erickson/
Gov.uk data processing).

Modern advertising was created to communicate ltlagacteristics and prices of new com-
mercial products, but soon realized that they haavery different social effectiveness. The causes
of the social transformations of the nineteenthtugnare well known. The complete upheaval of
traditional life operated on a cultural level by thnlightenment, and the material from the Second
Industrial Revolution, had canceled an entire syimhaiverse. The old man’s social representa-
tions were gone and the new were slow to estaltkgif. The professionals of the new form of
communication quickly realized they were facingannm an identity crisis, struggling with the dif-
ficult life of the metropolis, devoid of values asgimbolic references. And they understood that the
publicity - and consumerism of which it was thensard bearer - could be a response, indeed, the
“solution” to the crisis of the metropolitan manhel advertising, ultimately, could overcome the
lack of significant symbols and their rituals.

From our perspective, symbols represent the cotimetaspect of language and images, the
ability to synthetically represent different ordefsreality, to manifest the depth of reality ansl i
ability to transcend the purely material aspeat@icepts and things. Many natural elements might
be symbolic, rather it is fair to say that the wehabhtural order is susceptible of a symbolic mean-
ing, of an universal perspective: for example thgural complexity of the medieval symbolism, of
the “bestiary” of Christ, etc. The natural valuesyimbols is linked to that culture so that myths,
theologies, the stories - even modern ones - pilynarovide narratives useful to understand the
symbols and their implementation. Advertisers hswen realized that their repertoire of synecdo-
che, substitutions, combinations and combinatidnsnages, sounds and words was able to hit at
various levels the imagination of the consumer, alz@e to express symbolic contents. The symbol-
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ic void that other countries have tried to fill withe symbols of nationalism and totalitarianism, i

America was mostly filled by the consumer symbatspbjects of worship.

From symbols to rituals. Scholars like Ernest Gasdiave emphasized that man’s nature is
symbolic, is ritual (Cassirer 1944). And for Marpiylas the symbolic form is the way in which
thought organizes knowledge, since from the squaht of view, man is essentially a “ritual ani-
mal”.

It is not too much to say that ritual is more tgisty than words are to thought (Douglas, 1966: 63)

In real life, symbols are not abstract entitied, they are turned into actions through rituals,
and so rituals are essentially performance-reladeslymbolic contents. Every society has devel-
oped ritual sequences to address and prevent siisations. Already Turner noted the close rela-
tionship between ritual and theater. In this sensajedies and tragedies have a ritual purpose to
highlight vices and virtues of the various socktiproposing the reinstatement of social types or
groups responsible for conflicts, or by ruling thereparable estrangement and eventual punish-
ment (Turner 1982).

The same repetitive form of rituals is relatedhe hature of the symbol, its multiple levels:
every ritual cycle, in fact, expresses a planexiétence. The ritual repetition allows the progres-
sive identification between symbol and practitioriarthe “rosary” - both Hindu ritual instrument,
as Buddhist, Christian or Muslim - each grain représ and expresses a whole world. The wire
unit and the multiplicity of beads or knots markyanbolism that is found in religion and art both
Eastern and Western (Coomaraswamy, 1944). We Heaads shown how the fortune of consum-
erism has been to express themselves through a@rahritual places, transforming the purchase in
a large social representation with multiple measiraithough very reified (Vincenzo, 2014). Ad-
vertising has played a key role in accompanyingehew consumption performance with symbols,
narratives and patterns of ritual actions.

Social crises are also in connection with the protd of symbolic and ritual sphere. Durk-
heim was the first to grasp the link between anceni@ “suicidal currents”, noting that the high su-
icide rates in the developed countries were a diggr of the modern discomfort (Durkheim, 1897).
The novel of the nineteenth century and espectalydrama of the time, like that of Ibsen, are
clear evidence of the growing importance of suiérdhe Western imagination.

The absence of rituals plunges man and society iar@mic “hell”. The “anomie” is pri-
marily a lack of standards and values. Rules anabsys are closely related, because the norm it-
self is a symbol, or rather narrative with symbaiimntent, the explication of general patterns of be
havior. Norms are not abstract concepts, in faat,dbe reflected in concrete actions, in a more or
less dense life of symbolic references and ritaéd.aEven today in the legal lexicon the process
that comes from a law violation is referred to agial”, and exactly corresponds to a rite of resto
ing order. Judaism - Durkheim knew it - the 6@Bzvotare commandments that clearly indicate ac-
tions and omissions rituals. Anomic is therefore tlndition of a man who is living in an absence
symbolic rules and in a ritual void.

MANTICHORA rivista annuale internazionale peer-reviewed — reg. trib. Me 9/10 - n. 6 dicembre 2016 - www.mantichora.it



Periodico del Centro Internazionale di Studi sulle Arti Performative

. . . . 38
The anomic man is lost and depressed, prone torigdkr new rituals balances, new sym-

bolic reference points. The new professionals ekdtsing took a few decades to acquire the full
awareness of the implications of such a condifidre first worked like managers and buyers of ad-
vertising space, but soon they developed a modsoréd” art of the word, the headline, the adver-
tising slogan, thanks to a new profession: the wopgr. The purpose of the first advertising was

“convincing” and was linked to the hucksters in gieeets, the Medicine Show pitches in which
they were advertised concoctions from the therapeapacity roughly miraculous (defined pomp-

ously, patent medicine, on the English model).

The new advertising jargon was used as incantdtongula, as promise of health, safety
and well-being. The industry churning out new prdu medicines, soaps, cigarettes - who con-
guered soon respectability, occupying massivelyepa magazines and the most significant urban
spaces. Between 1850 and 1860 it would have beemiaucirculation 33,000 patent products,
while only 6,000 had been distributed in the prasialecade (datBmergence of Advertising in
America, 1850-1920 Duke Libraries). From 1885, typographic patteiorsgray print allowed the
use of the photographs on the printed media, pnogiddvertising of the symbolic and seductive
possibilities of images.

The first marketing model developed from EliasB3ino Lewis (1872-1948), a Philadelphia
advertiser, was synthesized by the acronym AIDAe#tion, Interest, Desire, Action. Advertising
soon realized that the interest could be drivenwak as desire. Advertisers put into practice a
strategy that could be defined as “healers”. Theleno man’s fears could be instigated and ampli-
fied, as well as the prospect of a “healing”, thetdk the commercial products. In this perspective,
the “comforting” function of consumerism appearedyeand effective, and triggered a real “thera-
peutic consumption” (Lears, 1994). After ointmefrtsracle” would comeListering an alcohol-
based mouthwash put on the market since 1881, wdtithe beginning of the twentieth century
would begin to ensure the recovery from a newlgldshed disease: halitosis. Thankd istering
women could have been cured bad breath and thelyfifound a husband, while men would no
longer lost their jobs.

Consumerism is stated precisely as refined strabégpntrol bodies. A control that began
inside - medicines, cigarettes - and that develap#dards towards the physical aspect and the sur-
rounding objects: soaps, detergents and housepplthaces. The complex strategies of power put
in place by European countries during the nineteeettury were thus in a short time exceeded.
The strict disciplinary regimes of the barrackgtdaies, schools, it was to replace a healing Istua
control, purification of the body and relationskigh others. Military discipline and school was re-
placed by a consumer mythology on the body andv@fbiody. In the words of Foucault, Control-
Repression was replaced by Control-Stimulus: “Nakedut be thin, handsome and tanned” (Fou-
cault, 1977: 139).

The American advertising also officially receivéxd tendorsement of President Calvin Coo-
lidge, who recognized their contribution to the elepment (speech to the American Association of
Advertising Agencies, 27 October 1926, Washingtéuacording Coolidge advertising favored the
emergence of new needs, to meet which the Ameriwangd be driven to produce more and more,
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thus starting a virtuous circle (or “vicious”). Thew requirements were to be “cured” by the patent39
medicine, to be purified from a host of productsgersonal hygiene that promised liberation from
the infamous B.O. (Smell of the Body). It was alsed religious symbolism: the woman who did
not use the vacuum cleaner Hoover was a “martyosif causes”. Introducing new symbolic ob-
jects and related practices of ritual action, withifew decades the advertisement came to foster a
lifestyle that can bridge the gap “anomic” of Antam society. A universe of meaning invested the
entire territory. The objects in it held a cenfraiction. Since the thirties, with the supermarkaeig

the fifties, with the shopping center, other arbasame available to the collective practice of con-
sumerism, directing consumer bodies in consumeigsioes. Meanwhile the radio before, and tele-
vision. then, they provided new immaterial spaaetifie representation of objects of consumption
and of behavior associated with them.

Through the media it also initiated a new dramétiraof society. The bourgeois theater,
the epic or folk theater, were gradually replacgdhe consumer comedy, soap opera, created to
dispose souls to the domestic practices of putiboeof the house. The new mythologies staged by
the comedy “advertising” dictated the time andpgkdormance of new ways of social behavior, the
new discipline of bodies. For the first time, ewin, desire and also love were used to stimulate
bodies and minds to the fulfillment of a new ritoatler: consumerism.

In this sense, the supermarket was the first “coresutemple”, a place in which objects
could receive attention and adoration, showingtedir magic and incantatory power (Vincenzo,
2014). This is how, together with the overwhelmaw®yelopment of places of consumption, ma-
tured in professional circles and intellectual® dle awareness of the symbolic value of the object
and ritual behaviors. Horace Miner, an anthropabgiho has also taught in Africa and South
America, wrote in 1956 an article devoted to “Bdriyual among the NaciremaAericaninverse
word), where US daily life was seen through thes lehanthropology tribal. For the first time, albe-
it ironically, it was reflected on the marble saraty of modern houses - the bathroom - which took
place in the complicated rituals of purificatiorathnvested the private parts of the body, mouth,
face and hair. Miner described in the same termasttie rituals were carried out at the houses - the
hairdresser, in hospitals, psychoanalyst - as agethe many celebrations that always had as a cen-
tral reference in the body. After observing thdahére are ritual fasts to make fat people thin and
ceremonial feasts to make thin people fat” (Mid&56: 507), he concluded:

Our review of the ritual life of the Nacirema hastainly shown them to be a magic-ridden
people. It is hard to understand how they have geohdo exist so long under the burdens
which they have imposed upon themselves. But emeh exotic customs as these take on real
meaning when they are viewed with the insight piediby Malinowski when he wrote:

“Looking from far and above, from our high placdssafety in the developed civilization, it is
easy to see all the crudity and irrelevance of magut without its power and guidance early
man could not have mastered his practical diffiealas he has done, nor could man have ad-
vanced to the higher stages of civilization” (Malwvski, 1948: 70).
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After publishingThe Mechanical Bridg¢1951), in 1953 Marshall McLuhan wrote for the :
Catholic journalThe Commonwea little-known article in the emblematic titl€he age of adver-
tising: ads are a form of magic came to dominateewa civilization Ten years later, the Highway
Beautification Act (1965) would have prohibited thdvertising boards at a distance of 200 meters
from the motorway network, helping to make it l@ssusive advertising presence at least outside
urban areas. But the magic-ritual role of advergjsivould not have come unless, indeed. One of
the more detailed sociological analysis of advigiscommunication, coordinated by William
Leiss, a Canadian scholar as McLuhan, used a gquaatite evolution advertising segmentation.
The first phase of theeason whyadmitted to purchasing the product would soon \®@ramme to
move to the aid suggestiovhite magicof the Product, to which would be added Ivfteck magiocof
Human testimonial, up to the readbtemism with which the objects of worship became magical
emblems of entire social groups (Leiss, 2005; izog 2014: 132 ff.).

But the commercial materialism had a degradingcefie the symbolic value of the objects.
The symbolic contents were increasingly reifiedyenand more “flat”, the effect of advertising was
always more “short.” The increasing stimulatiortled bodies and invasion of the territory involved
symbolic saturation and the risk of decreased afficof the communication. Even the model of
mass consumerism - the subject of the best-sallivgl The Man in the Gray Flannel Suit by Sloan
Wilson (1955) - showed its limits. The advertisemlead invaded all the physical spaces. At the
end of the fifties it was entered in the first pha$ advertising saturation. To keep alive the nnode
symbolism was needed a “re-enchantment”. A creasvelution he helped to renew interest in ad-
vertising, guiding consumers towards a more compiexerse of desires and objects. Bill Bern-
bach, perhaps the greatest of the twentieth cemtuvertising, institutionalized creative tandem of
the art director and copywriter. He also initiaedevision of the symbolic content, and spread
much the set of images and concepts to be attaohiedsiness objects. The new advertising cam-
paigns emphasized the aesthetics of the littlegd)ithe ethics of the companies who were second in
their markets, and above all the irony, also apptaetwo “untouchable” status symbols like cars
and the female body.

The reversal of the “totemic” fundamentals of canstism practiced by the “creative revo-
lution” had a meaning similar to the carnival risian traditional cultures. In the latter it wasapr
ticed the ritual inversion of the traditional synfddn order to channel the aversion towards the
same and dissolve it. The carnival was operatieg¥ymbolic death and resurrection of the order of
things. Creative advertising would practice theersal of the symbols of consumerisnThink
Small We are only #2 so We try hardeto entertain and cheer the consumer and renevati
guage of advertising.

Even the obsessive use of the laugh track in randgbtelevision broadcasts can be seen in a
similar prospect of exhaustion and symbolic reneWany of the early radio and television broad-
casts were live, and also recording the reactidriseopublic. Following the laughter would be rec-
orded separately. During the fifties, however, hedenan impromptu use, as long as the CBS tele-
vision network in 1965 started a specific experitn&he pilot episode of the comeHypgan’s He-
roes (1965-1972) was presented in some places wittadla&ion of canned laughter, in other not.
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The series narrated the everyday life of a grouprsioners (French, American and English) in a41
Nazi camp during World War Il. The attitude was lgaronic: the German camp commander was
a stupid and inept man, and the prisoners cameavant from the field, making a mockery of the
Nazis. The purpose of the transfer was to softerhtirrors of war, and in some way to vent the an-
tiwar sentiment of Americans. The vision of theyphath the laughter was a success. Since then the
CBS widely used the laugh track in its broadcadtsyan’s Heroessuccess would inspire similar
creations, such dgl*A*S*H, the Robert Altman film of 1970, and who wouldléeV the epony-
mous television series of great success, lastimg 1972 to 1983. The contagious laughter of TV
programs became one of the ways to prepare thenvidicommercial breaks.

The American advertising creative revolution redavertising itself, its symbolic com-
munication capabilities and its penetration. arftheel society. Consequently it made it possible to
produce longer-lasting effects on lifestyles. Mehi@the media depended more and more com-
pletely by advertising. To the point that the stowe of many forms of mass entertainment absorbed
the mentality and needs of advertising and comrakeveorld that it expressed. If a TV program is
to make audience means it is because it must teachidest target advertising and targeted, taking
it away from the competition.

In the late sixties, advertising was a mature tbat could operate throughout the world and
in any field. It was not concerned with more thastjthe sale of mere objects. In 1964 even the
Spanish dictator Francisco Franco asked the Mc@aiokson agency to take care of its image in
the United States. The publicity had settled peendy in the political arena and also took care of
social and cultural promotion. It financed not otitg media, but also schools and universities. He
had not only helped to replace the Keynesian teedrom economic landscape, but had become a
tool of support for neo-liberal theories in evepfipcal and social spheres. He was able to provide
a symbolic representation of the life and routiihgat of mass man, as he could afford to reach the
most demanding and sophisticated niche consumées.eXaggerated individualism (even when
cloaked altruism), the exaltation of life an endtgelf, the worship of money as the key to anysuc
cess flowed into the philosophy of “vitalism” anddame the basis of a modern Epicurean, of an
American way of life regarded as the most advarioad of civilization. It was noted that vitalism
is the expression and character of modern commumicéPerniola, 2004). Behind the exaltation of
the freedom of life he is also concealed the neddibidea of "liberation” from all state constrant
was the premise of “globalization”.

In the late sixties advertising was a mature tbat tould operate throughout the world and
in any field. It was concerned with much more thia@ sale of objects. In 1964 even the Spanish
dictator Francisco Franco asked the McCann Erickgmmcy to take care of its image in the United
States. Advertising had settled permanently inpthigical arena and also it took care of social and
cultural promotions. It financed not only the medat also schools and universities. Advertising
had not only helped to replace the Keynesian teedrom economic landscape, but it had become
a tool of support for neo-liberal theories in eveglitical and social spheres. Through advertising
people could be provided with a symbolic repregenrtiaof life, and advertising could reach the
great mass of consumers as well as the most dentaadd sophisticated consumption niches. The
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exaggerated individualism (although it is cloakedltruism), the exaltation of life as an end i it .
self, the worship of money as the key to any sugabthese flowed into the philosophy of “vital-
ism”. A philosophy of “freedom of life” that becantbe basis of a modern Epicureanism, of an
American way of lifeegarded as the most advanced form of civilizatibmias noted that vitalism

is the expression and character of modern commumcéPerniola, 2004). Behind the exaltation of
the freedom of life, vitalism also concealed thelieral idea of “liberation” from all state con-
straints: it was the premise of “globalization”.

After the seventies, advertising expenses increaspdnentially in the United States, rising
from 48.7 billion dollars in 1979 to 124.7 in 1989%om the eighties onwards, the advertising
would fully globalized and multinational corporat®would always invested more even in different
countries of the world. A parable similar to thevelepment of American advertising also occurred
in other developed countries, although only afterwar. So it was possible to assert also great ad-
vertising outside the United States, like Jacquegugla in France, Armando Testa and Emanuele
Pirella in Italy, Charles and Maurice Saatchi irgiamd.

During the eighties began the trend that was td &een at the end of the advertising agen-
cy progressive, “classical” dissolving within larggmmunications groups, in which finance was
integrated with global communication. Control greugecome global, not just American, but also
British, French, Japanese. And the big conglomsratre themselves huge buyers of advertising
space on a global scale, capable of generatingdiabflows and social and political conditionstjus
operating from one country to another. Martin Sprfermer financial director of Saatchi &
Saatchi, WPP acquired in 1985, which absorbed ni#iyagencies such as the historic J. Walter
Thompson. The following year the Omnicom Group \Wwasn from the merger of US historical
agencies like BBDO, DDB and the Needham Harped 986 the French group Publicis acquired
the American agency Leo Burnett, and in 2000 etierBinglish agency Saatchi & Saatchi. In turn,
the majority shareholder of Publicis was the Japargroup Dentsu, which in 2006 absorbed the
English Aegis.

The symbolic dimension and consumerism ritual waslamger a secret, as well as the
mythological function of advertising. With the adwveof postmodernism was gained, in fact, even
greater consideration towards the symbolic reptasens and forms of expression, overcoming
the limitations of a purely rationalist mentaliQultural sensitivity went hand in hand with the or-
ganization of communication. Advertising and th@samer world offered to contemporary man a
large symbolic repertoire: a man could choose mal b0 a symbolism connected to the profession
or to his social role, or even travel to more asléalternative venues”, inspired by the world of
film, music, sport or art. He could even do altleése things together. The offer of symbolic goods
had much enlarged, and the entertainment industigetd to colonize and monopolize the free time.
The continuing trend was the integration betwearsamerism and other ritual practices. Shopping
malls became playgrounds for children and eveneglat worship. When the church did not move
in a shopping center - as it was the case in kahe mall moved in the churches, as in many US
megachurches.
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Overcome anomie, however, increased on the contfnaryisk of saturation and progressive :
reification of symbols and rituals. In the long rewen the irony and the negative approach of Bern-
bach were no longer effect. The advertisement lcadmed all the representational space, generat-
ing saturation and alienation. Step by step, itd¢nadiually moved from a anomic world in an alien-
ated world in which man by dint of being involvedaxhausting “role play” in the end he felt “al-
ien”.

The concept of alienation is intimately linked bat of anomie. It seemed an obsolete term,
but recently has recovered scientific dignity theué the German scholar Rahel Jaeggi, who re-
ferred to it as the impossibility of identifyinggsiificantly with things and people around us (Jaegg
2005). From the point of view of “ritual ordertesearch project in which we are devoting intense
- if anomie is connected to a vacuum, the aliemaigdinked to an abnormal ritual density, satura-
tion and estrangement. In this sense the alienaonbe caused by excessive ritualism, as often
happens in the world of work - in Japan the t&karoshimeans death from overwork - and, indeed,
in the world of consumer representations. In thetngeneral sense the alienation is caused by all
those situations in which it is realized a lackcohsistency between the symbols and rituals “out-
side”, and the system of “internal” values of treople, as happens in prisons, where extreme ritu-
alization and the rigid time schedule is “forcedtiaalienating for prisoners.

The alienated man is lazy, distracted, always logKor something different on which to
dump their attention, on which imbuing life, desirdreams. He is a man devoted to change, social
transformation, even violent if you do not find vgayut of the small “fence” where he feels to live.
He may feel momentarily happy on a personal Iewvet,he will never be totally balanced if he do
not feel attuned, at least in part, to the symbwoider and the society rituals.

Advertising has contributed decisively to satuthie human imagination with symbols and
rituals of consumption. During the twentieth cegfuadvertising has developed myths and narra-
tives that accompanied the modern man from a &ted@ alienated anomic condition. If at first the
man has taken refuge from the desert ritual of opetitan life in consumer rituals, the excess of
consumerism has generated a form of aversion.Héutter was addressed by the same advertising
towards new symbolic systems and “lifestyles.” Gdaugetween anomie and alienation, the twenti-
eth century man has become a “nomadic ritual”, @only in search of new territories symbolic in
which to settle.

Since the eighties there has been the increasgmgesgation and fragmentation of the con-
sumer market, the continuous formation of nichest @iddress the lifestyles of new consumer
groups. The opportunity of market niches has be&ed upon by manufacturers, who have com-
pletely revised the production cycles. Motorolathose years, reduced production time from five
hours to twenty minutes and shortened the proogs$sires of an order from one month to one and
a half. Soon it would arrive at a new kind of commityy the “community of interest” (Rifkin,
2000). The progressive “totemification” and constsrebalisation were signals of the new social
alienation and of the escape towards new colleciiuals (Maffesoli, 2000).

Once totally saturated the physical space and ,efiemew capitalism had to invent some-
thing even more radical, a new space, a new wapmimunicating: the digital world. At the end of
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the century we have seen the progressive integragbowveen advertising and other industries, espefm
cially computer technology and entertainment ingydbut also contemporary art and literature.
Creativity and innovation have moved away from Ssiaal” advertising to pour in the new “spac-
es”, whose languages were increasingly structuneith® advertising model.

The big communications companies had to interdeptastes of an alienated consumer who
was trying to escape the reification of the mateviarld and migrated more and more willingly into
the digital world. The new tribes had to be chased “captured.” It was necessary to probe deeply
their daily lives to find spaces in which to plabe new symbolic contents, the new products. In
2007, BBDO (which is part of Omnicom Group) reatiZRitual Masters an investigation into the
daily rituals in the global world. This was thedast research ever carried out by the agency, with
more than 6,000 questionnaires distributed in 2étees and over 2,500 hours of documented be-
haviors and interpreted thanks to teams of psygist® sociologists and nutritionists. Eventually
the BBDO identified five key rituals of modern mafrom when we wake up to when we go to bed
at night - and the ways to be able to graft newsaarer behaviors. The final report distinguish cor-
rectly between rituals and habits, and regardedatiter as automatic actions without symbolic sig-
nificance.Ritual Mastersdentified the chains of ritual actions and thedex of consistency in the
various countries. It also highlighted how consuiteans were fundamental elements of many ritu-
al actions. The brands that they wanted to surtheg had to settle in what were definedFas-
tress Ritualswhile those who remained outside or perishedhaat to find gaps to be able to enter
(BBDO, 2007).

In the XXI century it was stated a new model of m@ore instinctive than reflective, ac-
customed to receiving stimuli that last a few se@soand to spend more time with television and
commercial endorsements characters rather thamenpersonal relationships. They are men who
live in cyberspace and are accustomed to hyperengaits and consider themselves players rather
than workers. They are less interested in ownintgrna goods and more likely to live exciting and
fun experiences. These new men:

They think the world as a stage and at life agiasef theatrical performances (Rifkin, 2000: 250)

In 2013 Omnicom Group Inc. and Publicis annountedr tmerger, which would create the
first worldwide advertising group, worth $ 35 hilfi. The group would be able to counter the de-
velopment of new major players in the digital woi@bogle and Facebook. In May 2014, the pro-
ject ran aground. And Google and Facebook werenift no real rivals.

In the digital age the customization of advertishag reached previously unimaginable lev-
els. Millions, billions of users type search patingosting their favorite images. In doing so spon-
taneously they poured into the databases of seargimes and social networks a huge amount of
socially relevant data. All information is indicagi of ideas, tastes, preferences, attitudes, betsavi
Currently, there are 3.2 billion web visitors, akhbalf the world’s population. Every minute users
put more than 4 million likes on Facebook (theyeavenly 1.8 in 2013). Google makes every day
about 5 billion searches with which people expthsg strategies of thought, their professionalism
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and their curiosity. The company’s most used Wealrcteengine in 2012 has put online a site N
https://www.google.com/about/datacenters/galledeixhtml#/- where you can see the images of
eight date center in which they are stored searfdrmation. Have modern facilities and gigantic,
more than 10,000 square meters each, with hugageamapacity, difficult even to conceive, and an
artificial intelligence that can challenge and kaepwe the human.

The data are simply not stored, but are immediated for advertising. The moment where
internet users show their preference, the inforomais sold to companies that can realize display
campaigns through banners that appear on web @agkesan be purchased in bulk through plat-
forms of Real Time Bidding. Google and Facebookrem& major advertising agencies. They, like
the first agencies operate primarily for the sald brokerage of advertising space. The canonical
forms of advertising tend to dissolve in the negitdi spaces and breaks up into a myriad of vari-
ants, each one suited to a specific target. The sgtwork users are the ones who provide the basis
of these variants. The language of the networkaah, match the advertising, with the union of slo-
gans and images. For dialogue on social, users toegelvelop their thoughts and their actions ac-
cording to the techniques of advertising.

The advertising is thus presented as the tip ofddlegerg of a complete redefinition of pow-
er relations. A power in the hands of a few privalember States do not seem to have noticed, in
fact, that was developing before their eyes a neikzation, a new hierarchy system. And they are
made to be caught unprepared. The internal regulati the states, established by democratic pro-
cesses, has been replaced by self-market adjusimehich actually correspond to the symbolic
manipulations of that small group of companies thahitor the web data. The new capitalism, in
fact, is characterized by a new hierarchy of gapkes and symbolic manipulators (Reich, 1992).

The self-regulating mechanisms (the market to @ettid host of driver or quality) are more ef-
fective than laws, then you might as well get fidhem. “When we built really be able to self-
correct systems”, assures the well-known invested BVilson of venture capital, “we will not
need regulatory mechanisms.” To do this just torsé the society of feedback mechanisms,
ie qualitative assessments provided continuouslsnagket players: the views and comments of
the users. The digitization of everyday life comrgdaingreed produced by financialization por-
tends the transformation of the whole genome asé#uroom in a productive asset (Evgeny
Morozov,Le Monde Diplomatiqued8/30/2014).

In 2016 in America investment in digital advertginas got to be for the first time equal to
that of television advertising. Someone spoke ragtle about the “death of advertising”, but instead
the advertisement itself was only changing the.skite way we communicate via the web, the in-
terrelation on social media, the whole digital atét- and thus the world of politics or economics -
are now marked by the language of advertising emghilosophy. The very recent American elec-
tions is believed, rightly or wrongly, that theyveabeen conditioned by social networks.

The “advertising thought” increasingly takes posg®s of the network, determines its tech-
nological and cultural developments, and involveew type of social action. Along with the om-
nipresent logic of the algorithms, we are witnegdivday the reaffirmation of a rationalism which
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was thought defeated and the advent of artificitdligence biopolitics (and who controls it). The :
fortune of a group like Amazon - the largest sefienet with over 73 billion turnover in 2015 - is
not only based on the logistics capacity sell bomke and other products and distribute them in
the territory. The research information that usarter in the system are able to define consumer
preferences so that Amazon can “learn” the nexklibat you will read or the next appliance that
will buy. The “tips” for purchases are not just adising, but the embodiment of desires and con-
sumer fantasies, processed and made availableshbgytitem of search algorithms, made available
by its “artificial intelligence.”

As to the origins of modern advertising, the newstonption cycle started from the inside
of the body - thoughts, desires, research - and tleweloped outside through the stories told by
selfies, by post and the like. The next step walltb fill the space of cyber objects: the so-called
“Internet of Things” (IoT). Thanks to a decliningst of digital sensors, we can have jams that
“speak” with our refrigerators to report the lesdl consumption, and indicate the need for new
supply, giving at the same time companies with afalle information in real time on our daily con-
sumption, on our food supply, our regular supplidtsthe same time become increasingly fashion-
able new digital watches - sophisticated heart mateitors - that are capable of transmitting to the
companies together to pulsations also consumerienspimaybe just when are pinpointed within a
particular store in which are exposed the latebéctions of objects offered for sale. It is estigth
that in 2020 there will be about 25 billion objedsnnected to the network, except for PCs,
smartphones, etc. (De Angelis, Acabbi 2016).

To cope with the increasing saturation of cybersptte digital capitalism will try to further
broaden the frontiers of experience, and lookeddod to developing new forms of participation
and gamification. Always in 2016 it was founded @lebal Virtual Reality Association (GVRA),
an association to promote the development of Mimeality built by giants like Google, Facebook,
HTC, Acer Starbreeze, Samsung and Sony. The aito iake possession of a new market that
seems sufficient in 2026 at least 36 billiardsalés volume.

We thus entered the last of the five daily ritudentified by Ritual Masters of BBDO: look-
ing up (looking ahead). However, a future withoistdry is likely to be a sad story. So we can af-
ford a look forward.

Marx had already recognized as the alienation wasod the great engines of social change.
He had considered the alienation only under theeosinp of the means of production. Today a
greater consideration of the order ritual allowsdosider it in the wider horizon of symbolic prac-
tices of the society. The alienation brings with fieeling of revolt, is intimately revolutionargnd
still creates a separation between man and soewigh can also be very stimulating from an intel-
lectual. Many artists and intellectuals can be gdiawithin the more general social type alienated.

If we consider the symbolic progression of a sgcet a great Game of the Goose, the al-
ienated human research may be forward, towardshaances symbolic, but also backwards, re-
tracing “boxes” that you thought outdated and fétgm In the age of digital photography, the
“tribes” of LOMOGRAPHY rediscovers analog photogngased on the effects of an old Soviet
machine. Or, while you download thousands of hafinsiusic from iTunes, an increasingly large
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group of loyal collects vinyl LPs and uses pins &edds of old turntable. With the progress of the47
digital world, the audience of TV erodes but doesimplode. This apparent “turning back” in real-
ity is of fundamental importance in understanding &laboration of symbolic elements of a cul-
ture.

The cultural industry has understood this very weelglobal musical show as the MDNA
Tour (2012), ninth tour of the icon pop singer Mada, was completely focused on the combina-
tion of symbolic elements. The show opened withefab monks who played tldeingchenhorn,
while a huge censer waved on stage. The largersanethie background projected the image of a
Gothic cathedral that was alternated with Barogoeeagraphic images, celestial and infernal. Ma-
donna appeared as a bride dressed in black, it dfaprie-diey holding a Kalashnikov machine
gun. And it’s just a few details of the first miestof the show.

The immense Goose Game which will be played irfuhé&e, more people will feel alienat-
ed and will choose to leave the timeline forwardackward. Not all can always be intercepted by
the capitalist system of large corporations. hasv increasingly clear that this is an exclusivgbcl
that brings in only a small number of global plasydn a world where the wealth will be increasing-
ly in the hands of 1% of the population, many peaopill have the opportunity to understand that
you can live, and better, by ex-consumerist. Mamyepreneurs excluded from the global club will
understand they can not compete in terms of qyabit in quality, stimulating the development of
a “social economy”. Many young advertisers - exellidrom a standardized system that is increas-
ingly dependent on artificial intelligence - coube the standard-bearers of a movement that re-
articulated and rediscovers old and new value Byst@utting in short-circuit the hegemony of the
corporations. Many artists and intellectuals, rathan seek recognition among the architects of an
increasingly alienated world, will begin to undarsd that the Game of the Goose can be redefined,
as well as understanding of the individual boxes rates for “time warp”:

What the intellectual can do is give analysis tpal®l this is essentially the role of the histori-
an. It is in fact to have a thick of this percepti@f long duration, which allows to identify
where the fragility of lines, where the strong fisjiwhat are related to the powers - on the basis
of an organization which now has more than hundretififty * years - where they are implant-
ed. In other words make a topographic and geolbgigaey of the battle. This is the role of the
intellectual (Foucault, 1977: 144).

The Internet will continue to be a terrific waydoquire knowledge and to exchange ideas.

With the knowledge of being “observed.” But maybe total control of bodies and minds is not yet
realized. And we hope we can make it ever.
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