Advertisement, consumption and sustainable development. 
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Social events like the Cartesian revolution, the mechanist scientism, the protestant Calvinism and the geographic discoveries never harnessed the development of the technique and the accumulation of capital on a scale observed until that moment in human history; this process is known as the Industrial Revolution.  From an ecological point of view, Capitalism, Siamese brother of the Industrial Revolution, is a model of life based on the operation of the difference, the consumption of renewable resources over its rate of renovation and on the production of wastes over its possibilities of assimilation as a the part of the biosphere.  Although it is certain that the capitalist revolution has obtained technological and scientific progress that have improved substantially the quality and life expectancies of the human beings, has done it sacrificing the possibilities of survival of the enormous majority of the rest of living beings with those with whom we shared the Earth. In the last 500 years we have been destroyed near the three fourth parts of the tropical forests of the planet, has been extinguished great parts of the biodiversity of our terrestrial ecosystem and the necessary water and the air for the existence of all form of life have been poisoned.  The own dynamics of Capitalism (production, consumption, wastes), causes that this model is irreconcilable with any form of sustainability of the necessary conditions for the Earth life.  In the final decades of century XX and beginning of the XXI, the neo liberalism became the theoretical support of Capitalism through the ideology of the market.  According to this, the consumption in a society will be only governed by the own forces of that market (demand, production, consumption) But the  enormous development of the publicity in the contemporary society through mass media made this theory a deceit.  
Whereas the production of goods and its consequent values of use in the societies before capitalism were determined by the satisfaction of the individual necessities, in the developed capitalist model the production has only one aim : to increase the gains, that is to say, to reproduce the capital, and the values of use of the produced goods are an instrument to obtain this reproduction.  Therefore in our society a product is defined as a consumable or an obsolete item not by its utility or value of intrinsic use but by the appearance of a new model of a similar product that the publicity encourages us to acquire, even if the use or function that it fulfils is identical to the previous one.  A clear example is the cellular telephone:  the value of use of a cellular telephone is normally based on its capacity to communicate at a distance with another person, nevertheless, the enormous majority of the people in our society, (and mainly those of smaller economic resources), reject its cellular telephones every year to acquire the new and expensive models that the publicity has inserted within their thoughts as an existential necessity. Do not matter that the new model is used exactly for just like the previous one, the people are caught in this stupid game of being proud of their devices as symbols of status, power and quality of  life, no matter to them that the rest of their existence is miserable and without horizons. In case the publicity fails, the manufacturing companies make sure then to design apparatuses and equipment which are damaged within 2 or 3 years possibility of repair and with discontinued spare parts, all a perverse logic. 

It is absolutely necessary to understand that without substantial changes in the models of production and consumption, there is no possibility to make progress towards the sustainable development.  
Joel Sangronis, Professor Padrón - UNERMB (Spain)
