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Reviewing the Fo-Coksuotg
Production I n the Capi

Jun-An Wu*

ABSTRACT

This article attempts to review the formatting of consumer-culture, specifically
focusing on the aspect of production. My viewpoints are both built on the theories of
capitalism and culture industry. With the blooming concepts of mass production, mass
marketing and profit accumulation, the commodities are purposely being sold from local
areas to the whole global market. | found the forces are formed by the following two:
first, most consumers buy the global commodities arranged by the global marketing
strategies, which were decided to their targets. Second, through the promotions and
advertising campaigns by transnational media, consumers can easily receive the
propaganda of the commadities. Thus, while people’s everyday life are surrounded by
consumer-culture set by marketing and media, the consumers can hardly escape from and
resist it. To sum up, while the consumer’'s needs are satisfied by the forces of
consumer-culture production, they also forget its necessity.

Keywords : consumer culture, culture industry, global marketing, product, transnational
media
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